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The playbook and supporting tools will provide you with in-depth 
understanding on how to achieve circular advantage

The playbook consists of 6 chapters with circular economy concepts, best practices and tools to guide your business to identify and define your circular 
economy opportunity and develop a plan to realize circular advantage
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1. Why circular 
economy?

2. What opportunities 
exist?

3. Which capabilities 
are required?

4. Which technologies 
can support?

5. How to design the 
transformation 

journey?

6. Industry deep 
dives
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Value case 
tool

Business model 
development toolkit

Capability maturity 
assessment

Technology maturity 
assessment

Roadmap 
development

Business model 
canvas

1 Additional tools available in the playbook

www.nordicinnovation.org/nordic-circular-economy-playbook
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The circular economy is about turning inefficiencies in linear value 
chains into business value

Inefficiencies in linear value chains

Product design Sourcing Manufacturing Logistics Marketing & sales Product use End of life disposal

1. UNSUSTAINABLE 
MATERIALS

Material and energy that cannot be 
continually regenerated 

– for example, direct and indirect materials 
are not renewable or bio-based

2. UNDERUTILISED 
CAPACITIES

Underutilised or unused products and 
assets 

– for example, products are not operating 
full hours or full functionality is not useful

3. PREMATURE PRODUCT 
LIVES

Products are not used to 
fullest possible working life 

– for example due to new models and 
features or lack of repair and maintenance

4. WASTED END-OF-LIFE 
VALUE

Valuable components, materials and 
energy are not recovered at disposal 

– for example, not recycled or recovered at 
end of life

5. UNEXPLOITED CUSTOMER ENGAGEMENTS

Sales organisation focus on selling functionality of products rather than addressing the customer problem 

– for example, missing opportunities to engage customers throughout the product life-cycle to offer additional services and add-on sales

Putting the customer at the centre 
enables companies to focus on the 

value adding activities

Source: Accenture, Appendix 2 for more details



Five business models reduce the inefficiencies and create value for 
companies

Reform use of resources

CIRCULAR INPUTS

Use of renewable energy, bio-based or potentially 
completely recyclable materials and design products that 
are durable and easy to repair 

Recover value in waste

RESOURCE RECOVERY

Recovery of usable resources or energy 
from waste or by-products

Optimise capacity use

SHARING PLATFORM

Increased usage rates through collaborative models for 
usage, access, or ownership

Offer outcome-oriented solutions

PRODUCT AS A SERVICE

Offering of products for use with retention of product 
ownership which incentivises increase in resource 
productivity along the whole lifecycle

Logistics

Marketing

& sales

End of life

disposal

Reverse

logistics

Sourcing

Manufacturing

Product 
use

Circular value 
chain

Extend lifecycles

PRODUCT USE EXTENSION

Extension of the lifecycle through repair, maintenance, 
upgrading, resale and remanufacturing

Source: Accenture, Appendix 2 for more details

Did you know? On the Circular Economy site, there is an exercise package called Business model development toolkit, where you can analyze the relevance of each circular business model for your company.

http://www.kasvuakiertotaloudesta.fi/wp-content/uploads/2018/09/CE2018_Business-model-development-toolkit_v1-0.pdf


Business model specific sub-models modify different steps of the value 
chain to make it circular

Recycle/upcycle

Circular supplies
Build to last

As a service models are mostly concerned with the product use phase, but address inefficiencies across the value chain

Most circular opportunities are in the product use phase, bringing companies closer to their customers

Product design Sourcing Manufacturing Logistics Product use End of life disposal
Marketing & 

sales

Additional circular business models

Circular inputs
• Recycled direct materials
• Sustainable indirect materials

Sharing platform
• Virtual sharing platform
• Physical sharing platform

Resource recovery
• Recover
• Downcycle

Product use extension
• Restore
• Repurpose
• Refresh

LEGEND
Linear value chain

The circular economy value chain

Circular inputs

Product use extension

Sharing platform

Product as a service

Resource recovery

Return

Remanufacture 

Repair & 
maintain

Resell 

Upgrade

Product as a 
service

Performance as 
a service

Share



Compelling examples from Nordic and global manufacturing 
companies

PRODUCT AS 
A SERVICE

RESOURCE 
RECOVERY

PRODUCT USE 
EXTENSION

CIRCULAR 
INPUTS

SHARING 
PLATFORM

Machinery & 
Equipment

Maritime Energy Transportation Construction



Moving from a linear to a circular value chain requires different 
capabilities

Linear value chain

Strategy & 
leadership

End-of-life 
disposal

Product use

Marketing & 
sales    

Logistics

Manufacturing

Sourcing

Sourcing & 
procurement

(Re)manu-
facturing

(Re)sales

AftersalesTake-back

Recycling

Design/
R&D

Differences in required know-how when going circular

A) Customer value delivery

• Customer engagement beyond point of sale will be required to support 
with product lifecycle management services

• Improved understanding of customer and product requirements can be 
achieved through continuous interactions and data analytics

B) Resource handling

• Improved resource management is needed to do more with less

• New capabilities and mindsets are required for an improved 
understanding of how material selection, waste management and 
manufacturing services impact environmental footprint

C) Organisation and collaboration

• Use of IT and digital technologies is not enough, companies further need 
the ability to collect and derive valuable insights from data

• Collaboration is needed to optimise customer outcomes and value 
creation with partners aligned to end-to-end value creation

Circular value chain

9Source: Accenture, Appendix 2 for more details



New technologies and data are essential enablers and drivers 
for the circular business

TECHNOLOGY

Big data

• Enables analysis of large data sets and data flows to reveal 
patterns, trends and dependencies

• Big data supports the ability to drive descriptive and 
predictive analysis

IoT

• Enables exchange of data generated in wireless devices 
with embedded sensors

• Supports remote monitoring and diagnostic as the 
devices interact and can trigger events and alerts

Carbon capture
• Capturing of carbon dioxide from large plants and 

securely storing it to avoid it from entering the 
atmosphere 

New material

• Advances in material science can help design products 
and processes that minimize the use and generation of 
hazardous substances and develop materials with new 
properties

COMMENT IDENTIFIED CHALLENGES

How can we efficiently  
share data between 

partners and 
companies?

Who has the 
ownership of the 

data?

How to collect, 
analyse and 
leverage data?

How to ensure 
data security 
and quality?

Technologies enabling a more efficient data collection and technology enabling alternative materials are seen as the most promising



Nordic companies have adapted the three drivers of circularity and are 
successfully implementing sophisticated  circular business models to 
generate value

Husqvarna allows customers to share 
battery driven garden appliances through 
their Battery Box solution

The appliances can be accessed via 
mobile technology 

Customers avoid the hassle of owning 
the equipment, including storage and 
maintenance

Reduces the amount of idle garden 
appliances

Kongsberg offers a “Power by the hour” 
service agreement where the customer pays 
a fixed charge per hour of operation

Remote monitoring of equipment 
using on-board sensors

Customers do not have to focus on 
planning maintenance and monitoring 
the performance

Incentivizes Kongsberg to prolong the 
lifetime of the equipment and capacity 
utilization

Wärtsilä Voyage offers full visibility of on-
board operations of a vessel with an analytics 
solution

Advanced algorithms decompose and 
model data

Mobile app was jointly developed with 
customers                                               

Fuel savings are derived from 
optimisation and breakdown is 
reduced

11Source: Company websites



By adopting sustainable and circular business models, companies can 
create value in four dimensions

Sustainable value creation framework
Increase positive

Reduce negative

Short term Long term

Revenue generation

• Increased sales

• Improved market access

• Extended product portfolio

• Premium Prising

Brand enhancement

• Employer branding

• Employee engagement  
and retention

• ESG performance and  
investor attraction

Cost savings

• Resource, energy and CO2 

emissions savings

• Labor cost savings

• Production cost savings

• SG&A cost savings

Risk reduction

• Reputational risk and public 
perception

• Regulatory and 
political risk

• Disruption to operations and 
demand

Brand enhancement and risk reduction are typically achieved in the 
long-term, therefore companies need to take a longer time horizon 
into account when making investments in circular business models

Currently, 92% of Metsä’s
production side streams 
are directed into reuse as 
materials (e.g. pulp-based 
textiles or bio-composites) 

or energy

Stockholm Exergi is reusing 
excess heat from the 

datacenter of the Nordic 
data centre operator 

DigiPlex to heat 10 000 
households in Stockholm

About a third of the 
material in a new Volvo 

truck come from recycled 
materials, and up to 90% 

can be recycled at the end 
of the truck’s lifespan

Many brands are members 
of ecosystem enablers (i.e.

the Ellen McArthur 
Foundation) Companies can 
link their brand to the wider 
circular  mission, signaling 

commitment to 
stakeholders

12Source: Company websites, Accenture – Appendix 2 for more details



The transformation to a circular ecosystem typically happens in three 
stages

• Transformation journey

Circular 
Company

Circular 
advantage

Business 
Transformation

▪ Lack of CE solutions connectivity across the business

▪ Lack of cross-functional collaboration, e.g. shared and 
holistic metrics

▪ Inability to disrupt existing business

▪ Lack of technical skills

Circular 
Business

Circular 
Ecosystem

▪ Lack of strategic CE collaboration

▪ Ecosystem built on ambition alone

▪ Slow customer adoption

▪ Inconsistent regulatory frameworks 
(lack of multi-level regulatory 
governance)

Barriers

Barriers

▪ Customer-centric solutions across the 
business functions

▪ Exhaustive metrics applied across the 
business functions

▪ Constant testing and refining of sustainable 
and circular business models

Success Factors

▪ Multi-stakeholder collaboration and innovation 
platforms 

▪ Vertical and horizontal integration

▪ Adaptable and agile workforce

▪ Customer education and storytelling

▪ Ecosystem leadership 

Success Factors

Level 1: 
Achieve Circular Economy 

within the company

Level 2: 
Enable Circular Economy with 

the Customers              

Level 3: 
Advance the Circular Economy 

Ecosystem

@SitraFund   @jyri_Arponen   www.circularplaybook.fi



Quote from Frans van Houten, CEO of Philips
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End of webinar

Conclusions
#EUCircularTalks continues! Join us on your preferred channel LinkedIn or 
the ECESP forum. 


