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dematerializing material and energy loops. This can be achieved through
This construct is not suited to meet neither the current nor the projected future needs of humanity. Its intrinsic

mechanics are detrimental to the environment, cannot supply the growing populace of our planet with essential
services and naturally lead to strained profitability.8 It relies on large quantities of easily accessible resources
and energy, and as such is increasingly unfit for the reality in which it operates. ¢

digitalization, servitization, sharing solutions, long-lasting product design,
maintenance, repair, reuse, remanufacturing, refurbishing, and recycling. 458

Three foundational principles 4

Design out waste = Keep products and & Regenerate
- Inherent challenges and pollution Ke) materials in use natural systems
m Every year, 21 bin tons of Only 40 % of material Companies are increasingly Agents are intrinsically N .

materials used in production are waste is used again exposed to risks such as higher counter-motivated to c.rc"“ar economy bus'ness mOde's (CEBMS)

not incorporated in the final TR M, RIS resaurce pricesand supply ot Gl i 7217 “A CEBM articulates the logic of how an organisation creates, offers, and delivers value to its broader range of
product (OECD countries only) ® or composting 8 disruptions ® resource exploitation 1 ) - ) )
| s stakeholders while minimizing ecological and social costs.”*
Circular businesses are deeply involved in the product usage phase, generate revenues through provisioning
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consumer goods industry (~$700 min) I_ emissions by 2030

Pieter Pot (PP)

Pieter Pot is a packaging-free
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online supermarket. Its business model aims at making a positive impact in two ways: H H
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The ultimate goal of all CEBMs like Pieter Pot’s is of course to reach for maximum societal impact. In order to achieve this, Pieter Pot has to thoroughly analyze its business model for elements that can be improved with regard to scaling its sustainability impact.
Therefore, two dimensions are of key importance. The first one is a more extensive ‘horizontal internalization’ as suggested by the CANVAS+ model.'® A business model accordingly has to broaden its focus to more than its business alone, aiming for value
creation along the triple bottom line while also internalizing a wider array of costs. A related suggestion for Pieter Pot would be to use the SDGs as a more prominent guide for their actions, making them more material within their business model.

The second dimension of increasing the impact and resilience of CEBMs is to vertically drive them to the next level, comprising of looking how to advance every part.181° This aspect aims for business model innovation in terms of creating and capturing value.
For this purpose, Pieter Pot has to move from an active to a more proactive state, taking a broader societal context into account. By looking beyond developments directly related to company business, PP can progress to a more elaborate sustainability
ambition (broader fiduciary duty). This means that PP has to enter the external alignment phase which is characterized by the partnering challenge. Vital qualities for this stage are to show societal leadership and foster dialogue and innovative collaborations.!?
Setting up cross-sectoral or even tripartite partnerships is of great importance as well as involving the customer more as a co-producer of value. This entails moving beyond corporate social responsibility and towards creating shared value.2 This way, Pieter
Pot can achieve to move from primarily addressing failure (excessive waste and CO, production) to creating positive externalities or even to promote collective action to ultimately bring about transformational change.




