
DAY 1
● Who are we?
● Circular economy
● Sustainable Development Goals
● Introduction to the platform
● Who are you?
● What is your WHY?
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WHO ARE WE?





Schedule
● 09.00 - 12.00 Morning session

○ 09.00 - 09.45 Introduction to the program
○ 10.00 - 10.45 Circular economy, Circular strategies 

and business models, Social sustainability
○ 11.00 - 11.30 SDGs
○ 11.30 - 12.00 Who are you?

● 13.00 - 16.00 Afternoon session
○ 13.00 - 13.30 Introduction to the platform (teams & 

google drive)
○ 13.30 - 13.45 Accept invitation to the team
○ 14.00 - 16.00 What is your why?



Circular Business Innovation Program 

The programme will give you;

• Developing a strong circular business model 

• Expanding your network 

• Understanding the circular business ecosystem 

• Creating a winning presentation 

• Country profiles of our countries strengths and weaknesses 

• Free coaching (up to 4 sessions) 

• Overview of funding options in Northern Europe 

• Overview of Circular hubs in Northern Europe 

• Network of companies in Northern Europe

The program is designed with the purpose of giving participants the opportunity to create 



Coaching sessions
● Book individual sessions with coaches during 

the 2 week breaks
● 30 minute sessions
● Come prepared with questions
● Make sure your participant folder is updated - 

the coaches look at this and feedback on it 



CONFIDENTIALITY



MENTIMETER





CIRCULAR ECONOMY





Why circular? 

1. Less dependent on raw materials
2. Regulatory change 
3. Consumer expectations
4. Competitive advantage
5. Attracting talent and employee 

engagement



Raw materials are not infinite



Circular Strategies & 
Business Models



Need for a new business model

Materials in a linear economy 
create waste after use

European Parliament, Circular economy: definition, importance and benefits

WASTE
WASTE
WASTE

TAKE MAKE USE

Consumption

Materials in a circular economy are 
collected and reused after each use



R-Strategies

Source: Adapted from CE strategies, from Potting et al. (2017)



5 Business models
1) Circular input:
Renewable energy, bio-based or fully recyclable 
materials to replace resources with only one life 
cycle

2)  Resource recovery:
Recover usable raw materials/energy from 
discarded or by-products

3) Prolong lifespan:
Extend the functional life cycle of a product 
through repair, upgrading and resale 

4) Sharing platforms:
Enable more intensive use of products through 
shared use/access or ownership 

5) Product as a Service 
(Paas):
Offer access to a product and retain ownership in 
order to enjoy the full benefits of a closed cycle

Different  
circular 
circuit

1

2

5

4

3



International sports retailer experiments 
with “Reverse Shopping”

Repair: 
- Repairing material & products in stores
- Selling repair kits and spare parts

Re-use: 
- Selling second hand bicycles with warranty

Re-think: 
- Leasing subscriptions - Monthly fee for use 

of various sports equipment. Benefit: easy 
change sport equipments when kids 
grow/change sports 

3) Prolong lifespan







Social 
sustainability













The solutions have helped the clients save 120 million tons in CO2 and provided over 30 million people with 
access to energy over the course of 15 years.

In 2021, Schneider Electric were recognized by Corporate Knights as the world’s most sustainable company 
in the global top 100 rankings.

With only 8 years left to limit the global temperature rise to 1.5 degrees Celsius, it is exceptionally important 
to increase sustainability efforts and provide more people with access to energy and equal opportunities. 



The Schneider Sustainability Impact (SSI) 2021-2025 is dedicated to a better future.

With sustainability at the top of the priority list Schneider Electric it seeks to empower everyone to 
make the most of energy and resources and bridge the gap between progress and sustainability.





Sustainable
Development
Goals



https://www.un.org/en/sustainable-development-goals





https://www.stockholmresilience.org/



New model must be sustainable!

Each of the pillars must have the same importance because if 
one is longer than the other the stool collapses.



https://sdgs.un.org/goals/goal12 …..



WHO ARE YOU?



INTERVIEW EACH OTHER 
- 10 minutes in total / 5 minutes each
- Introduce your buddy to the group after lunch

Questions to ask:
1. Where are you from?
2. Describe your company (what industry etc.)
3. Why did you join the program?
4. Fun fact about yourself



LUNCH BREAK



WHO ARE YOU?



INTRODUCTION TO 
THE PLATFORM







All successful business 
leads to unintended results



50 % returns



But you still must find your shoe









WHAT IS YOUR 
WHY?



10 MINUTES THINKING 
YOURSELF

20 MINUTES GROUP 
DISCUSSION



BREAK 10 mins



WHAT IS THE END 
GOAL? 







Until tomorrow

- What circular strategies can you implement? Focus on the 
most circular ones

- In case of products: What would you do differently if you were 
responsible to take the product back at the end of life?

- How can you add social & environmental value with your 
business? How can you contribute to the SDG’s?



WHAT WILL YOU TAKE WITH YOU FROM THIS 
DAY?



DAY 2
• Intro to agile
• Map and Merge your assets: opportunity map
• Value proposition designer
• Circular business model canvas
• Tasks and Homework
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Schedule
● 09.00 - 12.00 Morning session

○ 09.00 - 09.50 What is your passion?
○ 10.00 - 10.45 Intro to agile & mapping your assets
○ 11.00 - 12.00 Value Creator

● 13.00 - 16.00 Afternoon session
○ 13.00 - 13.50 Circular Business Model Canvas
○ 14.00 - 16.00 Tasks and Homework



WHAT IS YOUR PASSION?



WHAT DO YOU BELIEVE YOUR 

SOLUTION IS NOW?













What is you solution? Is it a 
product of service? 



INTRO TO AGILE



What characterizes an agile way of working?





What characterizes an agile way of working?

There are four principles that underlie an agile way of working:

1. Starting from existing resources (Effectuation)

2. To interact with target groups/environment (Loop)

3. To change direction based on new knowledge/feedback 

from target groups (Pivot)

4. Testing on a small scale continuously (MVC & pitch)



Target seekingTargeted

● The end-goal and what is to be achieved is 
clear and defined

● There is a clear action plan for achieving the 
objective

● Does not interact much with the outside world

● Does not react to change

Goal-oriented OR...

● There is a vision or purpose for the process 

● What will happen in the process is determined on an 
ongoing basis through interaction with the outside 
world

● Individuals and interaction are prioritised over the 
process

● Acting on changes

...Goal-seeking?



DISCUSS!

Have you been through any goal-oriented 
and goal-seeking processes before? Can 
you give some examples?



Either or both and…?

Why do so many use goal-oriented working 

methods in goal-seeking processes?



There are two main reasons…

• To create a feeling of security and control.

• You don't know how you're supposed to work goal-seeking in 

practice (one plays innovation theater)



GOAL-ORIENTED PROCESSES 

REQUIRE AGILE WAYS OF 

WORKING!

• LOOP METHOD
● SCRUM
● SERVICE DESIGN
● SAFe

● etc.



När du gör en eller 
flera ändringar i din 
affärsmodell eller idé 
baserat på nya fakta

En kort presentation 
av din idé



Uncertainty will arise…



When the going get tough?

• When we´re stuck -  don't know how to move forward.

• When we have to do something we feel uncomfortable with, such as 
contacting and interviewing people we don’t know. Talking in front 
of people. 

• When we realise we've been wrong and need to change something 
radically - you're facing a pivot (sunk costs)





MAPPING YOUR 
ASSETS



What's significant for an agile way 
of working? 

1. Start with & use what you already have available. 
(effectuation)

2. Continuous interaction with & learning from your customers 
and stakeholders. (Loopa)

3. Change directions, way forward , based on new information
 from your customers/target groups. (pivot)

4. Continuous small scale testing, learning and developing

(MVP & pitch)

4 principles form the basis of an agile way of working: 



WORKSHOP - MAP & MERGE YOUR ASSETS
1. What assets do you want to add to your opportunity map? (individually)

20 minutes   



OPPORTUNITY MAP



VALUE 
PROPOSITION 
DESIGNER



WHO do we wish to connect to? 
The customer segment, target group, 

segment group, customers.. 



OK, THE CUSTOMER IS IMPORTANT 
BUT WHO IS IT?  

“Everybody who's interested in the offer is my customer!”
 
“My customers are small, medium sized and large companies, organisations and private 
people”



Different customers- 
Same, same but VERY different



DISCUSSION
What are H&Ms customer segment? 
How does H&Ms segment differ from Hermés? 



WE DON’T PAY FOR FEATURES. 
WE PAY FOR THE BENEFITS 

THEY GENERATE.



CONCRETIZE THE VALUE IN YOUR SOLUTION!

Quantitative values   must be quantified:

That is to say that you concretize the value in numbers. Compare "through our service your profitability 

increases" with "through our service your revenue increases by 20 percent" to make the profit target 

'value for money' concrete. Generous warranty periods are another example of how companies 

quantitatively signal the product's quality, as well as the security of the purchase itself, to potential 

customers.

 

Qualitative values : Enhance the experience of the target group's prioritized value. You make qualitative 

values   concrete by enhancing the experience of the particular value that the target group prioritises. If the 

target group, for example, prioritizes convenience the most, you need to convey and maximize that feeling 

of convenience through your solution, in the packaging of it and in the communication around it so that 

the value of convenience is clear even before someone actually uses your solution.



(Customer) VALUE PROPOSITION



1.

2.

3.

Need analysis - Customer segment(s)



1.

2.

3.

Need analysis - Customer segment(s)



IDENTIFY TOP THREE! 
TARGET GROUP WISH LIST
TARGET GROUP PROBLEMS/OBSTACLES 
TARGET GROUP TO-DO-LIST -  The time aspect is key. What they do NOW in 
more important than what they might do later.. 

1
2 3



Value in a Circular Economy 
system beyond customer 

value?



source: Circular Business Model Design Guide, PAconsulting, 2022



OR

Explicit Value:

● Customer value

+
● Ressource value (people, energy, 

waste streams, …)
● Data Value
● Relationship value

Implicit Value:

● Stability/control
● positive social impact
● altruism
● behaviour change

source: Circular Business Model Design Guide, PAconsulting, 2022



source: Circular Business Model Design Guide, PAconsulting, 2022



a circular value chain - simple view

Value that is not 
captured

Value that is 
captured



a circular value chain - simple view



Value Chain Mapping – map lost value

Buy 
ressources:
• Fabric 

China
• Dyes India
• Zips, 

buttons, 
thread 
China

Manufacturing 
in 2 of our own 
factories in 
china

• UK based 
distribution

• Products 
sold on 
company 
website 
and retail 
partners 

• Garments 
not repaired 
or  
maintained 
and 
discarded 
after use

• Garments 
worn 
infrequently

• Unknown 
what 
happens

Discarded 
products most 
likely end up in 
landfill or 
second hand 
markets in 
developing 
countries

Suppliers use 
virgin materials 
to (plastic, 
metal, cotton) to 
produce fabric 
and 
components

Packing 
waste 
handled by a 
waste 
managemen
t supplier

• Offcuts sent 
to landfill

• Old 
machinery 
sent to 
landfill at 
end of life

Value that is not 
captured

Value that is 
captured

Customer 
emails captured 
at point of sale

Reusable 
pallets returned 
to supplier

No info on how 
long product is 
used

Packaging 
LPDE disposed 
(landfill) by 
consumer

None of this is happening

Example textile company



Source: Accenture, 2014

a circular value chain (complexer view) 



Group discussion

What value do you generate with circular 
business idea beyond the customer value?

Is there missing value that you could 
capture?

is there missing value that could be 
captured by a 
stakeholder/supplier/customer?



CIRCULAR 
BUSINESS MODEL 
CANVAS





Coffee-
loving

 households

Club
Personal  
Automated
Building 
Loyalty

Flagship 
Stores
www

’Barista’ 
coffee at 
home. 
Simple.
Variety 

Machine 
Pods

Marketing
Production
Distribution

Coffee 
Farmers

Manufactu

Marketing
Branding
Production
Distribution

Brand. 
Patent
Distribution-
Channels
Coffee

EX: NESPRESSO

Waste with the pods



Rental of earrings
and jewelry
People with lower
Financial opportunities
who want
Have access to jewelry
 but who cannot afford 
to
buy the majority of 
jewelry

People with lower 
financial means 
who want earrings 
for special 
occasions

The customer gets a personal 

contact, but also an 

automated contact with 

others who want to rent 

jewellery

Via her platform on social media, 

which is already well established, 

she reaches her new customer 

segment.

A rental platform on her website 

where you can advertise your 

earrings

Premises for the creation 

of jewelry

Staff to manage platform

Jewelry

Time for creation

The platform must be created

Delivery of jewelery both in and 

out

Packaging of jewellery

The creation of jewelry

Maintenance of the rental 

platform

Customer service

Her existing customers 
who want to rent 
jewelry
Delivery company - with 
sustainable delivery
Company that creates 
the platform

Material costs
Personnel costs
Local costs
Delivery costs

Sell   jewelry
Rent out jewelry
A % of jewelry rentals on the 
platform by other exhibitors

The creation of jewelry - materials

Deliveries

Reuse of jewelry

Product becomes service via sharing 

platform





Day 1: 
your 
why?

Day 1: SDG’s

Day 1: Circular business 
models

Day 1: R-strategies



TASK 1

START FILLING OUT YOUR FIRST 
VERSION OF CBMC





HOMEWORK



1.

2.

3.

Need analysis - Customer segment(s)



IDENTIFY TOP THREE! 
TARGET GROUP WISH LIST
TARGET GROUP PROBLEMS/OBSTACLES 
TARGET GROUP TO-DO-LIST -  The time aspect is key. What they do NOW in 
more important than what they might do later.. 

1
2 3



Customer segment for your idea: 
Loop & Need analysis (Value creator right side)

A: Loop the need behind your idea with your chosen target group/customer segment .

B: Analyze the feedback and information you receive when looping with your customer 
segment:
Then fill in the right side of the value creator:
State the customer segment you have looped with, and list their:

1. Top 3 wishes (in their life, in the context around your idea) 
2. Top 3 problems/holdbacks (what's preventing them from fulfilling their wishes?)
3. Top 3 activities on their to do list. (What are they doing TODAY When trying to fulfill their 
wishes or reducing the problems) 

Note and differentiate your hypotheses (that need to be looped and verified further) from 
facts. 



Coaching sessions
● Book individual sessions with coaches during 

the 2 week breaks
● 30 minute sessions
● Come prepared with questions
● Make sure your participant folder is updated - 

the coaches look at this and feedback on it 



DAY 3

Morning
09.00-09.45 Recap of last time & Present customer needs
10.00-10.40 Pivot
10.50-12.00 WHO is your customer (segment -persona)
Afternoon
13.00-13.40 SDG’s
13.50-14.30 Create persona
15.00-16.00 Who are your competitors
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RECAP



Day 1: 
your 
why?

Day 1: SDG’s

Day 1: Circular business 
models

Day 1: R-strategies

DAY 1



Day 2: Opportunity Map

Day 2: value 
creator 

+ 
think beyond 

customer 
value

Value that is not 
captured

Value that is 
captured

Day 2: circular value stream mapping

DAY 2



HOMEWORK 



1.

2.

3.

Need analysis - Customer segment(s)



IDENTIFY TOP THREE! 
TARGET GROUP WISH LIST
TARGET GROUP PROBLEMS/OBSTACLES 
TARGET GROUP TO-DO-LIST -  The time aspect is key. What they do NOW in 
more important than what they might do later.. 

1
2 3



Customer segment for your idea: 
Loop & Need analysis (Value creator right side)

A: Loop the need behind your idea with your chosen target group/customer segment .

B: Analyze the feedback and information you receive when looping with your customer 
segment:
Then fill in the right side of the value creator:
State the customer segment you have looped with, and list their:

1. Top 3 wishes (in their life, in the context around your idea) 
2. Top 3 problems/holdbacks (what's preventing them from fulfilling their wishes?)
3. Top 3 activities on their to do list. (What are they doing TODAY When trying to fulfill their 
wishes or reducing the problems) 

Note and differentiate your hypotheses (that need to be looped and verified further) from 
facts. 



General questions about the 
homework



Discuss results of 
homework in 
breakout sessions
20-30 minute sessions.





Different types of pivots

● Zoom in pivot: One detail of the offer turns out to be the whole offer.

● Zoom out pivot: The offer does not solve the customer's problem, becomes a detail in a larger offer.

● Target group pivot: The offer solves a concrete problem, but for a different target group.

● Problem Pivot: The customer's problem was not big enough. The offer needs is reshaped to solve a 

problem that is more important to the customer.

● Channel pivot: need to change channels to sell a service or product to a customer, e.g. start selling 

through an online store instead of a physical store, sales to retailers instead of end customers.

● Technology pivot: Discovering that another technology solves the customer's problem in a better 

way.



START PIVOTING EARLY IN THE 
PROCESS



Target group pivot or problem pivot? 









● Technology 

pivot: 



A pivot is… 

The difference between various versions 
of your idea/solution.

No pivot = no development of the idea

Changes based on input, new knowledge, 
from the target group, stakeholders and 
the outside world. 



● Difficult to interpret (especially written) feedback - diffuse, 
polite/lukewarm feedback.

● We ask leading questions to get the idea confirmed - loops with the idea 
as a filter.

● Relying too much on expert knowledge/our own knowledge rather than 
the collective expertise of the target audience.

● Ignores feedback from the target audience.

● Invested too much resources -"Now we can't back down" Sunk cost 
fallacy.

● Fear of being wrong, considered to have failed, "make fools of 
themselves".

WHY DON'T WE PIVOT?



HOW TO AVOID THE PITFALLS? 

● Continuous communication in the team, what do we know? what 
do we not know?

● Loop more to be able to see patterns

● Dare to make pivots early in the process

● Continue to loop more towards your target group and ask 
questions in a way so that the feedback becomes more concrete

● Be aware of the risk of ignoring feedback - groupthink and shared 
information bias



Or worse: Polite feedback…

WHEN IS THE RIGHT TIME TO MAKE A PIVOT

•  WHEN YOU EXPERIENCE A STANDSTILL AND SLOW DEVELOPMENT

• WHEN THE INTEREST FROM YOUR TARGET GROUP IS WEAK, UNINTERESTED OR NEGATIVE



ITERATE PITCH DECK AND CBMC



WHO IS YOUR 
CUSTOMER?

















 WHO IS the customer?  



 WHO IS the customer?  





HOW 2 SEGMENT
Demographics:
geographical area, age, industry.

Psychographics
Interests, lifestyle, values, personality, etc.

Behavior
Product interest, usage patterns, frequency of use, willingness to buy, decision-making process, brand 
loyalty, etc.

Need
Segment – Cyclist → Offer – Bicycle locks

Channels
Segment – smartphone owners. Offer – app like f.e. Spotify

Relationship
Banks - different relationship to private & corporate customers

Purchase process
Buy directly or through retailers? Online?

Develop your value 
proposition for the few, 

not for the many.-Steve Blank





Point – Aim – Shoot. 
Increase the hit rate by aiming at the right target (group) 

It is not about excluding and saying no to customers. It is 
about finding your entry on the market. 
Your “Window of opportunity”









WHAT IS MOST IMPORTANT THING THE 
CUSTOMER MUST HAVE?



YOU HAVE TO MAKE CONVINCING STATEMENTS THAT 

YOUR CUSTOMER CAN PAY FOR YOUR PRODUCT 

- THE VALUE



WHAT CUSTOMERS 
TO ASK?

5. HAS OR CAN OBTAIN A 
BUDGET

4. HAS CREATED A 
TEMPORARY SOLUTION

3. HAS ACTIVELY LOOKED 
FOR A SOLUTION

2. IS AWARE OF THE 
PROBLEM

1. HAS A PROBLEM

Checklist to 
identify your 
first or new 
customers.



CRITERIAS FOR A 
SUCCESSFUL 
SEGMENTATION

● Clearly distinguishable
● Measurable
● Accessible
● Can communicate with the segment 
● Big enough to be profitable

Potential segmentation
(has an interest in circularity or 
sustainability)



TARGETING – To choose 
customer segment(s)
• Market growth

• Is it likely that the market will grow?

• How profitable do we think the segment is?

• How big is the segment?

• How is the competition in the segment?

• Does the company have resources and practical possibilities to 
communicate with the segment? 





It’s a challenge: 

FROM SEGMENT TO PERSONA

Who’s the person saying YES or NO to your idea?



Standard persona map - to show what it is before the circular one



Circular Persona

source: ING survey 2020,   
https://www.quebeccirculaire.org/data/sources/users/2401/ing-circular-economy-survey-2020-l
earning-from-consumers.pdf



https://www.un.org/en/sustainable-development-goals



TASK 1
How does your idea contribute 

to sustainability? 

Use the SDGs as a guide

SDG Impact Assessment Tool

https://sdgimpactassessmenttool.org/en-gb

https://sdgimpactassessmenttool.org/en-gb




https://sdgs.un.org/goals

How does your idea/ business 
make the world a better place? 

Let’s look at at a joint example. 

Is this company contributing to any of the 
SDGs? If so - how? 

Exercise

https://sdgimpactassessmenttool.org/en-gb

https://sdgs.un.org/goals

https://sdgs.un.org/goals
https://sdgimpactassessmenttool.org/en-gb
https://sdgs.un.org/goals




TASK 1
How does your idea contribute 

to circularity? 

SDG Impact Assessment Tool

https://sdgimpactassessmenttool.org/en-gb

30 minutes
15min worktime + 15min break-out room

https://sdgimpactassessmenttool.org/en-gb


WHO ARE YOUR 
COMPETITORS











TASK 3

CREATE A PERSONA

20 minutes





Persona: On drive - Interactive tools



Persona: On drive - Interactive tools



DAY 4
• Available resources
• Homework: persona 
• Finalize the right side of the BMC
• How to pitch

• What is your solution now? 
• MVP / MVC
• Communication
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PRESENT YOUR PERSONA

2O MINUTES



CBMC 
finalise right side



Day 1: 
your 
why?

Day 1: SDG’s

Day 1: Circular business 
models

Day 1: R-strategies

DAY 1



Day 2: Opportunity Map

Day 2: value 
creator 

+ 
think beyond 

customer 
value

Value that is not 
captured

Value that is 
captured

Day 2: circular value stream mapping

DAY 2



Persona & segmentation

DAY 3

Day 1 & 3: SDG’s

Competition



PITCH - 
WORKSHOP



See Canva & Day 4 Pitch PDFS

- Canva template: 
https://www.canva.com/design/DAFt9S82Hd8/iRXeSE19mJsMgLjp
xdsRXQ/edit

https://www.canva.com/design/DAFt9S82Hd8/iRXeSE19mJsMgLjpxdsRXQ/edit
https://www.canva.com/design/DAFt9S82Hd8/iRXeSE19mJsMgLjpxdsRXQ/edit


Communication



How can I communicate sustainability / circularity?

Connect to society's goals 
Agenda 2030, any circularity goals for your 
country/region/company. 
Show that and HOW you are part of the solution.



How can I communicate sustainability / circularity?

Tell sunshine stories! 
Link to all 3 aspects of sustainability when telling stories. 
How does your solution add value for the economy, health, 
the environment,etc? 



How can I communicate sustainability / circularity?

Be as concrete as possible. 
Can you measure the difference you are making?



How can I communicate sustainability / circularity?

Visualize! 
Try to give them a picture in their heads of what you are 
doing.    Use symbols/colours - show how far we have 
come. Make it understandable!

Ex. We save 10 million litres of water for our municipality every year!



Ex 2. 
“We use biotechnological cleaning agents, a natural process where microorganisms do the 
job by breaking down dirt, just as in a stream in the forest.”
Will that leave a vision in your head?

If you add a picture, sound, other senses, 
you will enhance the intake of information.



How can I communicate sustainability / circularity?

Tell sunshine stories! Link to all 3 aspects of sustainability when 
telling stories. How does your solution add value for the economy, 
health, env,etc? 

Connect to society's goals (Agenda 2030, any circularity 
goals for your country/region/company). Show that you are part 
of the solution.

Reach out via media. Editorial stories usually stronger than advertising.

Be as concrete as possible. Can you measure the difference you 
are making?

Visualize! Try to give them a picture in their heads of what you are 
doing.    Use symbols/colours - show how far we have come. Make it 
understandable!

Don't hide mistakes. Learn from them.                                       
“We haven't come all the way but we have come this far



GREENWASHING



DIFFERENCE BETWEEN GREEN MARKETING AND GREENWASHING

There’s a fine line between green marketing and greenwashing. 
Unlike greenwashing, green marketing is when companies sell 
products or services based on legitimate environmental positives. 

Green marketing is generally practical, honest, and transparent, 
and it means that a product or service meets criterias for 
circularity

Transparency and corporate social responsibility



TIPS ON HOW TO AVOID INADVERTENT GREENWASHING

1. Make your claims clear and easy to understand
2. Back up your sustainability claims with data.
3. Compare apples to apples.
4. Clean up your operations.
5. Be honest about your brand’s sustainability practices and plans.
6. Make sure images on ads and packaging are not misleading.



Interested in a 
marketing session?



WHAT IS YOUR 
SOLUTION NOW?



Need analysis 



Need analysis 



Need analysis 



Free guidance
Courses - business topics
Network 
Meeting 
place/Co-working

Free guidance
Free courses - business 
topics
Network
Meeting 
place/co-working
Online courses
Innovation processes
Courses Academy
Courses YH

Offer guidance/coaching
The Loop method
Free guidance

EX: DRIVHUSET    -      NEW ENTREPRENEURS

New customers
Meet other 
entrepreneurs
Guidance

How do I take the first 
steps? Which way is 
'right'
Hard to find get into 
network.
Hard to find 
independent ballpark.
A lot costs money

Google how start your 
own business, 
Google sales
Talking to loved ones - 
gets  feedback



Flexible, easily adjust and 
re-use when needs change
Fast

Modular walls
Re-use or buy back 
guarantee
Fast to place
Better for the planet

saves money: Re-use or 
buy-back
saves time: Only 1 day of 
work to change office

EX:    JUUNOO -  Modular walls

- Change office structure 
depending on needs

- limited hinder for 
employees (want a fast 
solution) 

changing structure 
costs money
Big impact on 
employees - noise, 
organize temporary 
relocation

Find contractors, 
Planning
Waste management





TASK 1
What is your solution? 

Finalize the left side of the value 
creator

~30 minutes



MVP/MVC



Purpose of the MVP/MVC

• To generate a maximum amount of learning and information from 
customers in the shortest time possible

• To avoid wasting resourses on developing functions too early and 
perhaps totally unnecessarily

• You will receive valuble help when it comes to choosing the right 
direction for your idea. 



Not like this… 

More like this..!



WHAT IS A MVP/MVC?

- shows the customer that you have resolved at least one important problem

- shows that the idea delivers at least one concrete customer value

- the customer should be able to test and evaluate independently. 

- A visual presentation of the idea that generates clearer and faster feedback



Att gå utanför ditt 
eget rum / team /
företag / organisation 
för att få feedback 
från dina målgrupper 
för att utveckla din idé

Minimum Viable Product/Concept

• Focus on learning 
• Makes your solution tangible

and visual.
• SHOW how you solve a specific 

problem.
• Loopa, gain feedback. 



Do you know what was the MVP



Matchmaking platform for waste 
streams



Concretize & Clarify

•  A big purpose/mission might need to be delimited. 

• Focus on one clear, tangible and value creating (part of ) solution.

• Loopa (investigate & validate) towards company and its customer.

•  Visualize



Ways of creating and testing your 
MVP/MVC 
• Build a prototype of lego/paper/wood/clay etc.

• Create a landing page

• Test activity

• Explainer video/Slide deck that shows the functions or the flow

• A process map /Customer journey map

• Buy a small sortiment and let customer try it out

• On demand - ordering

• Crowdfunding

• Pop-up store



What is your minimum viable 
product/concept? 



Circular procurement

reverse logistics



CREATE YOUR MVP/MVC & 
PITCH THE MVP/MVC UNTIL NEXT TIME



Coaching sessions
● Book individual sessions with coaches during 

the 2 week breaks
● 30 minute sessions
● Come prepared with questions
● Make sure your participant folder is updated - 

the coaches look at this and feedback on it 



DAY 5
• morning: 

○ CBMC left side
■ Key partners & Systems Thinking
■ info on logistics & fundings available

• afternoon:
○ Pitching circular ideas



INTRO
FIND YOUR WHY

CBMC
VALUE

WHO IS 
YOUR 

CUSTOMER?

MVP
PITCH

LEFT SIDE OF 
CBMC

FINANCE
PITCH

04.10.23 05.10.23 25.10.2023 26.10.2023 15.11.2023 16.11.2023

2 week break 2 week break



WHO ARE PITCHING TOMORROW?



RECAP



Day 1: 
your 
why?

Day 1: SDG’s

Day 1: Circular business 
models

Day 1: R-strategies

DAY 1



Day 2: Opportunity Map

Day 2: value 
creator 

+ 
think beyond 

customer 
value

Value that is not 
captured

Value that is 
captured

Day 2: circular value stream mapping

DAY 2



Persona & segmentation

DAY 3

Day 1 & 3: SDG’s

Competition



DAY 4

Left side of the value creator - 
what is your solution? 

What is your MVP/MVC?



HOMEWORK 





National sustainability goals

European Green Deal

EU Circular Economy 
Action Plan (2020)

ESPR
Eco design for  

Sustainable Product 
Regulation & 
DRR - Digital 

Product Passports

Finances for climate 
transition

Green taxonomy

CSRD
Corporate 

Sustainability 
Reporting Directive

ESRS
European Sustainability 

Reporting Standards
Annual reports



Key Activities / 
Key Resources





Remeber Day 2:  OPPORTUNITY MAP

● anything you would fill in different 
in light of your current value 
proposition?

● what are you missing to deliver 
your value proposition?

● what do you need to find 
elsewhere / still develop /… ?



2.Innovation and 
product 

development

1. Strategy

3. Sourcing and 
manufacturing

5. Return chains 4. Sales and 
product use

impact of shifting to a circular business model

Source: Accenture, 2014

Strategy

•From focus only on core business to manage complex 
and collaborative circular networks

Innovation 
and product 
development

•From designing for single use to designing for many 
life cycles and users

Sourcing and 
manufacturing

•From homogenous supply chain to heterogeneous 
resource flow innovation and cascading

Sales and 
product use

•From never seeing your product again to customer 
and asset life cycle management

Return chains
•From compliance to opportunity driven take-back

Note:  Don’t underestimate: 

• need for:   INVENTORY + STORAGE space

• Complexity of   LOGISTICS



● wide scope of 
where you can 
do things to go 
more circular

● difficult to do all 
at once

● prioritize where 
you start

*credits to Sirris



GUIDE CIRCULAR SOURCING/LOGISTICS/SUPPLY 
CHAIN -> see common folder - guides

• Definitions sourcing, supply chain, logistics, purchasing
• Value chain definition
• The linear supply chain
• The circular supply chain

• Core capabilities shift needed when going to a circular supply chain

• Material passport
• Circular procurement/purchasing
• Reverse logistics

• Visualization of circular value stream - example
• Sustainability reporting and info needed from suppliers



PaaS design guide  (PaaS - Product as a Service)

- see guides folder on the 
common drive

- nice link with business 
model thinking

- includes pricing models
- finance challenges



Make a (project) plan

- visualize what you need to do and when
- cut it up in pieces
- make priorities

Make link to financial plan:
- what do you already have (and will not cost you extra?)
- what do you need extra  -  > how much will it cost and when will the cost 

occur?



How to build a business case

- see guides folder



FINANCING/FUNDING



Financing Circular businesses

● Financers increasingly aware of the need the circular transition

● but still a lack of understanding

● need for awareness of the:

○ risks if we do not make the transition
○ returns of making the circular transition



Financing Circular businesses

● what types of financing could you think of?



3 types of financing

Participation (Equity)
● capital is provided in 

exchange for a 
participation in the 
company 

● (part of the ownership)

● Participation is therefore a 
form of equity

Loans (debt)
● Debt financing is 

provided in the form of a 
loan that is repaid in 
instalments or in full, 
including

● examples:
○ crowdfunding
○ leasing finance
○ impact loans

Public funding
● various policy 

instruments that can 
(financially) support the 
transition to the circular 
economy. 

● indirect financing:
fiscal instruments /  
subsidies / purchasing 
policy

● direct financing: 
guantees / loans / 
participation





Right funding in the right situation



different financial risk of circular business

● Financial flows that change
Longer payback period, more working capital needed
but also more collateral available

● Dependence that increases
impact if one partner unable to supply?
dependency on customers (can they pay longer for the service?  do they take
 care of the product?)

● risks that become more complex
pioneering + increased dependency -> accounting and legal challenges/costs

Due to a lack of understanding financers might see a circular business as 
more risky



European funding

link:  Horizon Europe (europa.eu)

https://research-and-innovation.ec.europa.eu/funding/funding-opportunities/funding-programmes-and-open-calls/horizon-europe_en


European funding

link:  ECBF

https://www.ecbf.vc/


European funding

link:  European Innovation Council 
(europa.eu)

https://eic.ec.europa.eu/index_en
https://eic.ec.europa.eu/index_en


Country profiles

Where to find them? 

- Common folder → Country profiles
      https://drive.google.com/file/d/1TO3cX74Y7INvx-wLXQFmhjXp4oxIX9AX/view?usp=drive_link

https://drive.google.com/drive/folders/1cm7qIcmCBIk74TL7skKTYEhRsYgIZpVg?usp=drive_link


EU funded project to make circular 
companies in execution phase  investment 
ready
https://www.circularinvest.eu/



Key Partners



SYSTEMS THINKING

Way of making sense of the complexity of the world by looking at it in terms 
of wholes and relationships rather than by splitting it down into its parts* 

Linear Thinking
- Cause - Effect
- A solution is available
- Predictable
- Control
- Partners: Transactional

Systems Thinking
- Continuous interaction / looping
- No fixed solution
- Uncertainty 
- No control
- Partners: Long term relationships

* https://en.wikipedia.org/wiki/Systems_thinking

Want to know more: Systems and the circular economy (ellenmacarthurfoundation.org 

https://en.wikipedia.org/wiki/Holism
https://en.wikipedia.org/wiki/Holism
https://en.wikipedia.org/wiki/Systems_thinking
https://ellenmacarthurfoundation.org/systems-and-the-circular-economy-deep-dive




Question 
- Which partners do you need? 

- Are they more transactional or more long-term relationships?



What happens 
next?



CIBIP Alumni

● Group sessions with specific topics

● Networking sessions “Speed-dating” with previous participants 

● Inspirational events with specific topics 

● Join the Startup migrants alumni 



Prepare & discuss 
Pitch



Pitch schedule 
13.00 - 13.10 Welcome everyone
13.10 - 13.20 Xavier Kindermans
13.20 - 13.30 Jonatan Rosman
13.30 - 13.40 Sasha Faminoff
13.40 - 13.50 Erik van Ryssen
13.50 - 14.00 Break
14.00 - 14.10 Anette Sandén
14.10 - 14.20 Beatrice Cosemans
14.20 - 14.30 Sönke Jessen
14.30 - 14.40 
14.40 - 14.50 Saleh Moniri ? 
14.50 - 15.00 Break
15.00 - 15.10 
15.10 - 15.20 Mariann Andreasson ?
15.20 - 15.30 Filmon Tesfatsion ?



- Prepare pitch until 2.30pm
- Practice pitch in break-out 

rooms


