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Data Collaboration
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RETAIL PULSE DASHBOARD

Presenter Notes
Presentation Notes
Jan
The cost of data is lower in the US, and the availability of data is much more significant in the US.
Emphasize data collaboration – emphasize the RCC dashboard as an example of what we can create when people and businesses come together.
Industry-specific collaboration
The data-driven decision when companies will the wealth of knowledge come together
Danyal
Same companies with different measurement maturity
IKEA Canada vs. US
Example: Media Measurement – US Passive Data vs. Canada OTS
Hence, often the US and other mature markets chose as pilot markets
Jan
More advocacy groups for the importance of data needed
2021 Census: Canada is the first country to measure those who identify as binary, transgender, etc
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What’s Possible When We Work Together
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Presenter Notes
Presentation Notes
Jan
Example of what’s possible
Segue from Topic 1 to 2 (ESG Growth)
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Sustainability Imperative: Consumers + Organisations
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Presenter Notes
Presentation Notes
Danyal
Sustainability imperative on both Consumers and Organizations
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Sustainability Imperative: Consumers
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56% 44% 43% 40%

Barriers to Individual Action on 
Climate Change

Presenter Notes
Presentation Notes
Danyal

Consumers:
Gap vs. Global
Canadians actually act on climate change 32% (bottom 4th) of the time, but they think they act 44% of the time. 
We think we do more than we actually do. The gap between actions and our perceptions is also amongst the highest globally (bottom 5th) 

Barriers to individual action on climate change
It’s too expensive
There’s not enough support from government
I don’t know what to do
There’s not enough support from business

Q1. Please indicate how often you do the following actions (personal actions on climate change): never, rarely, sometimes, most of the time, all of the time 32%
Bottom 4 from 32 countries (Japan, Norway and US)
Q30. How much action do you take in your daily life to reduce climate change? – 44%
12% gap only after India (23%), Italy (22%), Romania (17%), China (15%)
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Sustainability Imperative: Organisations

8

40%

49%

2021

2019

Barriers on Support From 
Businesses

Presenter Notes
Presentation Notes
Danyal

Zooming in on the last barrier, thanks to increasing support from organizations, it’s gone down from 49% to 40%. 

Organisations:
IKEA also trying to address other two barriers: 
Affordability 
As-Is: Second life for your furniture, integrated online/offline
Going all in on sustainability during key moments of the year when we know we can have a big impact in our local communities. For example, each November we focus on shifting the conversation from mass to considerate consumption on Black Friday which we’ve rebranded as our annual Green Friday campaign that aims to make this time of year a little bit greener by creating circular solutions that make sustainable living a more affordable and accessible choice for Canadians. We surpassed our As-Is sales goal during the event period. 

Sustainable products that help the environment and are easy on the wallet
We are always launching new products with sustainability in mind; some are energy efficient or save water, some are made with recycled materials or packaged more sustainably. One example is our textiles: we use more and more recycled cotton and strive to make sure that all the new cotton we use has been grown and produced with less amounts of pesticides, fertilizers and water
Awareness: Dedicated marketing spend to sustainability imperative, such as Green Fridays

Other Initiatives
100% zero emission home deliveries by 2025
Our goal is to design a sustainable business model, and our vision of creating a better everyday life for the many people is our inspiration. At IKEA we believe it’s our responsibility to have a positive impact on people and the planet. Millions of us are already doing our part by living more sustainably, but we need to move faster. One way IKEA is contributing is by working towards our goal of 100% zero emission home deliveries by 2025. In FY22, our transport service partners, GoBolt and Metro Supply Chain, began last-mile delivery to IKEA customers with electric trucks in several cities across Canada. We also recently completed the installation of EV charging stations at some of our units. Adding commercial EV charging stations for our transport service providers is a crucial step in ensuring that our partners can add EV delivery trucks to their fleets. 

Value Chain Transparency – Wood Sourcing 
Being one of the leading wood users in the retail sector and with an ambitious Forest Positive Agenda for 2030, we take our responsibility seriously. To demonstrate the commitment to transparency, we’ve launched a webpage which goes more behind the scenes than ever before about how we work with wood, it’s many benefits and - in an industry first - we share the global wood supply map showing where all the wood in our IKEA products comes from. Other complementary information includes, for example, the volumes sourced by our suppliers, the regions the wood came from and what types of species were used.
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Perceived Importance of Different Dimensions of Equality
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>90% 80-89% 65-74% <64%

Diversabilities Gender Age Ethnicity, race, nationality Religious belief Sexuality Transgender
1 Portugal 95 96 93 93 91 85 83
2 Spain 94 95 91 91 87 88 86
3 Italy 93 93 91 89 86 83 82
4 Ireland 94 91 90 89 87 83 78
5 Netherlands 91 90 87 85 80 85 79
6 Croatia 95 94 92 92 87 65 62
7 Canada 90 90 87 87 79 78 75
8 Switzerland 92 91 90 83 76 77 75
9 Romania 94 94 93 91 87 55 67

10 Norway 90 89 86 84 78 78 73
11 Germany 89 88 88 82 77 78 75
12 Austria 91 89 90 81 75 77 73
13 Denmark 88 90 86 80 75 81 75
14 UK 89 87 85 85 78 75 69
15 France 89 90 86 77 72 79 72
16 Poland 91 88 89 84 84 65 64
17 Sweden 89 90 86 81 68 77 73
18 USA 89 85 84 86 83 69 68

Diversabilities Gender Age Ethnicity, race, nationality Religious belief Sexuality Transgender
7 Canada 90 90 87 87 79 78 75

Presenter Notes
Presentation Notes
Danyal

Q37. We would like to understand how important you believe the following things are to living in a fairer society
Top 3 on 7-point scale

What are organizations doing?
At IKEA we are committed to building a world where people of all sexual orientations and gender identities can feel at home, wherever they are, and each year overall and particularly around important occasions such as the International Day Against Homophobia, Transphobia and Biphobia (IDAHOTB) and during Pride season, we rally for acceptance of the 2SLGBTQ+ community. 2SLGBTQ+ inclusion is an issue very close to our hearts. At IKEA, we have always stood for ‘the many people’, an idea that does not discriminate. We want people of all sexual orientations and gender identities to feel at home, not just at IKEA but everywhere. During the celebration units across Canada raise the Progress Pride flag and it kicks off Pride season for us at IKEA. 
Our stance is backed by our efforts in recruitment, as we want our co-worker base to be representative of Canadian diversity. We want to show how our existing coworkers represent that diversity, how that’s encourage, and how we’re seeking more diverse individuals to join our teams. We need to recruit quality talent while creating a life-long relationship with our existing co-workers. Our latest campaign, Build your career with IKEA, officially launched externally a few weeks back. For the first time, we’re profiling our very own co-workers and bringing their stories to life in this bold and inspiring campaign. 
Similar campaigns, denoting organizational transparency are efforts that are needed to further strengthen our role in equality in Canada, across all dimensions. 

However, we need more data. Over to Jan to explain what else we have
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Measuring Mindset Around Social Issues

Top Social Values: Sample PRIZM Target Group
Index vs Canada

Culture Sampling 134
Social Learning 130
Global Consciousness 126
Racial Fusion 125
Community Involvement 125
Flexible Families 124
Primacy of Environmental Protection 113
Brand Genuineness 112
Introspection & Empathy 110
Social Responsibility 110
Active Government 107
Voluntary Simplicity 107
Ecological Lifestyle 106
Ecological Concern 102
Personal Expression 102
Ethical Consumerism 100
Personal Creativity 92

Presenter Notes
Presentation Notes
Jan to speak on how SocialValues data can help brands and the companies that represent them get a pulse on how customers and markets think and feel; what motivates people around issues of social responsibility, the environment, cultural diversity, consumerism and global issues.
Brands need to be sensitive to this and get a better sense of how their customers navigate the world around them.
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Governance
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Presenter Notes
Presentation Notes
Jan to speak on privacy and governance.
Good governance isn’t just obeying the law, but working compliance into our work




Measurement and Campaign Activity



© 2023 Environics Analytics 

IKEA’s Measurement Framework
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Consumers Customers

Understand
Affordability Segments

(EA’s PRIZM dataset)

Newcomers to Canada
(EA’s NewToCanada dataset)

Overlap with 
Affordability Segments

Activate
Media targeting through digital 

deployment partners that can target 
IKEA’s Affordability Segments

Postal Code Trigger Campaigns

Measure
Media Metrics

Positioning Drivers
Post-Campaign Analysis (Sales / Visitation)

Presenter Notes
Presentation Notes
Emphasize collaboration between EA, MIQ and IKEA
Using a common language such as PRIZM to connect all three companies
IKEA has the expectation that the suppliers it engages will collaborate 

Danyal
Understanding
Consumers
Creating segment profiles across life-stage and income
Analysing the new-comers segment
Customers
Overlap of prioritized segments on customers, using postal codes
Activate
Consumers
Creative
Media
Phase 1: FSA, Social Media 
Phase 2: Postal Codes, +Channels, +Partners 
Mention MiQ
Newcomers
Phase 1: External partner for email targeting
Phase 2: Media Activation 
Customers
Postal codes trigger campaigns
Measure
Media
Sales
Visitation
Penetration
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New Canadians
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Temporary Residents in Toronto CSD - Dominant Country of Origin by DA

• Canada to welcome 
~500,000 new 
immigrants next year.

• Where are new 
Canadians settling?

• And where are they 
coming from?

• How do we meet them 
where they are and 
address their needs?

Presenter Notes
Presentation Notes
Danyal to refer to Newcomers as another important segment for us and handing over to Jan to build

More datasets…updated more frequently
Example of where partnerships through Bell, Stats Can and other gov’t agencies (IRC), we've been able to expand into data that's more timely (quarterly rather than annual)
Up-to-date data that fills gaps




Thank You

Jan Kestle
President, Environics Analytics

Danyal Syed Ali
IKEA Canada
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