CIRCULAR BUSINESS MODEL (CEBM) PATTERNS

Co-product recovery. Residual / secondary Re-condition. Fixing of a fault / aesthetic
outputs from one process (or value chain) improvement of a product, but with no
become inputs for another process (odUCt /? new/additional warranty on the product
(or value chain). Q as a whole. Includes repair and
refurbishment.

Circular sourcing. Sourcing recycled
or renewable materials that can be
returned to either the technical

or biological cycle.

Re-make. Manufacturing steps acting
on an end-of-cycle part or product in
order to return it to like-new or
better performance, with warranty to
match.

Access. Providing end-users with
access to the functionality of
Resource recovery. Materials products/assets, instead of ownership.

or products at end-of-cycle are

incorporated into d|ff§rent products, ’)O Q/ Q}\ Performance. Focus on guaranteed
or used as feedstock/inputs for another &(9 Q

lue chai & ,)\) performance level or outcome based on the
process (or value chain). 9 functionality of a product/asset. Typically

s R2Pi provided as a product-service bundle.
ource: |
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CIRCULAR SOURCING
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Sour,,

Sourcing recycled
or renewable
materials that can
be returned to
either the
technical or
biological cycle.

R2rt
The route to
circular economy

Key Partners Key Activities
C

¥
Product design:

Designing products to
use higher levels of
recycled content, or
substituting more
‘circular’ materials (e.g.
bio-based).

Circular Materials:
Sourcing recycled /
circular materials
from commaodity
partners.

Key Resources ﬂ

Additional resources
generally not required.

Value
Propositions

i

Sustainability: Main
value to customers is
environmental
sustainability of
product. Price isn’t
necessarily lower
than alternatives (and
may have a
premium).

Customer
Segments

Customer
Relationships

O

May generate loyalty
from customer
segments valuing
sustainability
features.

New customer

segment : Potentially
new segments of
‘sustainability-
conscious’
customers.

Channels !_;5
May use distinctive
channels to reach
sustainability-
conscious

customers if product

is sufficiently
differentiated.

Cost Structure 0‘7

driven by market price for
secondary materials, or raw
material cost of bio-based
options.

Materials: Cost of materials is

Revenue Streams [[$]) |

Product sale: Product
may be priced at a
premium to ‘non-circular’
alternatives.

Social and environmental

Potential decrease of jobs in
virgin materials sector

®

Reduced waste to landfill.
Reduced waste to incineration
Increase of jobs in circular
materials sector
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CO-PRODUCT RECOVERY
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Residual /
secondary outputs
from one process
(or value chain)
become inputs for
another process
(or value chain).
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Key Partners 69

Technology: May
include partners for
recovery and
processing of co-
products into
secondary materials
for sale.

Key Activities g
Processes for

capture or recovery

of secondary

materials from co-
product streams.

Key Resources ﬂ

Plant and equipment
for recovery
processes, where
relevant.

Value ﬁ Customer @ Customer @
Propositions Relationships Segments
Generally
Co-value: Value to transactional Vertical Customer:

Customers are in
different ‘vertical’
segments. May be

relationships. May be
long-term within an
‘industrial symbiosis’

customer includes
reliable supply of
material; and/or

Lower Cost vs. arrangement. commodity
other sources. companies, or
manufacturers.

Channels D)

Secondary material
Market: Markets for
sale of recovered
materials (co-
products; scrap;
recycled, etc.)

Cost Structure 0‘7

Waste Disposal: Reduction/elimination of own
disposal/removal costs which organisation may
have to otherwise incur.

Revenue Streams [[$]) |

Waste-as-value: Sale of co-product
direct to customer or to secondary
material markets.

Social and environmental

Potential increase of
environmental impacts due to
additional transport between
value chains

)

Reduced waste to landfill.
Reduced waste to incineration

@ @ ® Strategyzer.com
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RE-CONDITION
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Fixing of a fault /
aesthetic
improvement of a
product, but with
no new/additional
warranty on the
product as a
whole. Includes
repair and
refurbishment.
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Key Partners 69

Reverse Logistics:
May partner with
retailers or other
reverse channels
for product returns/
take-back.

Key Activities g
Specialised
Production: Repair

and refurbishment
activities.

Key Resources ﬂ

Assets: Stock is
generally low due to
fast turnaround and
re-sale of items.
Specialised
Production facilities.

Value
Propositions

Lower lifetime

cost : Re-
conditioned products
are generally sold at
significant discount
to new, and are often
considered ‘second
hand’.

i

Customer
Segments

Customer
Relationships

New customer

segment : Customer
segment is typically
different to that
which buys new
product.

Transactional:
Typically
transactional.

Channels !_;5
Can make use of
“usage cascade”,
i.e. addressing
segments lower
down in terms of

aspiration

Re-sale channel:
Refurbished/
repaired products
generally sold
through separate
channels to those for
new product.

Cost Structure 0‘7

Financial incentive: Financial

incentive (e.g. cash-back or voucher)
is often used to enable product take-

back.

Revenue Streams [[$]) |

Product sale: Revenues
derive from sale of items.

Social and environmental

Potential decrease of jobs in new
products sector

)

Reduced waste to landfill.
Reduced waste to incineration
Increase of jobs in repair and
refurbishment sectors
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RE-MAKE (RE-MANUFACTURE)

Manufacturing
steps acting on an
end-of-cycle part or
product in order to
return it to like-
new or better
performance, with
warranty to match.
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Key Partners 69

Reverse
Logistics: May
partner with third
party reverse
logistics providers
to manage take-
back of ‘core’

Key Activities [:/‘

Specialised Production:
‘Core’ inspection; and
remanufacturing.

Product design: Where
reman is done by original
manufacturer, “design-for-
remanufacture” is key to make
processes economical.

Key Resources .Eﬂ!q

Assets: Stock of ‘core’
ready for
remanufacture.

Specialised
Production facilities.

Value

Propositions

Lower lifetime
cost:
Remanufactured
products can be
sold at significantly
lower price.

i

Customer
Relationships

Long-term: The aim is
to develop close, long-
term relationships to
ensure parts and
products are returned

N

Channels

Re-sale Channel:
Reman products may
be sold under a
separate brand, with
dedicated channels
(e.g. dealer network).

&

Customer
Segments

New customer

segment: Provides
an opportunity to
serve new segments
who are more price-
sensitive but still

require quality
products.

Financial Incentive: A
Core Deposit is often
needed to incentivise
return of assets for
remanufacture.

Cost Structure 0‘7

Lath_:ur Material costs:
Sl Significantly
Typically lower

more labour- compared with
:ntenswe and original

€ss manufacture.
automated.

Revenue Streams [[$]) |

Product Sale: Revenues derive from sale of reman parts and
products. These could be bundled with a service contract for
ongoing servicing and maintenance (not shown in the above
model).

Social and environmental

Potential decrease of jobs in new

products sector

O®

Reduced waste to landfill.

Reduced waste to incineration

Increase of jobs in repair and
refurbishment sectors

@ @ ® Strategyzer.com
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ACCESS

Providing end-
users with access
to the functionality
of products/assets,
instead of
ownership.
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Key Partners 69

Technology: Asset
tracking and

management may
be provided by third
parties.

Key Activities (/]

Service Provision:
Customer service; asset
management; etc.

Reverse Logistics:
For return of products
at end of use cycle.

Key Resources gl

Asset management
Platform: End-user

interface for booking and
payment; and back-end
for asset management.

Value
Propositions

Access: Convenience
of on-demand
availability; flexibility;
and greater range of
choice. Models
include: Pay-as-you-
go; rental; leasing.

Lower cost: Turns
‘fixed’ into ‘variable’
cost.

Assets: Stock of assets to deploy.

Customer
Relationships

i

N

Long-term:
Generally longer-
term relationship,
directly with end-
user (e.g. eliminating
intermediaries).

Customer
Segments

Channels D)

Asset management
Platform: End-users
reached via
technology platform
(e.g. mobile and/or
web app).

O

New customer
segment :
Potentially unlocks
new customer
segments by
providing new value
proposition.

Cost Structure 0‘7

Assets: Cost of maintaining and
insuring assets, and having working

capital tied up.

Asset

management
Platform: Cost of
running the
platform, third
party service
provision.

Revenue Streams [[$]) |

Service Revenue: Recurring service revenues (previously
owned product may be considered to now be ‘servicised’).
Revenue model is generally that of a service, potentially with
add-on ‘consumables’.

Social and environmental

Potential decrease of jobs in new
products sector

)

Reduced waste to landfill.
Reduced waste to incineration

Increase of jobs in service sector

Due to lower item cost, access offered on an ad-hoc basis
to users unable to afford purchase of asset

@ @ ® Strategyzer.com
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PERFORMANCE

Focus on
guaranteed
performance level
or outcome based
on the functionality
of a product/asset.
Typically provided
as a product-
service bundle.
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Key Partners 69

Technology: Asset
management
technology and
services may be
provided by third
parties.

Key Activities

A

Service provision: Providing
services to ensure guaranteed
service level agreement (SLA).
May include: diagnostics and
performance reporting;
preventative maintenance;
upgrades; repair/maintenance;
efc.

Key Resources ﬂ

Asset management
Platform:
Technology platform
for remote
management of asset
performance.

Value
Propositions

Performance:

Provides outcome
and level of
performance
corresponding to a
customer’s ‘job-to-
be-done’ (e.g.
equipment up-time;
output; etc.).
Includes product-
service system
models.

Customer @
Relationships
Long-term:
Generally long-term
contractual

relationships (vs.
sale of equipment)

Channels D)
Customers can be
reached through

existing channels.

Customer
Segments

O

Usually an
enhanced value
proposition to
existing customer
segments.

provision.

Cost Structure 0‘7

Asset management Platform: Cost of
running the platform, third party service

model.

Revenue Streams [[$]) |

Service Revenue:
Recurring service revenues
under fully ‘servitised’

Bundled product and

service Revenue:

Recurring service revenues
and bundled equipment
sale

Social and environmental

Potential decrease of jobs in new
products sector

O®

Reduced waste to landfill.
Reduced waste to incineration
Increase of jobs in service sector
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RESOURCE RECOVERY

Materials or
products at end-
of-cycle are
incorporated into
different products,
or used as
feedstock/inputs
for another
process (or value
chain).
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Key Partners 69

Reverse Logistics:
Partners in the
reverse-logistics chain
—e.g. waste
management;
municipalities; etc.

Key Activities

o~

Reverse Logistics:
Recovery of materials
at end-of-life.

Key Resources ﬂ

Plant and equipment
for recovery
processes, where
relevant. This may be
outsourced to a Key
Partner.

Value
Propositions

Sustainability:
Environmental
sustainability of
recovered material.

Lower cost: May be

priced at a discount to

virgin materials on
secondary markets.

i

Customer
Segments

Customer
Relationships

Vertical Customer:
Customers may be in
different ‘vertical’
segments; or
secondary material
commodity
companies.

May include internal
Procurement
customer in a fully
closed-loop model

N

Generally
transactional
relationships.

Channels !_;5
Secondary material
Market: Markets for
sale of recovered
materials (scrap;
recycled, etc.).

Cost Structure 0‘7

Waste Disposal: Reduction/elimination of own disposal

costs which organisation may have to otherwise incur.

Revenue Streams [[$]) |

Waste-as-value: Sale of recovered material direct to customer
(may be internal Procurement customer if fully closed-loop) or to

secondary material markets.

Social and environmental

Potential decrease of jobs in new
products and virgin materials

sectors

O®

Reduced waste to landfill.
Reduced waste to incineration
Increase of jobs in recovery and
recycling sectors
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