Circular Business Model Canvas

Key Partners &
From whom do we need help
to deliver our value proposition?

Partners that contribute to long-term
relations and trust in the value chain

Suppliers of circular raw materials
Remanufacturers

Bank / financing with an understanding
of circular value creation

SYMBIOSIS

Partners for symbiotic interaction for exchange
of raw materials, knowledge and financing

Key Activities

Which key activities are required
to deliver our value proposition?

Provide the product as service/function
Develop sharing platform

Redistribute products

Manufacture / distribute circular products

Regenerate (restore and renew) natural systems

STRATEGIC DEVELOPMENT

Product design and material improvement
(design out waste and pollution)

Stimulate circular behaviour

Activities that we must end

Key Resources

Which key resources are required
to deliver our value proposition?

Circular materials / components

Digital platform (for product as a service, sharing)
Land for regenerative use

Locala environments (natural, cultural)

Brand carriers

Time (circular value is created over long time)

Customers that return products

UNUSED RESOURCES
Residual flows / by-products

Physical assets with a low utilization rate
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Value Propositions §j
Which value do we create for our customers?

Which needs can we meet?

Examples of circular offers:

Product as a service / function

Virtualized product

Sharing platform

Redistributed product

Remanufactured product

Product made of circular raw material / reused material
Service for repair / upgrade

Product from regenerative land use

Customer
Relationships

Which types of relations should we
establish with our customers?

Extended after purchase through service offer
User community through sharing platform
Feedback of how the product/service is used

Co-creation

N

Channels

Through which channels do our
customers want to communicate?
How do we want to communicate
with our customers?

How do we get feedback from our customers?

RETURN LOGISTICS
Take-back system (business, industry)

Incentive (redemption, discount)

Customer Segments g

For whom do we create a value?
Who are our customers?

Buyer/user of circular product or service/function
User of sharing platform

Buyer of residual flows or recaptured materials

Cost Structure

Which are our main costs?

Circular raw materials
Recycling of recaptured materials

Remanufacturing

Which activities and resources are most expensive?

Development of digital platform (PaaS, sharing)

Long-term investments fér strategic development

Long-term investments for regeneration of natural systems / local environments
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Sale of circular product

Revenue Streams

What are our customers willing to pay for?
How and when are payments made?

Agreements for product as a service/function (rent, leasing, subscription, pay-per-use)

Sale of service for repair/upgrade

NEGATIVE IMPACT ON PLANET & SOCIETY

How will our value proposition damage planet and society?
Which activities can we do to mitigate the damages?

IMPACT

Which impact does our business model
have on planet and society?

POSITIVE IMPACT ON PLANET & SOCIETY

Which improvements for planet and society will our value proposition create?
Which additional improvements can we contribute to?
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