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Endless possibilities

Last year was a milestone for IKEA—celebrating 80
years since the company’s founding in Sweden—
and we continue to honor our entrepreneurial spirit
by helping our customers live better lives at home.
We announced a historic $2.2B+ investment to
make IKEA more affordable and accessible to the
many people in the U.S. Over the next several years,
we will move even closer to the many people across
the country and continue to grow.

During FY23, we achieved record sales, enabling us
to invest in our growth. The highly-anticipated IKEA
San Francisco opened its doors, while we also
announced plans for and opened exciting new-
format Plan and order point locations in the D.C.
and Dallas markets. As a result of our record sales,
we also announced new lower prices for our
customers and continued our journey toward
greater affordability for the many.

Caring for the planet remained a top priority. We
launched As-is online, a service for customers to
lower their environmental impact by buying gently
used items online. We also expanded Buy Back &
Resell—where IKEA buys back and gives gently used
IKEA furniture a second life—throughout the U.S.
and installed additional electric vehicle chargers.

To meet our commitment to care for our
co-workers, many co-workers received a bonus
payout and we rolled out new benefits, such as
additional behavioral health options and leadership
trainings for co-workers. Our work on building an
equitable workplace advanced with unconscious
bias training across management and continued
progress in diversifying our workforce.

We accelerated our business transformation to
meet the needs of all our customers. We launched
the IKEA Business Network—a free loyalty program
for businesses—and offered a convenient online
IKEA Interior Design Service for more affordable
interior design. We also acquired Made4net, a
leading supply chain software solution provider, to
improve customer fulfillment and accelerate our
omnichannel retail transformation.

Next year, we see endless opportunities to achieve
our vision of creating a better everyday life for the
many people and will keep reducing our prices so
that the many can afford to make their dreams at
home a reality!

Javier Quinones
CEO & Chief Sustainability Officer
IKEA U.S.




Better homes

Affordability is our
priority

Our absolute priority is to remain as
affordable as possible and to continue
lowering prices whenever we can. This year,
our focus on meaningful affordability
continued, which means not only offering low
prices but also ensuring that our products
are of high quality and sustainable. As part of
this commitment, we started to lower prices
on many of our products during the summer
months in addition to re-introducing New
Lower Price on hundreds of IKEA items in
December. We saw cost-savings in our
operations, and we wanted to reflect that in
our pricing. We believe that everyone should
be able to create a beautiful and functional
home without breaking the bank, and we will
continue to work towards making that a
ETNA

“We believe that good design should be available to everyone, regardless of
their budget. That's why we focus on keeping costs low without compromising
on quality, so that our customers can create a home they love without
breaking the bank.”

Antonella Pucarelli| Chief Commercial Officer, IKEA U.S.
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IKEA Life at
Home Report

The celebration of IKEA continues as
this year marks the 10t edition of the
Life at Home Report. Over the last
decade, we've surveyed over 250,000
people around the globe to

understand what home means on a
real and personal level—a badge of
honor that we wear proudly as
leaders in life at home.

Every year we talk to new people who
open their homes to us by sharing the
ways they feel about home, telling us
about their habits, and revealing
what's changing and how we can help

51%

of Americans

feel that home
is their favorite
place to be.

make their homes the best for them.

65%

of Americans feel
positive about
their current life at
home.

42%

of people say an
ideal home's most
important aspect is
that it helps them
unwind/relax.

81%

of Americans rank
comfort as their
most important
emotional need at
home.

40%

of Americans rank
temperature as
the key element

for the best sleep.
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Only at IKEA

FY23 ushered in the success of IKEA Open
House events, where we brought the fun
and the funk with our interactive experiences
that showcase our commitment to life at
home and our expertise in home furnishings.
These IKEA U.S. signature events are
designed to engage media, influencers, and
customers in our Democratic Design
philosophy and celebrate the latest additions
to our product range.

With two IKEA Open House events in New
York City, we were proud to showcase our
Storage & Organization solutions, and
debuted the beautiful BASTUA, OMSESIDIG,
and VARMBLIXT collections created in
collaboration with notable artists and
designers. We also focused on providing
ready-for-college apartment and dorm
solutions with a strong emphasis on storage.
As we celebrated our 80t anniversary, we
also launched our Nytillverkad collection,
featuring a new take on IKEA vintage
favorites.



https://ikeamuseum.com/en/explore/the-story-of-ikea/democratic-design/
https://www.ikea.com/us/en/newsroom/range-news/bastua-collection-pubeab7e7f0
https://www.ikea.com/us/en/newsroom/range-news/ikea-launches-the-oemsesidig-collection-exploring-festivities-in-latin-america-pub8edfe200
https://www.ikea.com/us/en/newsroom/range-news/ikea-and-sabine-marcelis-launch-the-varmblixt-collection-exploring-the-power-of-sculptural-design-and-light-pubac5f3b70
https://www.ikea.com/us/en/newsroom/range-news/ikea-u-s-launches-interior-design-service-for-personalized-interior-design-pub1eb4ba10
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"IKEA continues to grow in the U.S. to become more accessible for our customers, while
staying as affordable as possible for the many people. Looking forward, we see endless
opportunities to bring IKEA closer to our customers through new locations and an improved
digital experience.”

Rob Olson | Chief Operating Officer, IKEA U.S.

Bringing IKEA
closer to the
many

We understand that proximity
matters. New-format stores are part
of a series of investments that will
continue to strengthen our presence
in metro areas as part of our ongoing
transformation journey. Our goal for
expansion is simple: we will meet our
customers where they are.

In FY23, we brought the unique IKEA
experience to a few new places with
more locations on the horizon:

*  We expanded our reach with the
addition of 18 new Pick-up
locations, making it even easier
for people to access our products.

+ The IKEA Arlington Plan and
order point, located in the
Pentagon Centre shopping center,
opened on August 16. It's the first
Plan and order point to open in the
Washington, D.C. market,
providing inspiration and ideas for
the home.

and offering one-on-one
consultation services for kitchen
design, bed and bath solutions,
small space living, and more.

On August 23, IKEA San Francisco
welcomed customers with open
arms. The much-anticipated new
location is the anchor for a new
meeting place by Ingka Centres,
and IKEA San Francisco was the
first retail space to open in the
building. A true point of pride, the
city-format store makes the IKEA
experience even more affordable,
accessible, and convenient for San
Franciscans.

Early in the summer, we
announced plans to open a new-
format store in Southlake, Texas
in FY24. This new customer
meeting point, called a Plan &
order point with pick-up, will have
all the features of an IKEA Plan &
order point plus a pick-up point to
allow customers to collect their
online purchases at the new
location. We're excited to grow our
presence and offer a new IKEA
experience to our Dallas-Fort
Worth area customers.



https://www.ikea.com/us/en/newsroom/corporate-news/ikea-arlington-opens-on-august-16-pub90b216e0
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-san-francisco-will-open-aug-23rd-pub4465f1f0
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-continues-expansion-in-the-u-s-with-a-new-format-in-southlake-tx-pubd0b31880
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Influencing change in
the industry

Our goal is to be the leader in a safer life at home
for the many people. We want to reduce the risk of
tip-over accidents in the home, and influence
change in the furniture industry.

Safety takes a village

IKEA U.S. celebrated the passage of the Stop Tip-
overs of Unstable, Risky Dressers on Youth
(STURDY) Act, which was passed by the United
States Congress in December 2022. We partnered
with legislators, safety advocates, and experts to
refine this legislation and move it forward, with an
objective of establishing a mandatory federal
stability standard for clothing storage furniture.

The legislation represents a major step forward in
protecting the health and safety of children and
creating a safer life at home for families throughout
the country.

New products for safer storage

We introduced new clothing storage products with
innovative solutions designed to help reduce the
risk of tip-over. VIHALS chests feature the Anchor
and Unlock solution, which prompts customers to
anchor their chest to the wall. Once anchored,
people can open multiple drawers at the same time.

We also launched GREAKER, a clothing storage
cabinet with drawers. GREAKER features doors with
a custom hinge designed to further enhance the
cabinet's stability. When combined with wall-
anchoring, these chests offer our customers a safer
choice for their homes.

A patent pledge to enable collaboration
Customers' safety is a top priority

for us. Our goal is that no one
is harmed by IKEA clothing
storage furniture tipping

over. Our years of research
and development have

led to a series of ¥
patented inventions in

the field of clothing

storage furniture stability,

like our Anchor and Unlock
solution featured on the
VIHALS chests of drawers.

We announced a decision to
share the patent for the Anchor and
Unlock solution with others in the furniture
manufacturing industry in hope that they will
consider this solution for their clothing storage
furniture. We want to encourage collaboration and
help create an open environment where innovation
is shared, with a common goal of consumer safety.



https://www.ikea.com/us/en/newsroom/corporate-news/ikea-u-s-applauds-passage-of-the-stop-tip-overs-of-unstable-risky-dressers-on-youth-sturdy-act-pub50ea1de0
https://www.ikea.com/us/en/search/?q=vihals
https://www.ikea.com/us/en/p/greaker-cabinet-with-drawers-white-70506609/
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-announces-patent-pledge-for-tip-over-safety-innovation-pub651f9e60

Better planet

Climate positive by
2030

We're committed to bold action to reduce our
climate footprint in the U.S. and become a
climate positive business by 2030.

Over the last year, we delivered innovative
and sustainable solutions to our customers,
while working towards our vision to leave a
positive impact on the environment. We
expanded the Buy Back & Resell service to
more stores and launched As-is online, a new
service that allows IKEA Family members to
shop gently-used products from the comfort
of their homes.

“IKEA U.S. is on a journey to become a climate positive business by 2030. That
means we are examining every aspect of our business—from how we support
local communities to the energy we produce in rooftop solar—to ensure
reducing carbon emissions and increasing circularity are at the center of every
decision we make.”

Mardi Ditze| Sustainability Manager, IKEA U.S.

IKEA U.S. Annual Summary 7
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ONE HOME

ONE PLANET :

The New
Resale Economy:

A ONE HOME, ONE PLANET Dialogue

People and
planet positive

Circularity

For the first time ever, IKEA Family
members nationwide can now browse
and reserve gently used products
online to pick up and purchase in-
store. As-is online joins our existing
Buy Back & Resell service to enable
our customers to live more
sustainable lives at home and lower
their environmental impact by giving
items a second chance.

Advocating for a greener reality
IKEA U.S. continued to speak up in
support of policies and legislation to
fight climate change. To support
pathways for companies to
collectively reduce greenhouse gas
emissions, we endorsed the Climate
Corporate Data Accountability Act in
California. In an effort to support
zero-emission vehicles and achieve
national climate goals, we also joined
dozens of other businesses in urging
the Environmental Protection Agency
to finalize stronger emission

standards for light, medium, and
heavy-duty vehicles.

Leading by example

We hosted our first ONE HOME, ONE
PLANET (OHOP) Dialogue event as
part of our ongoing larger OHOP
event series with purpose-driven
leaders and experts on planet and
people topics. In this OHOP Dialogue
roundtable discussion, our CEO/CSO
Javi Quifiones led resale industry
experts in discussion towards
solutions to advance sustainability
and a circular economy.

Also, IKEA U.S. rolled out access to a
service that allows customers in select
California locations to purchase home
solar solutions to generate and store
their own renewable energy to live
more sustainably.

Lastly, we opened ultra-fast public EV
chargers at several of our stores and
have plans to install a total of 500
public fast chargers and more than
300 fleet chargers in the coming
years.


https://www.ikea.com/us/en/customer-service/shopping-at-ikea/as-is-online-pubce1eedc0#/?store=211
https://www.ikea.com/us/en/customer-service/services/buyback-pubfeb6cc00
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Doing our part to
create a better
future

We're taking bold steps to reduce our
climate footprint in the United States. In
FY23, we generated approximately
764,622,478 kWh of renewable energy,
which is more energy than our locations
consumed.*

Our work towards 100% zero-emission home
deliveries accelerated across the country as
we opened new EV chargers for both our
customers and delivery trucks. The climate
crisis affects us all and we remain committed
to doing our part to create a better future.

*Includes entities or subsidiaries partly or
wholly owned by IKEA Holding U.S., Inc. and
Ingka Investments U.S., Inc.

AR X

solar panels producing
52,818,638 kWh
of energy

7

fuel cell arrays
producing 9,438,488 kWh
of energy

o

322

EV charging stations across

54 properties

104

wind turbines producing
702,365,352 kWh
of energy

Iml
2
2

geothermal systems

2,101,217

LED bulbs sold

171,701

acres of responsibly managed
forests

[ A\

171,836

zero-emission deliveries

1

4,591,340

plant balls sold

IKEA U.S. Annual Summary 9



Better lives

Caring for people
is at the heart of
everything we do

Our efforts to improve the lives and well-
being of our customers, co-workers, and the
communities we serve are a vital part of our
positive impact on the world around us.

IKEA U.S. Annual Summary 10
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Good for people is
good for business

Our co-workers are at the center of everything we
do. We're constantly evaluating our benefits and
professional development opportunities to ensure
we support our co-workers in the best possible way.

Caring for co-workers
We expanded co-worker benefits by:

» Providing additional behavioral virtual health
options

» Launching Leadership by All—an inclusive,
values-based training for all co-workers to grow
their leadership abilities

+ Adding new gender-affirmation benefits to our
medical plan

» Providing free flu vaccines for co-workers
through a partnership with Walgreens

“Our co-workers are the heart of IKEA and our success in the U.S. is a reflection of their
commitment to our values and vision. By investing in our people, we are building an IKEA

for the future. It is important that co-workers at all levels can be recognized and
rewarded. Not only is it the right thing to do, but it is good for our business.”

Neena Potenza | Chief Human Resources Officer, IKEA U.S

One IKEA Bonus

We believe that each of us contributes to reaching
(and exceeding!) our goals. That's the idea behind
our unique, performance-driven bonus program,
One IKEA Bonus. As a result of FY23 sales, IKEA U.S.
dispersed a total of $54.5 million to co-workers
across two-thirds of our U.S. units as a reward for
improving our business together.

Tack

Through our Tack (which is Swedish for “thank you")
program, all eligible co-workers—regardless of
position or salary level—received an allocation to
their retirement fund in appreciation of their loyalty
and contribution during FY23.

The full-time allocation for the U.S. in FY23 was
$1,245.65 and part-time co-workers received a
proportional amount in relation to hours worked.

More sustainable everyday life for our
co-workers

We want to help the many people live a more
sustainable everyday life, and that includes our
co-workers, too! In FY23, we announced that
co-workers can save 15% when using a ChargePoint
EV charging station at any of our IKEA locations. We
also doubled our co-worker discount for over 2,000
energy-saving articles, from bulbs and batteries to
food containers.

IKEA U.S. Annual Summary 11
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Our journey toward a more
inclusive future

We remain committed to increasing equity, diversity, and inclusion (ED&I) at IKEA
U.S. As we report our demographic data for the second time, we recommit to
ED&I with resolute dedication. Our journey toward equity is a shared one, and we
are committed to creating a workplace that celebrates the uniqueness of each
individual.

Our commitment
By 2027, each IKEA unit in the U.S. will reflect the ethnic and racial
demographics of their local society at every level of leadership.

Our mission
We believe that equity is a human
right. Equity, diversity, and
inclusion is a strategic imperative,
makes good business sense, and is
the right thing to do.

Our vision
We will foster and sustain an
environment of belonging
through intentional inclusivity,
critically deconstruct existing
systems in an effort to eliminate
exclusionary practices, and
educate and hold leaders
accountable to embed ED&
practices into everyday behavior.

To create equitable access, we will
foster an environment where
diversity and inclusion is part of
everything we do and leveraged
through conscious inclusion and
equity mindfulness to achieve
inclusion excellence.

IKEA U.S. Annual Summary 2



o]
(]
-
-
[0}
=
=
[0}
0

ED&I by
the numbers

By sharing this data transparently, we not
only recognize the importance of
understanding our current landscape but
also affirm our commitment to continuous
improvement and progress. We aim to
foster an inclusive environment where
everyone feels valued.

White (not Hispanic or Latino), 41.9%

IKEA U.S. executive & regional leadership

IKEA U.S. co-workers

Non-binary, 0.8%

Female, 46.4%
Male, 40.9%
Male, 52.8%
Female, 59.1%
MNative Hawaiian or other Pacific islander, 0.6%
Two or more races, 5.0%
Two or more races, 4.5%
American Indian or Alaskan Mative, 0.4% )
Asian, 7.3% Black or African American, 4.5%

Undeclared, 4.5%

Black or African American, 17.9%
Hispanic or Latino, 18,2%

22

S

Undeclared, 1.2%

White {not Hispanic ar
Hispanic or Lating, 25.6% Latino), 68.2%

IKEA U.S. Annual Summary

13



w
m
-
-
]
=
=
(1]
(7]

“At IKEA, we're committed to the critical, and at times challenging, work of embedding
equity, diversity, and inclusion into our running business. We're both proud of our progress
and remain focused on driving sustainable change across the organization.”

Ciannie Rodriguez | Equality, Diversity, & Inclusion Manager, IKEA U.S.

?B g

Making
progress

Inclusion
As a result of successful recruiting
efforts in FY23, we're thrilled to have

launched our ED&l Ambassador team.

With representatives from every
corner of our organization—all U.S.
stores, distribution centers, and the
U.S. Service Office—these passionate
co-workers are champions of ED&I.
Their diverse perspectives directly
reflect our commitment to creating a
culture that celebrates equity and
inclusion.

Additionally, our seven co-worker
Resource Groups (CRGs) are affinity
based and open to co-workers who
identify with the group and allies:

« Asian-American, Native Hawaiian
and Pacific Islander CRG

» Black and African American CRG
« Disabilities CRG

* Hispanic/Latino CRG

+ LGBTQIA+ CRG

+ Veteran and active military CRG
+  Women CRG

“I believe the CRGs are a great
networking tool. It helps you
understand you aren’t alone in
challenges within the
organization or in life.”

IKEA U.S. co-worker

Education

DECIDE Unconscious Bias, a training
based on the latest research on
biases, was made available to IKEA
U.S. leaders and co-workers. This
initiative is working with the
NeurolLeadership Institute on a 30-
day digital program to help us
improve our people and business
decisions by breaking unconscious
bias.

Accountability

In FY23, we took a big step forward by
building diversity and inclusion into
our everyday operations through a
new governance structure. This move
ensures that ED&l is a natural part of
how we work each day by weaving it
into the fabric of our operations and
decision-making processes.
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Partnering for
social change

Empowering change

We believe that together with our
social justice partners, co-workers,
customers, and communities, we can
work to make meaningful and
measurable change. In FY23*, we
contributed over $2.5 million in
retail value of in-kind and financial
donations to 280 different nonprofits,
including:

+ True Colors United, which
implements solutions to youth
homelessness that focus on the
unique experiences of LGBTQ
young people. In June 2023, we
donated $50,000 from the sale of
our iconic STORSTOMMA rainbow
shopping bags to True Colors
United to support their work to
end youth homelessness.

» Through our three years of
partnership with Family Promise,
we've collaborated in more than 18
markets to renovate and furnish
temporary housing and shelters

for families experiencing
homelessness. Last year we
contributed $25,000 to expand
their homelessness prevention and
shelter diversion services.

e Also, the American Red Cross

remained a longstanding partner
and last year, in addition to in-kind
donations, we contributed $50,000
plus $7,570 collected from
customers in support of their
disaster relief efforts, while also
providing an additional $150,000
to support response efforts after
the Maui wildfires disaster.

+ Lastly, with Save the Children, we
supported their annual summer
education campaign “Make
Summer Fair” with $17,560 from
customers and $50,000 from IKEA
for a total contribution of $67,560.

*FY23 impact metrics are based on the
combined financial and in-kind
contributions made by IKEA U.S. RETAIL,
LLC, IKEA North America Services, LLC
and IKEA Distribution Services, Inc.
(collectively, "IKEA U.S.") in the United
States from September 1, 2022, through
August 31, 2023.

IKEA U.S. Annual Summary 15
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Advocacy in action

We're always working toward the creation of
a more equitable world.

In December of 2022, we were proud to
support the passage of the Respect for
Marriage Act, which provides federal
protections for same-sex and interracial
marriages.

We also endorsed the federal Equality Act,
which would extend the same basic
nondiscrimination protections to LGBTQ+
people that are already provided to other
protected groups in federal law and
advocated for a similar state measure in
Pennsylvania.

In September 2023, we hosted Advancing
LGBTQ+ Equity Through Advocacy: A ONE
HOME, ONE PLANET Dialogue. Together
with purpose-driven leaders and experts in
business, advocacy, and community
engagement, we discussed ways to advance
LGBTQ+ equity inside and outside of the
workplace. We know this is a critical time for
ED&l and we embed it into everything we
do—not only because it's simply the right
thing to do, but also because what's good for
our people is good for our business.

IKEA U.S. Annual Summary 16
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Better company

Creating a more
seamless
experience for all

Simplicity is an IKEA value. We strive to make
life easier for our co-workers and customers.
Our journey towards automation and
digitalization highlights our work to
streamline our operations and improve the
overall customer experience.

From self-checkout kiosks to automated
warehouses to empowering our co-workers
with digital tools, we're embracing new
technologies to make our stores more
efficient and convenient for everyone.

IKEA U.S. Annual Summary 17
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"By automating routine tasks and exceptionally managing goods flow, we're creating a more
seamless and enjoyable shopping experience for all. We'll continue to innovate and improve
our operations to better serve our customers and create a more sustainable future.”

Tanja Dysli| Chief Supply Chain Officer, IKEA U.S.

Transforming
to meet
evolving needs

In FY23, IKEA U.S. continued to grow
and transform our supply and
logistics network. We moved 6.8
million cubic meters of products
through our distribution centers and
successfully completed nearly 6
million truck and parcel deliveries to
customers across the U.S.

Our success is fueled by our

adaptability and the ways we continue
to transform to meet the demands of

our customers. Improving our
operations and logistics is how we

maintain our momentum and provide

exceptional service:

+ We opened central fulfilment
units to serve as pick-up points
for customers who have placed
orders online, allowing them to
collect their items at a time and
location that is convenient for
them.

We completed over 150,000
electric vehicle deliveries, helping
to reduce emissions, decrease our
carbon footprint, and promote a
cleaner environment.

We're on a journey to redesign our
stores to fulfill more customer
orders, and in FY23, more than
50% of all deliveries were
fulfilled from an IKEA U.S. store.
That is what it means to provide
faster and more efficient service to
our customers.
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“Advancements in how we digitally enable range circularity demonstrates our commitment
to sustainable practices. The achievements are just the beginning of our journey into the
future.”

Amanda Effron | Chief Digital Officer, IKEA U.S.

Embracing the
digital
evolution

FY23 marked significant
advancements in our digital growth.
Our product launches focused on
elevating the experience of our
customers and designing a simplified,
more efficient co-worker journey to
deliver meaningful outcomes to the
many people.

Here are a few examples of the
innovations we rolled out in FY23:

+  We made improvements to our
customer service call centers,
including Contact Us routing and
auto-recovery of order deviation in
our remote customer meeting
points (RCMPs). These changes
make it easier for customers to
get accurate help and manage
order-related issues on their
own, improving their overall
experience.

We introduced several solutions to
give customers more control and
transparency while enabling
co-workers to offer more tailored
support:

o Online appointment booking

o Mobile co-worker support
during shopping

- Digital quotation tools for
consumers and business-to-
business customers

o Smaland digital registration

o Tracking system for order
progress

We improved the IKEA shopping
experience by providing better
services for customers and
advanced tools for co-workers:

o Automated buyback valuation
o Web-based inventory

o Flexible scheduling

o Optimized routes

o PowerBI for reports

IKEA U.S. Annual Summary 19
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At your service

IKEA U.S. introduced an array of new services and
features this year to help redesign life at home and
life at work for the better. Check out the ways we're
making things a bit more beautiful and a lot more
accessible:

* In April, we announced the launch of the
IKEA Business Network, a new loyalty program
that aims to support and empower small
businesses with resources focused on bettering
life at work. Businesses of all sizes can join the
free program and access tools and benefits to
help grow their business while saving time and
money.

» We launched IKEA Interior Design Service, a
brand-new program that offers professional,
one-on-one interior design at an affordable
price. Consumers and businesses can connect
with an expert to design any space with creative
solutions, making it easy, convenient, and
affordable for the many to have professional
recommendations at their fingertips.

» After a successful pilot program, IKEA San
Francisco was the first store in the country to
open with our new Shop & Go capability in
August. Customers can scan their articles as they
select them and pack them into their bag or cart
as they journey through the store.

* In FY23, IKEA U.S. partnered with Blackhawk
Network, a leader in global branded payments,
to bring IKEA gift cards to third-party retailers for
the first time. IKEA gift cards are now available at
GiftCards.com, GiftCardMall.com, and other
select stores and retailers across the country.

A brand that's on the road to better

A happy customer is our North Star. Consumer
insights guide our choices in the pursuit of
delivering mutual value and an excellent IKEA
experience wherever you meet with us.

These are the bright spots in our journey this year:

« Customer satisfaction reached its highest
overall score to date!

*  We changed the timeframe for how we measure
customer resolution to face the realities of how
long customer cases are open. Though we saw a
decrease in our resolution time by 10.5%, we're
up for the challenge to improve.

*  We welcomed little ones for playtime with the
relaunch of Smaland in FY23.

* We launched a new flexible and affordable
delivery service starting at $19.

+ UPPTACKA stations—the digital boards that
help customers search for items in our stores—
increased their reach by 24%.


https://www.ikea.com/us/en/newsroom/corporate-news/ikea-us-launches-ikea-business-network-to-support-small-businesses-pubcd0a2e70
https://www.ikea.com/us/en/newsroom/range-news/outdoor-news-2023-pubc6cb7340
https://www.ikea.com/us/en/customer-service/gift-cards-pub3d1efe50
https://www.ikea.com/us/en/customer-service/smaland-information-pub9a76a6a0
https://www.ikea.com/us/en/customer-service/services/delivery/
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FY24 is off to a
strong start

This is what the beginning of FY24
looks like and what the future has in
store:

» At the top of FY24, we introduced
our first-ever buy now, pay later
program in partnership with
Afterpay, providing increased
affordability and accessibility
through a budget-friendly payment
option for U.S. shoppers in-store
and online.

* In FY24, we've opened new-format
stores called Plan & order points
in Annapolis and Gaithersburg,
Maryland; Katy and Southlake,
Texas; Fairfax, Virginia; and
counting.

* In December 2023, we
re-introduced New Lower Price, a
dedication to meaningful
affordability through reduced
prices on hundreds of beloved IKEA

In March 2024, IKEA U.S. will host
the second, bi-annual ONE HOME,
ONE PLANET conference in
Washington D.C. bringing together
key stakeholders to ideate around
circularity, affordable housing, and
clean construction.

In September 2023, IKEA U.S.
announced a new solar
installation across seven IKEA
units and a large-scale renewable
heating/cooling project to
optimize existing HVAC systems at
five stores. We also worked with
Apex Clean Energy on our first-
ever battery storage project. The
standalone lithium-ion battery is
located in Cameron County and
supports the Texas power grid.
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https://www.ikea.com/us/en/customer-service/services/finance-options/introducing-afterpay-pub5503e420
https://www.ikea.com/us/en/cat/lower-price/
https://www.ikea.com/us/en/

FY23 business
highlights

In FY23, IKEA U.S. had a record year,
achieving over $6.3 billion in total sales of
goods and services, a 6.6% growth in
revenue from the previous year. Ecommerce
was also up by 3.3% and online visitation
increased by 6.3% compared to last year,
indicating that customers continue to search
and shop digital platforms. Our services,
especially Click & Collect (up 16%) and
assembly and delivery (up 12%), reflect our
customers' ongoing preference for these
convenient options.

Despite the prevailing economic challenges,
increased sales show that IKEA remains the
affordable option, effectively meeting
customers’ needs and serving as a reliable

resource during financially challenging times.
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$6,315,628,180

total sales including
food and services
($5,925,780,769 in FY22)

5,600,000

orders delivered
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3.3%

increase in ecommerce

2,595,188

Click & Collect orders
fulfilled

65,379,163

store visitors
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146,720

TaskRabbit assembly
projects completed

%

525,503,370

online visits

I

54,598,704

meatballs sold in our
Restaurants


https://www.ikea.com/us/en/customer-service/services/product-reservation/

IKEA in the U.S.

Our vision is to create a better
everyday life for the many people by
offering well-designed, functional,
affordable, high-quality home
furnishings, produced with care for
people and the environment. We've
been at it for almost 40 years in the
U.S.—and 80 years globally—
continually evolving to meet and
inspire the many people whenever American Canyon) g

and however they like to shop. can Foenviless
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IKEA


https://www.ikea.com/us/en/
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