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About this report 

The first IKEA Switzerland Sustainability Report 
contains a summary of our local sustaina - 
bility activities in 2021 for the fiscal year from  
1 September 2020 to 31 August 2021.

It looks at IKEA Retail & Logistics in Switzerland 
and complements the global sustainability report 
for the Ingka Group. All of the activities of the 
Ingka Group and the Inter IKEA Group are not 
included in this report. More information about 
this can be found here:

Ingka Group Annual Summary & Sustainability 
Report | FY21

Inter IKEA Group | FY21 year in review

02 Introduction
03 Jessica & Franziska
04  Sustainability in focus
05  Healthy & sustainable living
07  Closing the loop
09  Becoming climate positive
11  Fair & equal

https://www.ingka.com/news/ingka-group-reporting-fy21-shows-progress-in-reducing-climate-footprint/
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https://about.ikea.com/en/newsroom/2022/01/17/sustainability-report-fy21-and-climate-report 
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Jessica & Franziska

HEJ!

IKEA wants to take action – and to do it here and now. 
That’s why IKEA Switzerland is doing a lot to reach our global 
target of becoming a climate-positive1 and circular company 
by 2030 – while developing the IKEA business. Despite the 
difficult times we are in, we are more comitted than ever. 

In the past two years, it has become clear to us how impor-
tant our homes are – and what we need to feel comfortable 
at home. At the same time, our planet Earth – which is the 
home to all of us – is in danger and needs us more than ever. 
IKEA therefore wants to make people’s everyday lives more 
sustainable and give everyone the opportunity to live respon-
sibly – no matter what their fi nancial situation looks like. This 
is what we mean when we say: “Sustainability shouldn’t be a 
luxury”. Sustainability and aff ordability must go hand in hand.

The pandemic has not only put limitations on society. Swit-
zerland’s economy – and IKEA as part of it – has also had to 
learn to deal with new challenges. We have overcome these 
together and demonstrated that we are capable of action – 
and even of developing ourselves further – even in times of 
crisis. For example, we have been able to eff ectively support 
over 20 organisations in the German and French-speaking 
regions of Switzerland and Ticino, as well as dozens of em-
ployees, in overcoming the past few months as part of our 
#togetherwithkindness projects. 

Of all the issues that concern us, climate change takes top 
priority for us. We want to take on an active role and active ly 
help to shape the most decisive decade in human history. 
From both an ethical and a business perspective, we see this 
as being the right thing to do. It is the only way for us to 
create a better everyday life for everyone in the future as well.
 
Small actions multiplied by the many creates big impact. 
Our reach also brings a lot of of responsibility. Our more 

than 1.5 million IKEA Family members and our 3,500 or so 
employees expect IKEA to take on a leading role here – 
with 87%* of them saying that they are prepared to introduce 
changes to their lifestyle. This also motivates us to take 
measures and play a part in this ourselves – and at a politi-
cal level too. We are therefore committing to CEO4Climate/
swisscleantech and have advocated by means of a cam-
paign for the introduction of paternity leave in Switzer land. 
It's important for us to stand up for what we believe in 
– since silence is our biggest risk.

We are aware that we will not be able to achieve our goal 
alone and that we are still only at the beginning of this jour-
ney. For this reason, we are constantly seeking cooperation 
opportunities with ambitious partners that share our values.

As a global company, IKEA wants to become a climate-pos-
itive organisation by 2030. In this respect, it is important 
to us that we act in an approachable, locally relevant and 
progressive way. And that we are the change that we wish 
to see in the world! In my role as both CEO and Chief 
Sustainability Offi  cer, this is something I try to do each and 
every day.

Jessica Anderen, CEO & CSO 
IKEA Switzerland

HEJ!

Sustainability is the biggest challenge ahead of us. We see 
it not as an option, but as an absolute responsibility. And 
not as a single task to be carried out, but as a guiding princi-
ple for everything that we do. We can only have a positive 
impact on the environment and society if we include many 
people – and vice-versa.

The targets of the IKEA People & Planet Positive Strategy 
are accordingly ambitious. Also, because IKEA is focusing on 
the UN’s 2030 Sustainable Development Goals. It is clear 
to us all that we will only achieve these goals if we manage 
to make sustainability a matter of course. This is our job 
as a company. 

We still don’t have all the answers to the questions we are 
being asked. But our global sustainability strategy gives us 
a clear direction for measures in Switzerland.

Sustainability is a major concern for IKEA Switzerland – but 
it is not the only one. With a CEO who is also a CSO, a ded-
icated sustainability team and sustainability coordinators 

as well as Green Groups in all stores, sustainability is fi rmly 
anchored in IKEA Switzerland across all levels. And it is also 
lived and put into practice. Sustainability coordinators 
regularly off er our customers sustainability tours through 
our stores, for example. And we are continuously training 
our employees on various aspects relating to sustainability.

This awareness regarding sustainability and the anchoring of 
this in our core business continuously leads to new ideas in 
our stores and opens up opportunities to apply these in our 
day-to-day business, since even small changes can have a 
large impact. As a large company, we are then able to scale 

up those measures that work quickly and comprehensively. 
Likewise, as a large company, we may sometimes even be 
part of the problem – but we also have the opportunity to 
be part of the solution.

The IKEA Switzerland Sustainability Report 2021 tells you 
what IKEA Switzerland has implemented locally and where it 
has had an impact. It may not be able to answer all of your 
questions, however. If this should be the case – or if you 
have any ideas of what we could improve further – please 
feel free to get in touch with me personally! 

Thanks, 
Franziska Barmettler
Country Sustainability Manager IKEA Switzerland
franziska.barmettler@ingka.ikea.com

1 climate positive = reducing more greenhouse gas 
 emissions than IKEA’s entire value chain emits, while 
 growing the business at the same time 
* GlobeScan Climate Action Report 201903
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The IKEA promise

As a global company, IKEA wants to be climate 
positive – in other words, reducing more green-
house gas emissions than IKEA’s own value chain 
emits, despite economic growth – by 2030. In 
order to achieve this, IKEA is active in three areas:

Reducing greenhouse gas emissions by:

•  replacing fossil fuels;

• continuously increasing its energy effi  ciency 
and enabling its customers to do this as well;

• using more sustainable raw materials and 
foods.

Promoting carbon capture and storage by:

•  supporting the development and implemen-
tation of standards and the introduction of 
better management practices in forest and 
agriculture management;

• extending the life of products made from 
renewable materials.

Going beyond its own value chain by:

•  enabling customers to generate and consume 
renewable energy at home;

• collaborating with suppliers and supporting 
them in reducing the overall footprint for their 
production facilities.

Find out more about how IKEA wants to achieve 
this goal here.

BECOMING CLIMATE POSITIVE
IKEA views the planet as the shared home of all people. And this 
home needs us all now more than ever, since it is threatened by 
climate change. This is an issue IKEA itself is dealing with, and for 
which it is also encouraging others to take action, with the aim 
of helping to shape a better future. 

IKEA’s obligations with regard to the  Paris Climate Agreement 
will play a key role here. This is followed by the task of limiting the 
global rise in temperatures to 1.5°C above pre-industrial levels 
and halving the greenhouse gas emissions in absolute terms 
from the total IKEA value chain by 2030.
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Becoming climate positive

This report may not be able to answer all 
of your questions. If this should be the case 
– or if you have any ideas of what we 
could improve further – please feel free to 
get in touch with me personally!

Franziska Barmettler
Head of Sustainability IKEA Switzerland
franziska.barmettler@ingka.ikea.com

14

IKEA Switzerland 
Sustainability Report 2021

02 Introduction
03 Jessica & Franziska
04  Sustainability in focus
05 Healthy & sustainable living
07 Closing the loop
09 Becoming climate positive
11 Fair & equal

© Ingka Holding B.V. 2022. Some images by courtesy of Inter IKEA Systems B.V.

Sustainability 
shouldn’t 
be a luxury. 9.95/pc.

  SANELA Cushion cover.
100% cotton. 50×50 cm. 
803.701.63

Cotton from 
more sustainable 

sources
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IKEA is driven by a vision: that of creating a 
better everyday life for everyone. Based on our 
global People & Planet Positive Strategy, meas-
ures are being formally resolved for Switzerland 
by our Country Council. Our CEO and Chief 
Sustainability Offi  cer, Jessica Anderen, and our 
Sustainability Manager, Franziska Barmettler, 
ensure that we as a company and as individuals 
take on responsibility for this. For this reason, 
they regularly visit our stores, where they can be 
seen talking with employees at all levels about 
current sustainability issues. 

The most signifi cant key sustainability fi gures 
are reviewed regarding their performance by the 
Country Council and Country Management. A 
follow-up to this is provided to all managers on 
a monthly basis.

In 2021, we also

• carried out full-day internal sustainabil-
ity audits  in seven stores. In doing so, 
objectives and local measures are regu-
larly checked – and improvements made 
where necessary – in all target areas 
of the IKEA “People & Planet Positive” 
Strategy;

• founded the Country IWAY Forum.

SUSTAINABILITY IN FOCUS
“It is vitally important that sustainability is put at the 
core of our business”

Jessica Anderen
CEO & CSO IKEA Switzerland

IKEA Switzerland 
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“I manage an active Green Group in our 
store, in which employees from a 
number of diff erent departments come 
together to discuss and implement 
sustainable projects, either in the store 
itself or in the local area around the 
store”.
Adriana, Sustainability Co-Cordinator
IKEA Rothenburg

02 Introduction
03 Jessica & Franziska

 
05  Healthy & sustainable living
07  Closing the loop
09  Becoming climate positive
11  Fair & equal

Sustainability in focus

Everyone is welcome at IKEA, irrespective of how you look, what 
you believe in or who you live with. This is just as true for both 
customers and employees. 

Equality is a fundamental human right and it is refl ected in our 
values. Diverse and inclusive teams not only have more ideas, but 
also better ones. And only in a workplace where employees feel 
safe and at ease will they be able to develop themselves further.
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The IKEA promise

To promote diversity, fairness, and equality 
and:

• to aim for a balanced gender composition 
across all levels;

• to off er salary and fringe benefi ts that are 
unrelated to gender;

• to increase the diversity of our employees 
in order to appropriately represent society 
in our markets.
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Fair & equal

Buying second-hand products saves resources and money. When 
we throw away things that could have had a second life, we are 
impacting the environment unnecessarily. And furniture should 
be no exception. We could repair, reuse or recycle it. IKEA 
wants to help and inspire people to set time aside to care for 
products and learn new things.   

Getting more out of less, the responsible use of resources and 
rethinking and reshaping the relevant processes are deeply 
anchored in IKEA’s DNA. The goal is yet to be achieved – but IKEA 
is well on its way to becoming a company, seeking to optimize 
the lifecycle of products and materials.

CLOSING THE LOOP

The IKEA promise

To increasingly close the loop even further by:

• making all of our products exclusively from 
renewable or recycled materials by 2030; 

• basing all product designs on 
circular design principles;

• researching new ways to prevent waste 
and make continuous use of resources.
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Closing the loop
For generations, IKEA has been working daily on creating a better 
everyday life for everyone. Our company has been playing a proac-
tive role, undertaking initiatives in which there is a need to take 
action, and launching campaigns in order to inform and inspire many 
people. And surveys* show that they are ready. For IKEA, it is 
essential that people are able to aff ord to live in a healthy and 
sustainable way. 

HEALTHY & SUSTAINABLE LIVING

The IKEA promise

To inspire and enable people to live more 
sustainable lives within the boundaries of 
our planet, by:

• facilitating access to clean energy;

• off ering resource-saving and low-waste 
solutions;

• promoting a balanced diet, restful sleep 
and healthy exercise;

• inspiring, informing and supporting 
employees, customers, partners and society;

• removing products from the range that 
don’t meet the requirements for healthy 
and sustainable living, before being 
required to do so as a result of legislation.

* GlobeScan Climate Action Report 2019
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Healthy & sustainable living

Hej!

Thank you for your interest in IKEA’s commitment 
to a more sustainable future. You may have  
already discovered our international sustainability 
report for the past year.

In the IKEA Switzerland Sustainability Report 2021, 
we summarise what we’ve done in Switzerland  
to make IKEA a little more sustainable every day. 

Why are we doing this?
• Because we take responsibility wherever we are;
• Because in Switzerland, as a company, we often 

do pioneering work;
• Because Switzerland, by comparison, has a  

very high and diverse standard of a sustainable  
lifestyle.

We may not be able to answer all your questions 
in this report. In this case, I would be happy to 
hear from you.

Franziska Barmettler
Head of Sustainability IKEA Switzerland
franziska.barmettler@ingka.ikea.com
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Jessica & Franziska

HEJ!

IKEA wants to take action – and to do it here and now. 
That’s why IKEA Switzerland is doing a lot to reach our global 
target of becoming a climate-positive1 and circular company 
by 2030 – while developing the IKEA business. Despite the 
difficult times we are in, we are more comitted than ever. 

In the past two years, it has become clear to us how impor-
tant our homes are – and what we need to feel comfortable 
at home. At the same time, our planet Earth – which is the 
home to all of us – is in danger and needs us more than ever. 
IKEA therefore wants to make people’s everyday lives more 
sustainable and give everyone the opportunity to live respon-
sibly – no matter what their financial situation looks like. This 
is what we mean when we say: “Sustainability shouldn’t be a 
luxury”. Sustainability and affordability must go hand in hand.

The pandemic has not only put limitations on society. Swit-
zerland’s economy – and IKEA as part of it – has also had to 
learn to deal with new challenges. We have overcome these 
together and demonstrated that we are capable of action – 
and even of developing ourselves further – even in times of 
crisis. For example, we have been able to effectively support 
over 20 organisations in the German and French-speaking 
regions of Switzerland and Ticino, as well as dozens of em-
ployees, in overcoming the past few months as part of our 
#togetherwithkindness projects. 

Of all the issues that concern us, climate change takes top 
priority for us. We want to take on an active role and active ly 
help to shape the most decisive decade in human history. 
From both an ethical and a business perspective, we see this 
as being the right thing to do. It is the only way for us to  
create a better everyday life for everyone in the future as well.
 
Small actions multiplied by the many creates big impact. 
Our reach also brings a lot of of responsibility. Our more 

than 1.5 million IKEA Family members and our 3,500 or so  
employees expect IKEA to take on a leading role here –  
with 87%* of them saying that they are prepared to introduce 
changes to their lifestyle. This also motivates us to take 
measures and play a part in this ourselves – and at a politi-
cal level too. We are therefore committing to CEO4Climate/
swisscleantech and have advocated by means of a cam-
paign for the introduction of paternity leave in Switzer land. 
It's important for us to stand up for what we believe in  
– since silence is our biggest risk.

We are aware that we will not be able to achieve our goal 
alone and that we are still only at the beginning of this jour-
ney. For this reason, we are constantly seeking cooperation 
opportunities with ambitious partners that share our values.

As a global company, IKEA wants to become a climate-pos-
itive organisation by 2030. In this respect, it is important 
to us that we act in an approachable, locally relevant and 
progressive way. And that we are the change that we wish 
to see in the world! In my role as both CEO and Chief  
Sustainability Officer, this is something I try to do each and 
every day.

Jessica Anderen, CEO & CSO 
IKEA Switzerland

HEJ!

Sustainability is the biggest challenge ahead of us. We see 
it not as an option, but as an absolute responsibility. And 
not as a single task to be carried out, but as a guiding princi-
ple for everything that we do. We can only have a positive 
impact on the environment and society if we include many 
people – and vice-versa.

The targets of the IKEA People & Planet Positive Strategy 
are accordingly ambitious. Also, because IKEA is focusing on 
the UN’s 2030 Sustainable Development Goals. It is clear  
to us all that we will only achieve these goals if we manage 
to make sustainability a matter of course. This is our job  
as a company. 

We still don’t have all the answers to the questions we are 
being asked. But our global sustainability strategy gives us  
a clear direction for measures in Switzerland.

Sustainability is a major concern for IKEA Switzerland – but 
it is not the only one. With a CEO who is also a CSO, a ded-
icated sustainability team and sustainability coordinators 

as well as Green Groups in all stores, sustainability is firmly 
anchored in IKEA Switzerland across all levels. And it is also 
lived and put into practice. Sustainability coordinators  
regularly offer our customers sustainability tours through 
our stores, for example. And we are continuously training 
our employees on various aspects relating to sustainability.

This awareness regarding sustainability and the anchoring of 
this in our core business continuously leads to new ideas in 
our stores and opens up opportunities to apply these in our 
day-to-day business, since even small changes can have a 
large impact. As a large company, we are then able to scale 

up those measures that work quickly and comprehensively. 
Likewise, as a large company, we may sometimes even be 
part of the problem – but we also have the opportunity to 
be part of the solution.

The IKEA Switzerland Sustainability Report 2021 tells you 
what IKEA Switzerland has implemented locally and where it 
has had an impact. It may not be able to answer all of your 
questions, however. If this should be the case – or if you 
have any ideas of what we could improve further – please 
feel free to get in touch with me personally! 

Thanks, 
Franziska Barmettler
Country Sustainability Manager IKEA Switzerland
franziska.barmettler@ingka.ikea.com

1 climate positive = reducing more greenhouse gas  
 emissions than IKEA’s entire value chain emits, while  
 growing the business at the same time 
* GlobeScan Climate Action Report 201903
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IKEA is driven by a vision: that of creating a 
better everyday life for everyone. Based on our 
global People & Planet Positive Strategy, meas-
ures are being formally resolved for Switzerland 
by our Country Council. Our CEO and Chief 
Sustainability Officer, Jessica Anderen, and our 
Sustainability Manager, Franziska Barmettler, 
ensure that we as a company and as individuals 
take on responsibility for this. For this reason, 
they regularly visit our stores, where they can be 
seen talking with employees at all levels about 
current sustainability issues. 

The most significant key sustainability figures 
are reviewed regarding their performance by the 
Country Council and Country Management. A 
follow-up to this is provided to all managers on 
a monthly basis.

In 2021, we also

• carried out full-day internal sustainabil-
ity audits  in seven stores. In doing so, 
objectives and local measures are regu-
larly checked – and improvements made 
where necessary – in all target areas  
of the IKEA “People & Planet Positive”  
Strategy;

• founded the Country IWAY Forum.

SUSTAINABILITY IN FOCUS
“It is vitally important that sustainability is put at the  
core of our business”

Jessica Anderen
CEO & CSO IKEA Switzerland

IKEA Switzerland  
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“I manage an active Green Group in our  
store, in which employees from a 
number of different departments come 
together to discuss and implement 
sustainable projects, either in the store 
itself or in the local area around the 
store”.
Adriana, Sustainability Co-Cordinator
IKEA Rothenburg
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Sustainability in focus

https://about.ikea.com/en/sustainability/building-a-better-business-with-iway
https://vimeo.com/691300281/6b57cb436a


For generations, IKEA has been working daily on creating a better 
everyday life for everyone. Our company has been playing a proac-
tive role, undertaking initiatives in which there is a need to take  
action, and launching campaigns in order to inform and inspire many 
people. And surveys* show that they are ready. For IKEA, it is  
essential that people are able to afford to live in a healthy and  
sustainable way. 

HEALTHY & SUSTAINABLE LIVING

The IKEA promise

To inspire and enable people to live more 
sustainable lives within the boundaries of 
our planet, by:

• facilitating access to clean energy;

• offering resource-saving and low-waste 
solutions;

• promoting a balanced diet, restful sleep  
and healthy exercise;

• inspiring, informing and supporting  
employees, customers, partners and society;

• removing products from the range that 
don’t meet the requirements for healthy  
and sustainable living, before being  
required to do so as a result of legislation.

* GlobeScan Climate Action Report 2019
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Healthy & sustainable living



Competition with the new classic

We want to sell less – less of the KÖTTBULLAR Swedish meat-
balls. They may be delicious, but they consume too much 
CO2. To change this, we have created competition for this 
product from inside the company. Our vegan HUVUDROLL 

plant balls look just like the original, our customers enjoy 
them just as much, and they’re more affordable too. The 
carbon footprint associated with their ingredients is just 4% 
of that for their meaty counterpart, however. And so that, 
together with our customers, we are also able to have an 
impact on sustainability from beyond the walls of our res-
taurants, the vegan plant balls are also available to buy and 
cook at home.   

Find out more about what we’re doing to ensure the num-
ber of balls getting thrown away is kept to a minimum here.

•  Product launch  August 2020

•  Sold portions  70,109

•  Sales share of meatballs sold in the Swedish Food Market 20.78%

The power of the sun and the Earth

Switzerland has committed itself to eliminating all of its 
greenhouse gas emissions by 2050. IKEA wants to make 
it possible for its customers to be independent of fossil en-
ergy today. That’s why, as of this reporting year, we are not 

only selling solar systems, in cooperation with Helion, but 
also affordable and easy-to-install heat pumps to private 
households. As a member of Swissolar, we are also advocat-
ing for a greater use of solar energy in Switzerland.

   
 Solar systems Heat pumps 

•  Product launch December 2014 (FY15)  August 2020 (FY21)

•  Development   Business growth of over 20% compared  
 to FY20 

•  What our customers  “IKEA has made a complex topic 
   think very simple.” 
 Lennart Johansson

 “The excellent warranty conditions  
 reinforced our belief that IKEA is the  
 right partner for us.”
 Häusermann family
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“Great food at an affordable price and yet also sustaina
ble, which for me is very important. I have known  
IKEA for many years and have found that it has evolved  
magnificently!”
Customer Feedback (Source: PulseCX)

I really appreciate the fact that IKEA wants to do more 
for sustainability and the environment.”
Customer Feedback (Source: PulseCX)

Bye… 

We’re being pretty ruthless when it comes to single-use 
plastics. That’s why, for example, we have eliminated plastic 
straws and plastic cutlery from our restaurants, cafés, and 
bistros. By doing so, we’re making a significant contribution 
toward a world without waste and a more sustainable every-
day for everyone in our restaurants. 

“I always enjoy shopping at IKEA – I’m always excited  
to see what new initiatives you have related to  
sustainability.”
Customer Feedback (Source: PulseCX)

And what’s next? -> 

We want to inspire the 9 million people living in Swit-
zerland to live healthier, more sustainable lives. With 
our presence throughout Switzerland and our many 
customers and employees, we have not only the op-
portunity but the responsibility to take on a pioneering 
role in this regard. We want to make healthy and sus-
tainable living affordable, aspirational and accessible 
for many people.

At IKEA Switzerland, we will be:  

• removing single-use batteries from our product 
range by 2022;

• making 50% of the main meals served in our  
catering facilities and 80% of all of our packaged 
foods plant-based by 2025; 

• using options such as gamified learning and  
campaigns to promote awareness of  
“Healthy & sustainable living” and inspire our  
customers and employees.

IKEA Switzerland  
Sustainability Report 2021
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Healthy and sustainable living

Have we done that at  
IKEA Switzerland in 2021?

Introduction of the vegan HUVUDROLL 
plant balls. CO2 footprint in terms  
of ingredients only 

4% of the meat version.

Sales of own solar systems and heat 
pumps. 20% increase in sales compared 
to the previous year. 

20%
Sustainable replacement of plastic  
drinking straws and plastic cutlery in  
our restaurants. 

0%

https://vimeo.com/691311217/82fcc5a18f


Buying second-hand products saves resources and money. When 
we throw away things that could have had a second life, we are 
impacting the environment unnecessarily. And furniture should 
be no exception. We could repair, reuse or recycle it. IKEA 
wants to help and inspire people to set time aside to care for 
products and learn new things.   

Getting more out of less, the responsible use of resources and 
rethinking and reshaping the relevant processes are deeply  
anchored in IKEA’s DNA. The goal is yet to be achieved – but IKEA 
is well on its way to becoming a company, seeking to optimize 
the lifecycle of products and materials.

CLOSING THE LOOP

The IKEA promise

To increasingly close the loop even further by:

• making all of our products exclusively from  
renewable or recycled materials by 2030; 

• basing all product designs on  
circular design principles;

• researching new ways to prevent waste  
and make continuous use of resources.

07

IKEA Switzerland  
Sustainability Report 2021

02 Introduction
03 Jessica & Franziska
04  Sustainability in focus
05 Healthy & sustainable living

 
09 Becoming climate positive
11 Fair & equal

Closing the loop

https://about.ikea.com/en/sustainability/a-world-without-waste/designing-for-a-circular-future


From bargain corners to circular hubs

Since we believe furniture deserves a second chance at  
life, we’ve transformed our old bargain corners in all nine  
of our Swiss stores to create our brand-new circular hubs. 
This doesn’t only mean a new name, but an entirely new  
approach. In the circular hubs, our customers will not only 
find second-hand products, but also services and tips for  
a sustainable and circular lifestyle.

Here’s how the circular hub works:
https://www.youtube.com/watch?v=nN02WMNCNPg

BuyBack Friday instead of Black Friday

We are relying on second-hand concepts rather than dis-
counts. Throughout our Switzerland-wide BuyBack Friday 
campaign, we therefore doubled the buy-back value for 
furniture waiting for a second chance at life. Our customers 
got involved: thousands of products found a temporary 
new home at our circular hub during our BuyBack Friday 
campaign.

No part too small

Spare parts sometimes play a “supporting” role for our 
products. That’s why we have further expanded the range 
and the ways in which customers can get spare parts free  
of charge. Since our customers can now order spare parts 
online, they will also gain savings when compared to having 
to make their way to our stores, and in doing so, they will 
also be doing their bit towards protecting the environment.

Our idea is that our customers not only replace missing 
screws and repair broken furniture, but that they also use 
this service to “freshen up” old furniture – with new covers  
or legs in a different colour, for example – in an afforda-
ble way.

•  Concept implementation 

•  Used products sold FY21 (second-hand,  
 floor samples, products that are no longer  
 needed or have been repaired)

•  Repackaged products FY21 

June 2021

613,000 for
CHF 8.1 million

151,500

• Concept implementation  November 2020 

• Products returned FY21  9,352

• with bookshelves and shelving  2,537 
as the most popular category 

•  Introduction of an online shop for spare parts May 2021 

•  Parts distributed  CSC  15.10%
  Online  29.18%
  Store  55.72%

•  Most used spare part   «WOOD DOWEL»  
  (wooden dowels) of  
  the product series Pax

And what’s next? -> 

IKEA has set itself ambitious targets. That’s why, in  
Switzerland too, we are doing all we can to close the 
loop. We are ready to take on a leading role – by our 
own steam, but also by working together with others, 
pooling our interests and entering into partnerships.

At IKEA Switzerland, we will therefore be:

•  implementing a zero-waste concept in all our oper-
ations and activities by 2030, by further increasing 
the recycling rate, reusing materials and preventing 
waste;

• providing knowledge, new services and platforms 
that offer our customers simple and convenient  
ways which extend the life of their products. 

 

“By optimising the quality of our products, we are  
doing something good for our planet.”
Benoit, Specialist Product Quality, IKEA Aubonne

“Paperless orders are becoming increasingly popular. 
Together with our customers, we are clicking on ‘Send 
email’ rather than on ‘Print’.”
Giuseppe, Co-worker Sales 
IKEA Grancia

“I am proud of the fact that we repaired or sold goods 
with a value of CHF 56,000 in the circular hub in fiscal 
year 2021.”
Roman, Specialist Product Quality
IKEA Dietlikon

“We not only want to rely on the usual Black Friday 
discount campaigns, but also want to use this  
opportunity to inspire everyone to think before  
they buy.”
Franziska Barmettler, Sustainability Manager
IKEA Switzerland

“I admire your organisation with everything, whether 
sustainability, logistics or the restaurants! Thank you, 
it was fun today!”
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Closing the loop

Have we done that at  
IKEA Switzerland in 2021?

Converting lost and found pits into  
circular hubs. Selling 613,000 used  
products. 

613,000
Buyback of 6,581 products as part  
of the BuyBack Friday campaign. 

6,581
Launched an online shop for free  
spare parts. 

https://www.youtube.com/watch?v=nN02WMNCNPg
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The IKEA promise

As a global company, IKEA wants to be climate 
positive – in other words, reducing more green-
house gas emissions than IKEA’s own value chain 
emits, despite economic growth – by 2030. In 
order to achieve this, IKEA is active in three areas:

Reducing greenhouse gas emissions by:

•  replacing fossil fuels;

• continuously increasing its energy efficiency 
and enabling its customers to do this as well;

• using more sustainable raw materials and 
foods.

Promoting carbon capture and storage by:

•  supporting the development and implemen-
tation of standards and the introduction of 
better management practices in forest and 
agriculture management;

• extending the life of products made from  
renewable materials.

Going beyond its own value chain by:

•  enabling customers to generate and consume 
renewable energy at home;

• collaborating with suppliers and supporting 
them in reducing the overall footprint for their 
production facilities.

Find out more about how IKEA wants to achieve 
this goal here.

BECOMING CLIMATE POSITIVE
IKEA views the planet as the shared home of all people. And this 
home needs us all now more than ever, since it is threatened by 
climate change. This is an issue IKEA itself is dealing with, and for 
which it is also encouraging others to take action, with the aim  
of helping to shape a better future. 

IKEA’s obligations with regard to the  Paris Climate Agreement 
will play a key role here. This is followed by the task of limiting the 
global rise in temperatures to 1.5°C above pre-industrial levels  
and halving the greenhouse gas emissions in absolute terms 
from the total IKEA value chain by 2030.
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Becoming climate positive

https://about.ikea.com/en/sustainability/becoming-climate-positive/what-is-climate-positive


IKEA Switzerland operates the IKEA stores in Switzerland and is part of the largest IKEA franchise business, the Ingka Group. 
Therefore, we are focusing on three areas (IKEA retail and other operations, employee mobility and business travel and  
costumer travel and home deliveries, see graphic), where we can have a direct impact on our overall climate footprint by taking 
local measures.1 

Have we done that at  
IKEA Switzerland in 2021?

Compared with 2016, we have:

•	 improved	our	energy	efficiency	by	13.8%	from	 
108	kWh/m2	to	92.8	kWh/m2 (e.g. by replacing kitchen 
appliances, installing LED lights and taking targeted  
insulation measures);

•	 reduced	Scope	1	and	2	emissions	by	80%.

•	 We	recycled	86%	of	our	operational	waste;	

•	 Renewable	energy	made	up	90%	of	energy	use	overall;

•	 In	total,	we	generated	5,855	MWh	of	renewable	energy	
and fed this into the grid. In the year under review,  
new facilities were built in Lyssach, Itingen and Grancia;

•	 100%	of	our	electricity	from	renewable	energy	is	generated	
by our own wind turbines in Finland;

• In order to reduce food surpluses, we have introduced 
“Too	Good	To	Go”	in	all	stores.	In	this	way,	13,257	meals	
were	saved.	This	equates	to	more	than	5.3	tonnes	of	food	
and	22.8	tonnes	in	CO2 equivalent;

•	 We	gave	711,000	products	in	the	circular	hub		a	second	
chance at life;

• In this year under review, the collaboration with Quickpac 
began	–	the	first	package	delivery	service	in	Europe	 
to rely exclusively on electric cars for delivering parcels. 
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1 The	three	areas	correspond	to	Scope	1	and	2	and	categories	5,	6,	7	and	9	 
of	Scope	3	as	defined	by	the	GHG	Protocol.	Category	3	will	likewise	be	
included	as	of	next	year.	Other	Scope	3	emissions,	categories	1,	2,	4,	11	and	
12, are controlled and reported by our franchisor, Ingka Group. Categories 
8	and	13	have	no	impact	on	Switzerland’s	carbon	footprint.	Categories	10	
and	14	are	not	relevant	for	our	business.	For	the	calculation	of	category	15,	
neither reliable data nor methods are available.

Scope 1 and 2 emissions

When	it	comes	to	our	local	footprint,	Scope	1	and	2	emissi-
ons	made	up		4%	of	this	(3.3%	Scope	1,	0.7%	Scope	2).	We	
have	reduced	these	by	80%	since	fiscal	2016.	

Even	if	our	Scope	1	emissions	rose	slightly	(+5.8%),	our	
Scope	2	emissions	fell	by	96%.	We	achieved	this	reduction	
above all through our clear commitment to renewable 
energy	and	measures	to	increase	energy	efficiency.	Almost	
all	our	buildings	therefore	meet	the	Minergie	standard.

Scope 3 emissions

Employee mobility, customer travel, home deliveries 
and business tavel.

95%	of	our	local	climate	footprint	was	due	to	the	emissions	
that arose as a result of customers travelling to our stores 
(which	we	are	only	able	to	influence	to	a	limited	extent),	
business trips and our employees making their way to and 
from work, as well as the delivery of products to the  
customer at home (the last mile).  

Our climate footprint in detail

IKEA Switzerland strives hard in particular to reduce  
emissions in any area on which we are able to have a direct 
influence.

The	climate	footprint	in	our	spheres	of	influence	was	
29,720	tonnes	in	CO2 equivalent. 

In	the	GHG	Protocol	standard,	differentiation	is	made	be-
tween three areas (Scopes) to which the emissions can be 
assigned. These include the direct emissions described in 
Scope	1,	and	the	indirect	emissions	in	Scope	2	and	Scope	3.	

IKEA Switzerland  
Sustainability Report 2021

And what’s next? -> 

We	have	set	ourselves	lofty	ambitions.	Becoming	climate	
positive and growing the business at the same time  
is	IKEA’s	most	challenging	goal.	In	particular	since	our	 
company committed to achieving this without relying  
on	carbon	offsetting.	

We	firmly	believe	that	we	will	have	to	deal	with	the	caus-
es of our climate footprint in our own value chain or in 
association with our customers, suppliers, and procure-
ment areas. This is the only way we will also be able  
to become a fully sustainable company in Switzerland  
as well.

At IKEA Switzerland, we will therefore be:

•	 reducing	food	waste	by	50%	compared	with	2017	by	
the end of 2022; 

• reducing food waste to 16 grams per portion by 2022;

• covering our own energy needs from entirely  
renewable sources by 2025;

• ensuring last-mile delivery is emission-free by  
2025 and reducing greenhouse gas emissions on  
all	transport	routes	by	50%	per	person	by	2030.

Waste

0.9%	of	our	local	climate	footprint	related	to	waste	in	our	
operations. 

In addition to the new introduction of “Too Good to Go” and 
the circular hubs, we were also able to maintain our previ-
ous	recycling	rate	of	86%		(predominately	cardboard	and	pa-
per) and the quantity of biogas produced from food waste.

Data quality 

Each month, we draw up reports relating to our own 
operations for Scope 1 and 2 and for waste and water. For 
Scope	3,	we	are	working	on	replacing	generic	models	 
with primary data in order to further improve data quality.

Disclaimer: This section of the report was written with the 
help of Quantis. The data comes from the Ingka Group and 
IKEA	Switzerland	and	has	not	been	verified	by	Quantis.		

02 Introduction
03	 Jessica	&	Franziska
04		 Sustainability	in	focus
05	 Healthy	&	sustainable	living
07	 Closing	the	loop

11	 Fair	&	equal

Becoming climate positive

In	fiscal	year	2021,	the	Ingka	Group’s	sales	
grew	by	17.6%	compared	with	2016	figures,	
while	its	climate	footprint	fell	by	6.5%	in	the	
same period. IKEA has therefore taken another  
step on its journey towards a positive climate 
footprint, which covers the entire value chain.

Find out more about the global climate  
footprint in the Ingka Group Annual Summary 
&	Sustainability	Report	|	FY21.
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Upstream

IKEA Switzerland
Core business Downstream

Here�s	how	the	IKEA	shop	in	Aubonne	generates	its	own	solar	power:	https://vimeo.com/699517870/535f228927

https://quantis-intl.com
https://www.ingka.com/news/ingka-group-reporting-fy21-shows-progress-in-reducing-climate-footprint/
https://www.ingka.com/news/ingka-group-reporting-fy21-shows-progress-in-reducing-climate-footprint/
https://vimeo.com/699517870/535f228927


Everyone is welcome at IKEA, irrespective of how you look, what  
you believe in or who you live with. This is just as true for both  
customers and employees. 

Equality is a fundamental human right and it is reflected in our  
values. Diverse and inclusive teams not only have more ideas, but 
also better ones. And only in a workplace where employees feel  
safe and at ease will they be able to develop themselves further.
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The IKEA promise

To promote diversity, fairness, and equality 
and:

• to aim for a balanced gender composition 
across all levels;

• to offer salary and fringe benefits that are 
unrelated to gender;

• to increase the diversity of our employees  
in order to appropriately represent society 
in our markets.
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Fair & equal



On the way to 50:50

IKEA Switzerland was the first company worldwide to 
achieve the highest level of the certification system EDGE 
back in 2015. Last year we once again achieved leadlevel. 
Among other things, our continuous salary analysis ensures 

fair pay for all employees. If we determine differences that 
can only be explained by gender, we rectify these.

• Management 45% women / 55% men

• incl. junior and  
 senior specialists 48% women / 52% men

• Proportion of women in +7% compared to FY20
 distribution centres

Dad has even more time now

Our new dads have been able to look forward to six weeks’ 
paid paternity leave since 2017. And in 2021, we extended 
our paternity leave by a further two weeks. All eligible emp-
loyees have made use of this since it was introduced. 

We are so convinced of this important step towards full 
equal opportunities that we have also committed to this 
politically as part of the referendum on 27 September 2020 
– and in our own special way with a Switzerland-wide  
campaign.

•  Number of people having taken paternity leave 86

•  Paternity leaves taken 100%

Together under the rainbow flag

As part of the “Progress is Made” initiative, we support the  
2SLGBTQ+ community. We recognise that progress is 
difficult, and that it requires hard work, courage and imag-
ination. This support does not only consist of non-material 
support. This year as well, part of the profits from sales  
of our STORSTOMMA rainbow flag bag went directly to local 
2SLGBTQ+ organisations.

“For us, the hoisting of the Progress Flag is more than 
just symbolic, since we know that there is still progress 
to be made to ensure all those within the 2SLGBTQ+ 
community are treated equally and included.”
Ina Rhöös, 
Equality, Diversity & Inclusion and Health and  
Wellbeing Leader, IKEA Switzerland  

“IKEA has all it needs to continuously work towards a  
better world – thanks to where that is already happening!”
Customer Feedback (Source: PulseCX)12

IKEA Switzerland  
Sustainability Report 2021

02 Introduction
03 Jessica & Franziska
04  Sustainability in focus
05 Healthy & sustainable living
07 Closing the loop
09 Becoming climate positive

Fair & equal

Have we done that at  
IKEA Switzerland in 2021?

Extending the existing six-week  
paternity leave by two additional weeks. 
100% of the eligible employees have 
made use of this. 

 100%
Proportion of women in management 
positions at 45%. Continuous annual 
salary analyses.  

45%

https://edge-cert.org


Opening doors to vocational training

With the INVOL integration apprenticeship initiated by  
the federal government, we recognise the potential of people 
who are fleeing their homeland and seeking out a future  
in Switzerland since 2020. Together, we are doing all we can 

to ensure that such individuals are able to begin a regular 
Swiss training programme and find long-term work, either 
with us or in another company. To ensure this is a success, 
we are working in close collaboration with local authorities 
and organisations on site.

•  Number of INVOL apprenticeships 24

•  Stores involved All

•  Discontinuations 0

•  Assumed employees 71%

•  Proportion of women 17%
And what’s next? -> 

With our efforts in the name of fairness and equality, 
we also want to have an impact and lead to change  
in Switzerland. For our employees from 100 different 
countries, our customers, our business partners and  
the communities around us.

At IKEA Switzerland, we will be:

• achieving full gender equality by 2022;

• evolving into a fully inclusive company that takes  
 ona leading role in the community by 2030.
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#togetherwithkindness

Caring for the many is one of our core values here at IKEA, 
which of course also drove us in this challenging year.  
That’s why, in Switzerland, we were there for society like 
never before.

Our IKEA stores, and above all our employees, have provid-  
ed emergency aid in around 20 projects for all generations. 
For example, we set up accommodation and break rooms 
in hospitals, we sent stuffed animals to children’s homes 
together with the ARWO foundation and Integras, and we 
equipped women’s shelters. 

We also provided direct and straightforward financial  
support for employees who were hit particularly hard by  
the pandemic.

“Sometimes you don’t need much to make a big  
difference!”
Aurora, Co-worker Sales, IKEA Grancia

“I had a lot of fun taking part in the social project 
from Founex. Doing something that has value and  
significance for yourself and for others is a gift  
that costs nothing but brings a lot of benefits. A  
great experience that you should definitely repeat.”
Odile, Co-worker Sales, IKEA Aubonne

•  Donation value CHF 1 million

•  German-speaking  Winterhilfe, Dachorganisation der  
   Switzerland Frauenhäuser DAO, Integras, Essen für  
 Alle, Frauenhaus St. Gallen,  
 University Hospital Zurich, 
 Emergency Medical Services Northwest 
 Switzerland, Sunnegarte

•  French-speaking  CHUV Aubonne, Foyer de Founex,  
   Switzerland LGBTQ+ Vernier,  
 Geneva University Hospitals (HUG)
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Fair & equal

Have we done that at  
IKEA Switzerland in 2021?

Emergency aid with a total donation  
value of CHF 1 million across around  
20 different projects. 

 1 million
Pre-apprenticeships for integration  
as part of the INVOL programme.  
Adoption of 71% of apprentices. 

71%



This report may not be able to answer all  
of your questions. If this should be the case  
– or if you have any ideas of what we  
could improve further – please feel free to  
get in touch with me personally!

Franziska Barmettler
Head of Sustainability IKEA Switzerland
franziska.barmettler@ingka.ikea.com
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