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Governance 
and ethics
Our culture, based on the spirit of togetherness, 
enthusiasm and fun, defines the way we work and  
is key to our success. 
	 We recruit capable people who share our values 
and we expect a lot of them. Their commitment 
and passion mean we can give everyone more 
responsibility, which leads to quicker, better 
decisions and more effective actions.  
	 We want to make sustainability an integral part 
of every co-worker’s daily work as this is essential 
for creating a more sustainable IKEA.
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How we work
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Business Navigation & Finance 
Corporate Communications
HR
IT 
Legal
Risk Management & Compliance
Strategy & Process
Sustainability

*Replaced Göran Grosskopf as new chairman of the IKEA Group from January 2015.

Charity

Management of financial assets

The IKEA Group
(INGKA Holding B.V. and its controlled entities)

Chairman of the supervisory board, Lars-Johan Jarnheimer*
President and CEO, Peter Agnefjäll

Stichting INGKA Foundation
Owner of the IKEA Group

Group Functions

Asset Management

Centres

Financial & Core related assets

Shopping centres

Stichting IKEA Foundation

Stichting IMAS Foundation

Production Range &
Supply

Retail &
Expansion

44
Production Units

20,100
Co-workers

315
IKEA Group Stores

110,800
Co-workers

9,500
Products

27
Trading Service 

Offices

13
Customer Distribution 

Centres

34
Distribution Centres

16,100
Co-workers

The IKEA Group of companies (INGKA Hold-
ing B.V. and its controlled entities) has an 
ownership structure that ensures independ-
ence and a long-term approach. Stichting 
INGKA Foundation in the Netherlands is our 
owner, and its funds can only be used in 
two ways: reinvested in the IKEA Group or 
donated for charitable purposes through the 
Stichting IKEA Foundation.
	 INGKA Holding B.V. is the parent company 
of the IKEA Group, located in Leiden, Neth-
erlands. As per 15 January, its Supervisory 
Board consists of: Lars-Johan Jarnheimer 
(Chairman); Stina Honkamaa Bergfors; Tore 
Bertilsson; Luisa Delgado; Jonas Kamprad; 
Göran Lindahl; and Lone Fønss Schrøder. In-
gvar Kamprad, the founder of IKEA, is senior 
advisor to the Supervisory Board.
	 The IKEA Group is led by its President and 
CEO, Peter Agnefjäll, together with Group 
Management.
	 The IKEA Group operates throughout the 
whole value chain from range strategy and 
product development to production, dis-
tribution and retail. This includes our own 
manufacturing units, trading service offices, 
customer distribution centres and 315 stores 
in 27 countries. In total, the IKEA Group has 
operations in 42 countries.
	 The IKEA Group franchises the IKEA retail 
system from Inter IKEA Systems B.V. in the 
Netherlands. Inter IKEA Systems B.V. is the 
owner of the IKEA Concept and the world-
wide IKEA franchisor.
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Sustainability is one of the four stra-
tegic cornerstones of the IKEA Group di-
rection, ‘Growing IKEA Together’, and is 
fundamental to our success. The business 
plan for every IKEA business unit specifies 
how it will contribute to our sustainability 
objectives.
	 Our Chief Sustainability Officer, Steve 
Howard, has overall responsibility for per-
formance against our sustainability com-
mitments – within Growing IKEA Togeth-
er and People & Planet Positive strategy.  

Steve is a member of Group Management 
and reports directly to the Group Presi-
dent and CEO, Peter Agnefjäll. 

	 All co-workers are responsible for 
sustainability in their area of work. 

Hundreds of people across IKEA have so-
cial and environmental objectives as part 
of their formal job description. 

	 Each business unit and country retail 
organisation has a sustainability organisa-
tion, and the larger business units have 
their own sustainability team. They are 
supported by the central Group Sustain-
ability team, which reports to Steve How-
ard and focuses on sustainability policy 
and compliance, reporting, and communi-
cations and innovation.
	 The Sustainability Management Group, 
chaired by Steve, brings together sustain-
ability managers from the main business 
areas – Retail and expansion, Range and 
Supply, IKEA Industry and IKEA Food – as 
well as the Heads of Policy and Compli-
ance, Sustainability Communication and 
Sustainability Innovation. The group helps 
to co-ordinate efforts and make key deci-
sions on sustainability. 
	 Progress against our sustainability ob-
jectives is reported to Group Management 
and the Board of Directors every three 
months. 
	 Any risks or concerns relating to sus-
tainability and climate change are flagged 
by sustainability managers to the IKEA 
Group Risk Committee. The committee in-
cludes three members of Group Manage-
ment, and meets around four times a year. 
The most serious risks are communicated 
to the Group Sustainability team for fur-
ther action if needed. 
	  Read more about how sustainability is 
becoming a bigger part of everyone’s daily 
work on page 44.

Working with others
We can achieve many things on our own, 
but often we choose to collaborate with 
others to maximise our impact and cre-
ate lasting change. Wherever possible, 
we partner with governments, industry 
organisations, NGOs and trade unions to 
strengthen our sustainability efforts. 
	 Together with our partners, we are 
striving to transform how we work across 
our value chain – from factory and farm, 
to stores, to customers’ homes and, even-
tually, to our products’ end-of-life. Long-
term partnerships with WWF, the Forest 
Stewardship Council (FSC) and the Bet-
ter Cotton Initiative are increasing the 
level of responsibly sourced materials and 
resources we use across our global sup-
ply chain. The IKEA Foundation’s part-
nerships with UNICEF, War Child, Me-
decins Sans Frontieres and others focus 
on improving the lives of children and  
refugees in some of the world’s poorest 
communities. 
	 We established new partnerships in FY14:
 
•	 Business and climate change. IKEA 

is part of, and helped to form We Mean 
Business, a newly launched coalition 
of organisations that brings together 
global businesses to accelerate action 
on climate change. See page 104 for 
more information.

•	 Fair wages. We are working with the 
Fair Wage Network (FWN) to under-
stand how we can ensure fair wages 
and working conditions across all 
our countries of operation and in our  
supply chain. See page 72 for more  
information.

Sustainability governance 
and management
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•	 Product impact. We are members 
of the Sustainable Apparel Coalition, 
which is expanding its focus to include 
home textiles. The vision is an ap-
parel, footwear and home textiles in-
dustry that produces no unnecessary 
environmental harm and has a positive 
impact on the people and communities 
associated with its activities.

•	 Product innovation. We are a found-
ing partner of LAUNCH Nordic, an in-
novation platform launched in 2014. It 
brings together industry leaders and 
innovators to identify scalable sustain-
able technologies in materials, such as 
using recycled cotton fibres and new 
dyeing techniques. 

•	 Renewable energy. IKEA is a found-
ing partner of RE100, an international 
initiative to support companies aiming 
to be 100% renewable. See page 104 
for more information.

Learning from stakeholders
We are always open to feedback – by lis-
tening to others, we can make positive 
changes and develop long-term plans. We 
regularly invite our customers, suppliers, 
NGOs and other stakeholders to discuss 
what they think about our sustainability 
performance. 
	 In FY13, we set up a dedicated Advisory 
Group to challenge and inspire us to con-
tinually improve our strategy. The Advisory 
Group is made up of senior representatives 
from NGOs such as The Climate Group, 
the Institute for Human Rights and Busi-
ness, Oxfam GB, Save the Children and the 

World Resources Institute. 
	 We took the group’s feedback on our 
People & Planet Positive Strategy in FY13 
seriously and conducted further meetings 
through FY14 to build on their input. 
	 While our environmental focus is seen 
as well developed, some members of 
the Advisory Group felt that we could be 
bolder and clearer on our work with peo-
ple and communities. We recognise that 
everything we do at IKEA – from food to 
forestry – involves people and our strat-
egy should reflect this. During the year, we 
have made our commitment to People and 
Communities clearer by redefining our fo-
cus areas and targets (see page 107).
	 The Advisory Group reconvened in 
May 2014 to give their feedback on our 
updated People & Planet Positive strat-
egy. They met with our President and CEO 
and three other members of Group Man-
agement (our Chief Sustainability Officer, 
Group HR Manager and Range & Supply 
Manager) and senior sustainability experts 
from around the business. We made some 
further updates to our strategy as a result 
of these discussions (see page 100).
	 We also held a larger ‘Future Search’ 
meeting for stakeholders that brought 
together NGOs, customers, industry rep-
resentatives and others. The goal of this 
dynamic session was to paint a picture 
of the sustainable IKEA of the future and 
work out how to get there. The first meet-
ing outlined issues in food sustainability, 
and we will hold sessions later in the year 
to discuss our plans for the future.

Engaging co-workers and  
customers 
Every IKEA co-worker, in every store, dis-
tribution centre, production unit and of-
fice, plays a role in achieving our sustain-
ability goals. To enable everyone to make 
sustainability part of their everyday work 
at IKEA, we are creating opportunities for 
co-workers to contribute their ideas and to 
learn about sustainability. Our new train-
ing package is designed to ensure that all 
co-workers understand and are inspired 
by sustainability – see more on page 76.

	 We run regular co-worker  
campaigns to raise awareness  

and encourage participation  
in sustainability. 

In FY14, we held a global competition to 
encourage co-workers to increase sales 
of LEDARE LED light bulb for the Brighter 
Lives for Refugees project (see page 94).
	 The IKEA People & Planet Ideas web-
site is where we encourage co-workers in 
distribution, food and retail to share their 
inspiring stories about being more sus-
tainable. Read more about how we com-
municate with our co-workers on page 76.
	 We want our co-workers to live and 
breathe sustainability so that they can be 
the best ambassadors for our work. See 
page 21 for more on our More Sustainable 
Life at Home co-worker engagement cam-
paign. And find out how we encourage all 
our retail managers to measure their local 
sustainability performance using annual 
KPIs on page 49. 

	 As well as our co-workers talking to 
customers directly about sustainability, 
we communicate using in-store informa-
tion (for example on leaflets and price 
tags), discounts on more sustainable 
products, interactive experience days and 
workshops, and other channels such as 
our catalogue and our website. IKEA FAM-
ILY members receive additional discounts 
on products like our Hanergy solar pan-
els. Read more about how we inspire our  
customers to be more sustainable on  
page 19.
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People and Communities

Feedback What we are working on

IKEA has a significant opportunity to lead 
on social impact issues, just as it has 
on the environment. IKEA should reflect 
this in the language and commitments 
relating to People and Communities in 
the strategy.  

We revised the People and Communities section of our People & Planet Positive strategy to reflect more specific  
priorities in four key areas: A better everyday life at work (see page 73), better lives for workers in our supply chain  
(see page 79), supporting human rights (see page 88) and creating lasting change for communities (see page 92). 
In FY14 we developed additional People & Planet Positive commitments which focus on diversity, community  
involvement, children’s rights, supporting migrant and home-based workers and social entrepreneurs, and  
engaging customers and co-workers in more fundraising campaigns.

Climate Change

Feedback What we are working on

All members of the Advisory Group 
agreed that IKEA should prioritise action 
on climate change due to the scale of 
the challenge for the environment and 
the risks to communities around the 
world. IKEA should use its position as a 
business leader to call for action from 
other businesses and governments. 

Action and advocacy on climate change are priorities for IKEA and we are working to become climate positive. 
Without urgent action, the threats climate change poses to people, business success and global prosperity will  
increase significantly. Many countries we source materials and products from are particularly vulnerable to climate 
change, and co-workers and communities are already feeling the effects.
Acting on climate change will create innovation, economic benefits and business opportunities for a more prosperous 
future. We also want to encourage others to act, so climate change advocacy is one of the priorities in our global public 
affairs strategy. We are calling for robust policies to unlock the investment needed to accelerate the transition to a  
low-carbon economy. Read more about our other priorities for advocacy on page 102.
We are engaging with national policy makers and business associations in the countries where we operate, and at EU 
level. We are also involved in key international events such as the United Nations Framework Convention on Climate 
Change (UNFCCC) Conference of the Parties (COP) meetings and the UN Climate Summit held in New York in September 
2014. See page 104.

Human Rights

Feedback What we are working on

IKEA works in some places with 
complicated human rights issues (see 
page 88), and as it expands into new 
markets, new concerns relating to human 
rights will arise. IKEA should plan for 
these future scenarios and understand 
how best to respond.

Respect for human rights is at the centre of everything we do and we have updated our People & Planet Positive  
strategy to better reflect this commitment.
Using the UN and International Labor Organisation (ILO) principles as a starting point, we are establishing a consistent 
position on all human rights risks. We are working to ensure we have the right processes in place to react quickly and 
responsibly to any human rights issues that arise. 

FEEDBACK FROM THE PEOPLE & PL ANET ADVISORY GROUP IN FY14
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Advocacy and leadership

Feedback What we are working on

People & Planet Positive gives IKEA the 
opportunity to stimulate wider change 
by becoming an advocate and thought 
leader. It should take a stronger stance 
on the issues that matter most to its 
business – particularly climate change, 
given the increasing momentum of 
international climate talks and potential 
to drive positive change.  

We recognise that as well as taking action in our business we can have a positive impact by advocating for wider  
change in society. 
We are engaging more on social and environmental issues by working individually and in partnership with others.  
We have identified climate change as an immediate priority and are urging for bold action from policy makers in the 
countries where we operate, and on a global scale (see Public policy, page 102).

Corporate tax

Feedback What we are working on

There is considerable and increasing 
social concern on the subject of 
corporate tax avoidance. IKEA is 
vulnerable to this because its business 
structure can seem complicated. It 
should be aware of public concern over 
tax and engage with the debate in an 
open and transparent way.

Our company structure was created to ensure we remain independent and to secure our long-term existence. The 
IKEA Group pays corporate income taxes in accordance with laws and regulations, wherever we are present as retailer, 
manufacturer or in any other role. We have a strong commitment to contribute to the societies where we operate.  In 
FY14, the IKEA Group corporate income tax charge amounted to EUR 801 million. The effective corporate income tax 
rate was 19.3%, up from 18.9%. In addition, we incurred local and other taxes such as property taxes, business taxes, 
custom duties and environmental taxes. These taxes amounted to EUR 715 million in FY14. So, in total, the tax charge in 
FY14 for the IKEA Group amounted to more than EUR 1.5 billion. During the last five years (FY10-14), corporate income 
tax and other taxes amounted to about EUR 6.8 billion for the IKEA Group.

FEEDBACK FROM THE PEOPLE & PL ANET ADVISORY GROUP IN FY14
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We work hard to make sure the strong 
IKEA culture is felt throughout our busi-
ness, wherever we operate around the 
world. The success of our business is built 
on a solid foundation of honesty, respect, 
fairness and integrity.
	 We encourage leadership by example, 
and all co-workers must understand and 
comply with our Code of Conduct, ‘Good 
Business with Common Sense’. This rein-
forces the IKEA Group way of doing busi-
ness and what we expect of everyone. We 
have a zero-tolerance policy for corrup-
tion, alcohol and drug abuse, and harass-
ment, and we strive to make sure that all 
our co-workers act in a way that is consist-
ent with our values. We give clear guid-
ance for managers and co-workers on how 
to follow up any suspected misconduct.
	 Regional or country-level risk manag-
ers regularly conduct risk assessments in 
relation to co-worker misconduct, and any 
suspected breaches of policies are investi-
gated and dealt with promptly.
	 We strive to communicate openly and 
honestly at all times. This is a core foun-
dation of our business. Co-workers are 
encouraged to raise any concerns in good 
faith, and they can expect to be treated 
with respect and fairness. They can dis-
cuss issues with their manager, senior 
management or representatives from the 
Human Resources (HR) or Risk teams. If 
none of these feel appropriate, co-workers 

can use the IKEA trust line to report a con-
cern anonymously. 
	 The trust line, launched in FY13, is 
available in 41 countries. It provides co-
workers with the opportunity to raise con-
cerns confidentially in their own language, 
24 hours a day, seven days a week, either 
by phone or online. All concerns are evalu-
ated by the trust line managers, and where 
appropriate they are escalated to the re-
sponsible HR or risk manager. See page 76.

Anti-corruption
Honesty is an important IKEA value. Cor-
ruption in any form is contradictory to our 
goal of achieving low prices and being a 
good corporate citizen. 
	 No one acting on behalf of the IKEA 
Group may accept or offer bribes, kick-
backs or loans, or engage in other similar 
corrupt practices. Our Code of Conduct and 
detailed Rules on Prevention of Corruption 
outline our expectations of co-workers and 
suppliers, and explain what to do if corrup-
tion or misconduct is suspected. In FY14, 
18 crime or corruption incidents were  
submitted via the trust line, of which 15 
were investigated. Seven of the cases  
examined further were allegations relating 
to corruption.

We want to use our scale and influence 
to help bring about significant change for 
the benefit of people and the planet. An 
important way we do this is by taking part 
in public policy debates and working with 
governments and other organisations to 
tackle the big issues that affect our busi-
ness and communities. 
	 In FY14, we developed a Corporate 
Communication and Public Affairs Strate-
gic Plan to streamline our public policy and 
advocacy activities which will be rolled out 
from FY15. This identifies four key areas of 
action:

1.	IKEA’s contribution to investments 
and growth in society. We explain 
how our growth, expansion and invest-
ment plans bring value to society at 
large, including job creation, purchas-
ing power, sourcing and investments 
in environmental solutions (renewable 
energy, public transport, etc.). 

2.	Product market requirements. We 
are working on product safety, stand-
ardisation, chemical requirements, 
labelling and communication for con-
sumers. We advocate for policies to 
support our ambition for healthy, safe 
and sustainable food.

3.	People & Planet Positive. We advo-
cate for change in society that benefits 
people and the planet. This includes 
advocating for policies that tackle cli-

mate change, and unlock the business 
innovation and investment needed to 
accelerate the transition to a low-car-
bon economy.  

4.	IKEA as a great place to work. We 
support our co-workers’ right to free-
dom of association and promote posi-
tive and constructive relationships with 
trade unions. We also work with our 
own stakeholders including partners 
and trade associations of which we are 
members.

Advocacy
During FY14, we met a number of govern-
ment officials and Members of Parliament 
at the regional, national and local levels. 
Our main areas of public policy activity re-
lated to sustainability were:

•	 Climate policy. We want to help drive 
more proactive climate change poli-
cies, including aggressive decarboni-
sation of business. Our Chief Sustain-
ability Officer, Steve Howard, attended 
and spoke at the UN Climate Change 
Conference of Parties (COP19) in War-
saw, Poland. Steve and Peter Agnefjäll, 
our President and CEO, attended the 
UN Climate Summit in New York in 
September 2014 (see page 104). IKEA 
represented the private sector in the 
Petersberg Climate Dialogue, host-
ed by the German Chancellor Angela  

Business ethics Public policy
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Merkel, involving representatives from 
35 countries that account for 85% of 
global greenhouse gas emissions. We 
contributed to the European Commis-
sion (EC) proposal on energy and cli-
mate targets for 2030, and sent letters 
to five European Heads of State calling 
for an early agreement on the climate 
and energy package. See page 47 for 
more on our approach to tackling cli-
mate change.

•	 Forestry. Around the world, we ad-
vocate for effective legislation to con-
serve forests and prevent illegal log-
ging. By partnering with governments, 
regional authorities, NGOs and other 
stakeholders in Australia, China, Eu-
rope, Russia and the USA, we are influ-
encing forestry policies and improving 
forest management. For example, we 
worked closely with the EC to support 
the introduction of the EU Timber Reg-
ulation, which came into force in FY13 
and requires companies to ensure all 
wood entering the EU is from legal 
sources. See page 26 for more on our 
approach to sourcing wood from more 
sustainable sources.

•	 Low-carbon economy. We support-
ed proposals for the reform of the EU 
Emissions Trading Scheme, and con-
tributed to consultations on the 2030 
framework for climate and energy 
policy in Europe. IKEA called for bolder 
targets and a bigger push for innova-
tion and investment in the low-carbon 
economy. We are a lead partner in 

The Climate Group’s Clean Revolution 
initiative, a partnership of international 
statesmen and governments, business 
leaders and corporations, thinkers and 
opinion formers, calling for a swift, 
massive scale-up of clean energy and 
infrastructure with smart technologies. 
See page 47 for more on our approach 
to creating a low carbon economy.

•	 Resource efficiency and waste 
policy. We participated in a number of 
events and platforms, including Ellen 
MacArthur Foundation working groups, 
presenting our objective to turn waste 
into secondary raw materials. IKEA 
also became a member of the Extend-
ed Producer Responsibility (EPR) Club, 
which encourages manufacturers to be 
responsible for collecting, reusing and 
recycling their own products and pack-
aging. See page 58 for more on our 
approach to resource efficiency and 
waste.

	 These are some examples of how we 
engaged with European policy in FY14:  
Together with EuroCommerce (an organi-
sation that represents the retail, wholesale 
and international trade sectors in Europe), 
we contributed to EC consultations on the  
revision of the eco-design directive and 
energy label.
	 A letter from our Chief Sustainabil-
ity Officer Steve Howard to the UK Busi-
ness Secretary pledged our support for 
the new European Parliament directive on 
non-financial reporting. IKEA pushed for 

the inclusion of non-listed companies and 
a stronger focus on the value chain. The 
directive was adopted by the EC in Sep-
tember 2014, and member states have 
two years to make the necessary updates 
to national legislation.
	 Other activities included participating 
in EU discussions on the safe use of en-
docrine disrupting chemicals, which can 
harm humans and wildlife. 
	 We convened a major event on prod-
uct safety in Älmhult, Sweden, in April. 
Around 100 participants, representing 
a mix of policy makers, industry and re-

search bodies, came together to establish 
five commonly agreed priorities for ensur-
ing product safety and effective market 
surveillance. 
	 From FY15, Pia Heidenmark Cook, 
our Head of Sustainability for Retail, 
will be co-chair - together with a direc-
tor from the European Commission - of 
the Retailers’ Environment Action Pro-
gramme (REAP), an EU multi-stake-
holder initiative exploring sustainable  
production and consumption.
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IKEA at Climate Week NYC 
and the UN Climate Summit

	 Nearly half a million people took to 
the streets of New York for the People’s 
Climate March on 21 September 2014, 
urging world leaders to take action on 
climate change at the UN Climate Sum-
mit on 23 September. Peter Agnefjäll, 
our President and CEO, and Steve  
Howard, our Chief Sustainability  
Officer, were among the marchers. 
	 During Climate Week, Peter reflect-
ed on the march: “It was truly great to 
see all the people out on the streets of 
New York. There can be absolutely no 
doubt what direction they want policy 
makers and businesses to take.” He  
was speaking at the Clinton Global 

Initiative plenary session, and over 
the week both Peter and Steve were 
involved in many more discussions, 
speeches, and campaign launches.
	 Later addressing the UN Climate 
Summit, Peter emphasised that busi-
nesses like IKEA stand behind policy 
makers who want to see a solution to 
climate change and that bold, long-term 
climate targets are good for business. 
He highlighted the importance of en-
couraging all parts of society to play a 
role in tackling climate change. Compa-
nies like IKEA are in a great position to 
spur innovation and renewal. But policy 
leadership is crucial to accelerate this. 

	 Climate Week also saw the launch of 
two global initiatives to encourage the 
move towards a low-carbon future. We 
Mean Business is a coalition of global 
businesses and organisations includ-
ing BSR, CDP, CERES and WBCSD, that 
creates a united voice for business to 
speak to governments and encour-
age climate policy. RE100 is a group of 
global corporations including BT, H&M, 
and Mars, who are working towards 
using 100% renewable power. IKEA is a 
founding partner and active member of 
both these initiatives.
	 For customers and co-workers who 
could not make it to New York, we sup-

ported the #Walkthewalk social media 
campaign. This gave people around 
the world the chance to get involved 
through Facebook, Twitter and IKEA.
com. Customers and co-workers could 
post pictures of themselves walking, 
adding the hashtag to join the People’s 
Climate March virtually. 
	 It was the first time IKEA has ever 
participated in this kind of global cli-
mate change campaign, and we plan to 
be involved in more of the world’s most 
important debates on climate change.

“The role of leaders is to set 
visionary targets. We need 
bold commitments from policy 
makers about the direction we 
should move as a society.”

Peter Agnefjäll at the launch of  
We Mean Business

“We are a home furnishing company, 
but we are also becoming a renew-
able power company. Renewable  
energy is common sense energy. 
There is no peak sun or peak wind.”

Steve Howard at the launch of RE100
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This sustainability report updates 
stakeholders on the progress IKEA is mak-
ing in creating positive change for people 
and the planet. We are ambitious in our 
objectives, which means that we may not 
always achieve our goals. We are open 
about our challenges and setbacks, as well 
as our successes, and listen to feedback 
to help us improve. Sometimes we make 
mistakes, and when this happens we are 
committed to putting things right.
	 The information in this report, unless 
otherwise stated, is for the financial year 
2014 (FY14) from 1 September 2013 to 31 
August 2014. Data from the IKEA Founda-
tion applies to the calendar year from 1 
January 2014 to 31 December 2014.
	 The information and data in this report 
cover all wholly owned companies in the 
IKEA Group, except for our Russian shop-
ping centre organisation which is excluded 
due to lack of internal reporting systems 
to gather this information. We are taking 
action to be able to include data from the 
Russian shopping centre organisation in 
our future reporting. Data for IKEA stores 
operated by franchisees outside the IKEA 
Group is not reported. Any other exclu-
sions are stated in the text. In some cas-
es, data has been estimated and this has 
been indicated in the text. 
	 Our value chain approach means that 
we take account of all impacts where we 
can make a difference. We use reported 

data for water use and carbon emissions 
in our operations and tier 1 suppliers, and 
models and estimations to assess our full 
value chain.  
	 During FY14, we opened 12 new stores. 
IKEA Industry opened one saw mill. Data 
from these units is included from when 
they began operation. 

Defining the report’s content 
The commitments and targets in our Peo-
ple & Planet Positive strategy are based 
on the most significant sustainability is-
sues across our value chain, and the areas 
where we can make the greatest positive 
difference. The strategy defines our vi-
sion for ensuring the long-term success of 
IKEA – how we are making the company 
fit for a sustainable future and how we can 
contribute to accelerating that change in 
society. 
	 We have sought input to the strategy 
from our key stakeholders to ensure that 
its focus and commitments are as close  
to their expectations as possible (see  
page 99).
	 The document is designed primarily for 
our partners, customers, NGOs and other 
stakeholders who want a detailed account 
of our approach and performance relat-
ing to our sustainability strategy. We also 
produce a version for our co-workers. The 
IKEA Group of companies (INGKA Holding 
B.V. and its controlled entities) are owned 

by a foundation, which means we do not 
have shareholders.
	 This report is an account of our perfor-
mance against our People & Planet Posi-
tive strategy. Key performance indicators 
(KPIs) and content relate to this strategy. 
When additional information is necessary 
to give a full account of our sustainability 
performance or to meet the needs of our 
stakeholders, we include content and KPIs 
relating to other strategies like the IKEA 
People Strategy.  

About our reporting

0 51 GOVERNANCE AND ETHICS

CONTENTS 	> INTRODUCTION > A MORE SUSTAINABLE LIFE AT HOME > RESOURCE AND ENERGY INDEPENDENCE > A BETTER LIFE FOR PEOPLE AND COMMUNITIES > GOVERNANCE AND ETHICS > PERFORMANCE AGAINST TARGETS
		  > How we work > Sustainability governance and management > Business ethics > Public policy > About our reporting



Location in FY14 Report

Human rights 

Principle 1 Businesses should support and respect the protection  
of internationally proclaimed human rights; and

Supporting human rights, page 88

Principle 2 make sure that they are not complicit in human rights 
abuses. 

Supporting human rights, page 88
Better lives for workers, page 79

Labour

Principle 3 Businesses should uphold the freedom of association  
and the effective recognition of the right to collective 
bargaining;

A better everyday life at work, page 73
Supporting human rights, page 88
Better lives for workers, page 79

Principle 4 the elimination of all forms of forced and compulsory 
labour;

Supporting human rights, page 88
Better lives for workers, page 79

Principle 5 the effective abolition of child labour; and Responsible sourcing, page 25
Supporting human rights, page 88
Better lives for workers, page 79
A better everyday life at work, page 73

Principle 6 the elimination of discrimination in respect of  
employment and occupation.  

A better everyday life at work, page 73
Supporting human rights, page 88
Better lives for workers, page 79

Environment

Principle 7 Businesses should support a precautionary approach  
to environmental challenges;

Resource and energy independence, page 23

Principle 8 undertake initiatives to promote greater environmental 
responsibility; and

A more sustainable life at home, page 11
Resource and energy independence, page 23

Principle 9 encourage the development and diffusion of  
environmentally friendly technologies.   

A more sustainable life at home, page 11
Resource and energy independence, page 23

Anti-corruption

Principle 10 Businesses should work against corruption in all its 
forms, including extortion and bribery.

Business ethics, page 96

UN GLOBAL COMPAC T REFERENCE TABLE

GRI and the UN Global Compact
We use the Global Reporting Initiative 
(GRI) guidelines on sustainability report-
ing to inform our reporting. We welcome 
the GRI’s G4 focus on materiality and re-
porting of impacts across the value chain, 
We align with this approach by focusing 
our reporting on our People & Planet Posi-
tive strategy, which covers our material 
impacts across the value chain. 
	 IKEA is a signatory to the United  
Nations Global Compact, a set of 10 
principles in the areas of human rights,  
labour, environment and anti-corruption. 
The UN Global Compact Reference Table 
(left) shows where we report our progress  
regarding the 10 principles.
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Performance  
against targets
Enabling change

COMMITMENTS GOALS FY13 FY14

Transforming our business and moving towards being 
people and planet positive by making sustainability a 
natural part of our everyday work.

By August 2017, 95% of IKEA co-workers state that “sustainability is a natural 
part of the everyday work”

70% 79% 1

By August 2017, at least 95% of co-workers view IKEA as a company that takes 
social and environmental responsibility

82% 2 83% 3

By August 2015, 70% of customers view IKEA as a company that takes social 
and environmental responsibility

41% 4 41% 5

By August 2017, at least 95% of our suppliers view IKEA as a company that 
takes social and environmental responsibility

89% N/A 6

A more sustainable life at home

COMMITMENTS GOALS FY13 FY14

Take the lead in developing and promoting products 
and solutions that inspire and enable people to live a 
more sustainable life at home

We will achieve more than a fourfold increase (from FY13 levels) in sales 
from products and solutions inspiring and enabling customers to live a more 
sustainable life at home by August 2020

EUR 641 million EUR 1,015 million

Our energy-consuming products will be, on average, at least 50% more efficient 
than our range was in 2008 by August 2015

41% 50% 7

By September 2016, all our electric hobs will be energy-efficient induction hobs 43% 55%

By September 2015, our entire lighting range will switch to LED offered at the 
lowest price

51% 75% 8

By September 2017, offer the most energy-efficient home appliances at the 
lowest price

A to A++ offered in 
all categories

N/A 9

1, 3 Results are based on the VOICE survey of 87,644 co-workers. Results are not directly comparable between years as different parts of IKEA and different numbers of people participate, and in FY14 we also updated the VOICE questions.  
2 FY13 - Data based on 82,488 participants of our VOICE survey. Not directly comparable with FY12 as different parts of IKEA participate in VOICE each year.  4 FY13 - Based on response to Brand Capital survey. Calculated as average between two 
questions “IKEA takes responsibility for the environment” and “IKEA takes responsibility for the community”  5 FY14 - Based on response to new question in Brand Capital survey. IKEA “is committed to operating in a way that is better for society 
and the environment”  6 This information is collected every two years so is not available for FY14.  7 This score reflects our progress on energy efficiency. There are some uncertainties in our calculation methodology, and we are reviewing this so 
that we can implement a new approach from FY15.  8 75% of all lighting products sold were LED or were compatible with LED bulbs (e.g. lamps which customers can use with an LED bulb).  9 We are adjusting the methodology for measuring energy 
efficiency of home appliances, so there is no figure reported for FY14.
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Resource and energy independence

COMMITMENTS GOALS FY13 FY14

Strive for resource independence; securing long-
term access to sustainable raw materials, ensuring a 
positive impact on the communities where we source 
and using resources within the limits of the planet.

By August 2015, all cotton used in IKEA products will be sourced from more 
sustainable sources , and we will continuously investigate complementary fibres 
with improved sustainability performance relative to cotton

72% 76%

By August 2017, at least 50% of our wood will come from more sustainable 
sources 

32% 41%

By December 2015 all palm oil, currently used in home furnishing products such 
as candles or as a food ingredient, will either come from certified segregated 
sustainable sources or be replaced by more sustainable raw materials

- 32%

By August 2020, 90% of the total sales value will come from home furnishing 
products classified as more sustainable

39% 52%

Take a lead in turning waste into resources. We will 
develop reverse material flows for waste material, 
ensure key parts of our range are easily recycled, and 
take a stand for a closed loop society.

By August 2015, all our main home furnishing materials, including packaging, 
will be either made from renewable, recyclable (on at least one market on an 
industrial scale) or recycled materials

98% 98%

By August 2020, 90% of the waste from our own operation will be recycled 
or energy recovered, of which 80% of the waste from stores and distribution 
centres and 90% from IKEA Industry Group will be material recycled

88% 1 89%

(Stores: 77% material  
recycled,  Distribution  
centres: 81% material  

recycled, IKEA Industry: 
66% material recycled)

Be energy independent by being a leader in renewable 
energy and becoming more energy efficient 
throughout our operations. Strive towards energy 
independence in the supply chain.

By August 2015, produce renewable energy equivalent to at least 70% of our 
energy consumption and by August 2020, on Group level, we will produce as 
much renewable energy as we consume

37% 42%

Become 20% more energy efficient in our own operations by August 2015 and 
30% by August 2020, compared to FY10 2

8% in stores 15% in stores 

Encourage and enable our direct suppliers to become 20% more energy efficient 
by August 2017, compared to FY12 2

10.9% 19%

By August 2015, reduce carbon emissions from our own operations by 50%, 
compared to FY10 3

19% 24%

By August 2015, reduce carbon emissions of our suppliers by 20%, compared  
to FY12 3  

0%4 11%

By August 2016, reduce carbon emissions from the transport of goods by 20% 
compared to FY11, and by 30% compared to FY12 by August 2020 4 

11% 13%

1 Breakdown for FY13 not available as data for material recycling was not collected separately. Figures restated from FY13 due to changes in the methodology used in Division Board, and the integration of Division Board and Divisions Flatline 
and Solid wood (formerly Swedspan and Swedwood).  2 In relative terms, measured by energy consumed/m3 products sold or goods purchased.  3 In relative terms, measured by CO2 /m

3 products sold or goods purchased.  4  In relative terms, 
measured by CO2 /m

3 goods transported.  4 Restated from FY13 (-0.01) due to fine-tuning of calculations.
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Better life for people and communities

COMMITMENTS GOALS FY13 FY14

Be a great place to work for our co-workers. Ensure every co-worker has an agreed, individual development plan 71% 1 

By 2020 50% of managers will be women 47% 47%

By 2020 achieve a Leadership Index result of 75 in our VOICE survey 74 73

By FY20 achieve an index of 725 in our VOICE survey 711 704

Contribute to better lives for workers by supporting 
decent work throughout our supply chain.

Maintain the social and environmental improvements reached through the  
100% IWAY approval of all suppliers of home furnishing and other key  
products and services 2

99% 98.6%

By August 2015, expand the reach of our supplier Code of Conduct by  
securing IWAY approval at all local IKEA Food, Indirect Material and  
Services (IMS) and retail suppliers within the scope of IWAY 3

Local IKEA Food  
suppliers: 27%

IMS suppliers: 53%
Retail suppliers: 19%

Local IKEA Food  
suppliers: 29%

IMS suppliers: 77%
Retail suppliers: 40% 

By August 2017, go further into our supply chain by securing compliance to  
IWAY Musts at all sub- suppliers of critical materials and processes 4

20% 91%

1 Of the 87,644 co-workers who completed the VOICE survey and answered positively to: “Have you within the past twelve months together with your manager agreed on a development plan for the coming year?” This question is new and 
not comparable with previous years.  2 Data for home furnishing suppliers includes IKEA Industry factories. Excludes new suppliers that have up to 12 months to be approved. Suppliers where a non-compliance has been identified and are 
within the 90-day period allowed to correct the non-compliance are categorised as approved. Suppliers pending a scheduled audit are categorised as approved (applies to 0.5% of the total in FY14). In FY14, the remaining 1.4% applies to 
suppliers being phased out. In China we are working with suppliers to reduce working hours to comply with working hour limits. As an interim step, suppliers can become IWAY approved if working hours do not exceed 60 hours a week 
including overtime.  3 For the retail operations, the current IWAY focus is on cleaning, home delivery, security and waste management suppliers.  4 IWAY Musts are the immediate requirements that IKEA suppliers must meet before a 
contract can be signed. IWAY Musts are the immediate requirements that IKEA suppliers must meet before a contract can be signed.
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Yearly Summary FoundationPositive
Find out what happened at IKEA in FY14 
— get facts, hear stories and see where 
we’re headed in the future.

Discover what the IKEA Foundation is 
doing to improve the lives of children 
around the world.

Visit the People & Planet Positive 
section of IKEA.com

Read the IKEA Group IKEAPeople & Planet

http://www.ikea.com/ms/en_GB/about-the-ikea-group/reports-downloads/
http://www.ikea.com/ms/en_GB/about-the-ikea-group/people-and-planet/index.html
http://www.ikeafoundation.org/

