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Your Knowledge for the Workshop

® First of all make sure you’ve fully read all the information on the
CircularEconomyToolkit

® Familiarise yourself with the introductions, benefits and considerations as
this will improve your knowledge and make the workshop run smoother

= Pay particular attention to the case studies. They feature in the workshop
slides and were rated as being one of the most interesting parts in the pilot
workshops
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Preparation for the Workshop

® Good preparation and analysis will improve discussions in the workshop and
lead to more intelligent debates

= |f you don’t have time, don’t worry. The workshop might have a next step to
find more information in a particular area.

® The types of analysis used in the pilot workshops were:
1. Product Analysis

2. Competitor Analysis
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Product Analysis

® There are many types of analysis you can complete on your product to assess
the environmental impact and to find opportunities.

® The most useful analysis tools found from the pilot workshops were:

Material scarcity and prices - for your products’ materials

Life cycle carbon emissions - from raw materials to disposal

Material Input per Unit of Service — total resources used for a service unit

Material Flow Analysis — where materials come from and go to

® Use the tools on the CircularEconomyToolkit
website to find out how to complete the analysis:
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Competitor Analysis

® Observing your competitors will allow you to see where others are
potentially finding benefit where you could improve

® Think about in-direct competitors. For example, if independent businesses
are already remanufacturing products similar to yours, why couldn’t you do
the same?

® Look across all 7 opportunity areas to see what your competitors are doing
® Add the competitor company logos to the workshop slides in the case

studies. Walk your workshop attendees through them in the session and
discuss if your business could do something similar
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People

m Getting the right people to attend the workshop is essential

® |Information from across the business is needed to fuel interesting discussions
and to find opportunities

®= The workshop covers many areas of opportunity and attendees should
collectively have good knowledge across:

= Product
= Process
= Sales and Marketing

= Workshops were found to run best with a minimum of 3 attendees

® Think about the balance of attendee levels; too many management could reduce
detailed business knowledge, but too few could reduce buy-in and potential for
change to happen
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Venue and Equipment

® Use a room that allows people to comfortably walk around and openly
discuss their points

= Wall layout of projector, opportunities and prioritisation matrix:

Opportunity

Workshop:

Finding Opportunities in the
Circular Economy ‘ m—

BB UNIVERSITY OF “c CircularEconomy
CAMBRIDGE Toolkit

® Equipment needed: projector, post-it notes, marker pens and masking tape
(for making a large prioritisation matrix)
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Opening and Agenda

® Opening Slide

Workshop:

Finding Opportunities in the
Circular Economy

B UNIVERSITY OF ClrculorEconomy
CAMBRIDGE O Toolkit

Workshop Agenda = Workshop standard time is 2 hours —time
QI 7 e et eonomy keeping required by the facilitator to keep
@ ov:cies o he sesson to the schedule and maintain momentum

. Opportunities overview 5 mins

. In-depth opportunities discussion 80 mins
. Prioritisation of feasible opportunities 10 mins

10 mins

2 hours

Q Circul rEconomy
Toolki
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Circular Economy Introduction

The Circular Economy

LINEAR ECONOMY
uuuuuuuu

TAKE > MAKE > DUMP

cecccccc e

LIVING SYSTEMS

ENERGY FROM RENEWABLE SOURCES

Net materials cost savings of $ 340 — 380 billion per annumiin the EU and
$2 Trillion in the World Economy

oﬁ CircularEconomy
*Ellen MacArthur Foundation Toolkit

Circular Economy Video

Tl CircularEconom
L} Tooiiit z

Key points:

Currently working in a linear economy with
high amounts of waste

Future: circular economy with continuous
use and reuse

Huge benefit available to companies

Failure to adopt circular thinking could bust
companies in the future

Make sure you either have internet
connection, or download the PowerPoint
slides with the embedded video

Video runtime: 2min 12secs

Check everyone understands the
principles before moving on
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Workshop Objectives

Workshop Objective ® Clearly explain the objectives

® Ensure everyone understands before

Find Opportunities for mOVing on
Our Business in the

Circular Economy

<& CircularEconomy
c Toolkit

Workshop Agenda ® Circular economy principles and
workshop objectives covered

the Circular Economy

Objectives of the session ® Next is to give an overview of the
s — opportunities and to start finding them in
In-depth opportunities discussion .
your business

Prioritisation of feasible opportunities

Next Steps

R Sisidersconomy
ClrcularEconomY
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Opportunities Overview

Circular Economy Opportunities = Walk through each of the circles and the

3 boxes and give a quick summary

® Considering using common examples, like
a car. Explain how a car is designed and
manufactured to have reduced and
optimised materials in a low-waste
factory, then how it is designed to be
long-lasting and fuel efficient, then
maintained when broken, resold when
not wanted, parts are remanufactured,
then the car is recycled at end of life and
how it can be rented or leased

e CircularEconomy
c Toolkit
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Before Starting the Opportunities...

® Consider adding in any analysis you’'ve
created here before going in to the
opportunities, or at the relevant points in
the PowerPoint

= |f 3 potential opportunity is discussed it
should be written down on a post-it and
placed on the opportunity summary poster

® |t doesn’t matter how small or large the
opportunity is, as it will be prioritised later
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Reduce Materials

Reduce Materials Key points:
Design, Manufacture and Distribute

I [R)eductilr:g mart‘:eri.allu:ag.e, zr de:‘fwa;teriallis:tt.ion, me:ns. usli:g:.s I.ittt:e ma!:erialas possible. . H ig h Wa Sta ge Of m ate r i a I Ca n O CC u r
;;.Q?:i::fﬁ::llfg \ R = Re-design could change this
Be;* e :vpm;";g ® High financial benefit possible when
: IF-'o__iss:)t\fe)rtg?):gsaf)enrse:\‘t‘\ir‘lg:;dtoths.-custome-r ChStgfr:ar; terl by \ oudneressewth 2 Considering the Saving for eve ry product

made/sold
® Possible for product or packaging

iy CircularEconom:
# Toolkit 7

Questions to ask:

® Where is there currently waste?

® What could be eliminated or reduced?

® What do your competitors do?

= What about packaging and distribution
packaging?
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Optimise Materials

Optimise Materials
Design, Manufacture and Distribute

‘ Selecting the best materials to ensure a su
1. Biological instead of technical nutrients
2. Use of recycled materials
3. Reduction of scarce materials
4. Removal of toxic substances
5

stainable supply chain:

. Lower carbon emissions materials (e.g. plastic instead of steel)

Benefits Considerations
= Reduced virgin raw materials = Durability of product/packaging could be
= Good reputation reduced
* Financial benefit
+ Reduced material sent to landfill = Cost of materials could increase with a

Lower emissions and pollution change in materials

Case Studies

(1) PUMA : pmmtc ?

Questions to ask:

® How much of the product is:
biodegradable, recycled,
scarce, etc.?

® Would the customer value this
change?

Key points:

Many ways the essential materials
remaining can be optimised:

1.

Using biological, biodegradable
materials has no net effect on the
ecosystem

Recycled materials means you’re using
circular products and it can be cheaper
for you

Reduction of scarce materials can
reduce costs and supply chain risk

Removal of toxic substances is
environmentally friendly

Consider carbon emissions to use the
material, is there a lower emissions

alternative?
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Industrial Symbiosis/Recycling

Industrial Symbiosis/Recycling Key points
= \Waste generated on-site could be used by

Design, Manufacture and Distribute

Industrial symbiosis is the physical exchange of materials or energy between companies;

e e e another business or visa-versa
4 Benefits I Considerations . .
= Generate cash from waste or buy for « Finding other parties to work with . Wa Ste St rea ms a re genera I Iy q u Ite ConSISte nt’
cheaper = Quality of feed/supply .
[ educesoveral s s, wastand | Legaregoiationso rarsportng. so it can be ea sy to manage once a supp Iy
E — route is established
3 BrmsHsuGAR PGy ® Many companies now achieving zero landfill
0 S onomy targets

Questions to ask:

= How much waste is currently sent to
landfill?

= How difficult would it be to become a zero
landfill site?

® Could waste from another business be
used on your site?
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Usage Lifecycle

Usage Lifecycle Key points:

o f;h;;;rrateg;is;o;xt;n;e.d.the;;m - = Balance between long life and efficient

et fii‘: e resource consumption over the product
Benefits W Ci.)nsiderations 1 I ifet i m e

L' Lﬁ T sttt = Total cost of ownership and total lifetime

(z e H i, dyson emissions need to be considered

= Highqualty S e

Bae CircularEconol
X Foside o™y

Questions to ask:

® Does the product lifetime meet customer needs, or does it unnecessarily go
beyond?

= Why does the customer currently dispose of the product? Once the product
malfunctions, due to fashion, other?

® How does resource consumption compare against competitors and could it
be used as a Unique Selling Point?
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Maintain/Repair

Maintain/Repair Key points:
Maintenance/Repair is a critical activity carried out in the use phase to prolong systems . M a i nte n a n Ce is t h e m OSt COSt effe Ct ive Way Of
availability. Maintenance offerings can include: . . .

extending product lifetime

* Servicing
* Diagnostics— onsite and remote

L Techialsuport documentaonand persra B Maintenance can generate 3-4 times more
turnover than the original product sale

* Warranty
- competrion ®= Many service offering available with the

= Quality of repair
= Cost of repair

ety maintenance/repair ‘package’, e.g. repairs,
C—— servicing, diagnostics, helper videos,
installation etc.

Maintain/Repair )
Questions to ask:

Benefits Considerations

= Prolongs life for the customer

= Most efficient way of returning the system
back to working condition

= Source of competitive advantage

= Maygenerate 3-4 more turnover than
original purchase

| enicenonst conpnerts st ﬁ i! ﬁ | ® What design changes could be made to

Product Design \ Case Studies \
B — ® Does your company offer all maintenance
S
— 4 ___4 facilitate maintenance?
® Could maintenance improve continued

oy offerings or could it be improved?
R customer engagement?
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Reuse/Redistribute/Re-sell

Reuse/Redistribute/Re-sell Key points:
et TS = Can be reuse/re-sale of whole products or
— M e a\ e working parts
g W** = Second hand sale is potentially an area of
/' :\ >' .;m > untapped revenue, opportunity to offer
St s e one cA'l' servicing and certification with sales

% Sisireeere ® Opportunity to compete with cheaper

markets by offering second hand goods

Questions to ask:

® Who is currently selling second hand parts and products?

= Which parts could be reused in other products?

® Could second hand sales compete with cheaper alternatives on the market?
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Refurbish/Remanufacture

Refurbish/Remanufacture

and/or aesthetic:

* Remanufactur 7bkt
ishm

ess of taking used products referred to as ‘con

es’ and restoring their quality

nal manufactured specifications
new’, W|th improved qu

ality and/or aesthetics

Collection Process

Refurbish/Remanufacture

tipe CircularEconomy
# Toolkit

' Benefits N Considerations ™
« Remanufacture can be twice as profitable as « Com p etitive price for the customer
manufacture (Steinhilper, 2006} « Core supply and quality
= Greencredentials = Qua \ ity of res WM[ efurb parts
= Reduce energy, materials and waste  Variability
// Product Design \ (’/ Case Studie: \

= Ease of dis: a;sembly
. Numb of col
r

« Eas fdtft
PttItUpgd

\P art modularity

/

Cae CircularEconom
# Toolkit v

Key points:

® Reman/refurb can be twice as profitable as
manufacture

® Lower price alternative for the customer
® Reduced energy and material required
® Returned ‘core’ supply and quality is critical

Questions to ask:
® /s there high value in the ‘core’?

® Does anyone already reman/refurb
similar products to yours?

® What design changes would help?

® /s the product robust enough to endure
the reman/refurb processp

ke
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Product Recycling

Product Recycling Key points:

R ling is th f usi jal h d of their life f a Q
e e o e e T T e ® End of life needs to be considered for the

the end of their useful life.

Benefits N Considerations ) p ro d u Ct

= Reduction in waste going to landfill = Legislation requirements

- Conserves natural resources and extends . Costofde;ign change o . . . .

e sy s e ety m |egislation might effect the recycling of the
. C mplian cemthl g \tion

4 Product Design N Case Studies I p ro d u Ct
* Minimising the volume of waste
= Reducing the spectrum of materials
= Use recyclable materials m-
= Few material combinations

\ Toxicity \_

Ciag CircularEconomy
Toolkit

Questions to ask:
® How easy is the product to recycle?

= How much of the product would be
recycled or sent to landfill?
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Products as a Service

Products as a Service

Instead of conw

entionally selling products, it's possible to offer the product as a service.

The provider typically has ownership of the product throughout the entire lifecycle and

can manage the product through design, us

recycling.

Types of products as a service:

age,

maintenance, reuse, remanufacture and

* Pay per unit of service: customer pays each time they use the service

* Product renting: customer pays to use the product, normally for a short period of

time

* Product Lease: customer: customer has continuous access to the product, typically

for a longer period of time

* Product Pooling: when multiple customers can use the product simultaneously

Liae CircularEcono
X TSy o eonemY

Products as a Service

/_ Benefits

= Betterfulfil clients needs
= Build better customer relations
= Innovate faster

do not need to purchase
- Reduced raw materials, energy and waste

= Lower barriers to entry for customer as they

N

/

/_ Considerations \

= Failing to deliver availability or
performance agreement

= Investment to create the service and
retain ownership

= New areasof value chain need to be
managed
Irresponsible usage of products leading to

\_ damage

\
>

AN

Product Design

Need to consider every lifecycle:
-+ Usage
= Maintenance/Repairs
= Refurb/Reman
= Recycling

~

Case Studies

E§  RICOH

s MDESSC)

'
MuD JEAN_S

\ Thee Floor s Yours

# ClrcularEconomy
kit

Key points:
= Ownership retains with the company

® Product can be sold as a service through pay
per use (e.g. power by the hour),
rental/leasing etc.

® Can better fulfil actual customer needs, closer
relations, faster innovation and lower upfront
costs

Questions to ask:

® Would this satisfy the customer’s needs
better?

®= How could you leverage ownership of the
product by capturing value throughout
it’s lifecycles?
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Opportunity Prioritisation

| WorkshoyE S Following completion of all the opportunity
areas, the opportunities should be ranked
and next steps decided:

Take the post-it notes and rank them according
to:

® Opportunity and
® Feasibility

The greatest opportunity and most feasible to
implement will be in the top right hand corner.

Opportunity

Look for the opportunities which might be high
benefit or high feasibility as these could be the
ones you want to implement first

ClrcularEconomy
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Next Steps

Next Steps

o CircularEconomy
Q Toolkit

Potentially the most important part of the
workshop as this is where the changes will
start to happen.

Once you have the first view of which
opportunities should be taken further decide
an owner and a required completion date for
the task.

Next steps could be to implement a quick-win
identified, complete further analysis, hold
further discussions with people in your
business or another next step.
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