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Abstract 
Since the industrial revolution, the lifestyle industry has been dominated by the linear economy 

model. Organizations within the industry have previously experienced great revenue streams 

with a linear production, but this production pattern have consequently resulted in climate 

change and resource depletion. However, organizations and consumers are currently becoming 

more interested in preserving the environment. Therefore organizations increasingly aim at 

replacing the linear business model with circular business models, hereunder take-back 

systems. In this transition, organizations are doubting whether they will be able to experience 

economic growth and competitive advantage with a take-back system. The conducted research 

will examine how organizations in the lifestyle industry can create economic growth and 

competitive advantage with a take-back system.  

In this thesis, we have used qualitative interviews to investigate the most prominent and 

repeating strengths, weaknesses, opportunities and threats regarding take-back systems in the 

lifestyle industry. These findings have been used to conduct a TOWS matrix, which presents 

four strategies for organizations to use, in order to create economic growth and competitive 

advantage with a take-back system.  

The strategies show that organizations can create economic growth and competitive advantage 

by creating transparency through blockchain, targeting the right customer segment, creating 

partnerships and collaboration and being inspired by take-back first movers. However, we 

propose that organizations combine a short-term and a long-term strategy in order to create 

economic growth and competitive advantage now, as well as in the future. Thus, organizations 

should target the right customer segment through experimentation and share knowledge 

regarding take-back systems in order to normalize take-back products and solutions in the 

lifestyle industry.   
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Introduction 

Today, the term sustainability is frequently used in our society and is a great global topic for 

discussion, particularly in the lifestyle and design industry. The Brundtland Report (1987) by 

the United Nations defines sustainability as the “development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs” 

(United Nations, 1987, p. 15). Thus, in order to ensure economic development without 

compromising on depletion of natural resources and climate change, critical action is needed, 

and it must be taken by different stakeholders. The following introduction will present the 

tension between sustainability, hereunder circular business models and take-back systems and 

the ability to create economic growth and competitive advantage. The tension will be explored 

based on prominent stakeholders such as the United Nations, sustainability experts as well as 

the sustainable first movers: IKEA, HolmrisB8, and Ganni.  

 

The lifestyle industry is constituted by fashion and furniture organizations, who highly have 

the fact in common that they must meet consumers’ demand. Furthermore, the two industries 

are commonly known to inspire each other. Therefore, it is natural to combine the two 

industries by the generic term the lifestyle industry. The lifestyle industry is responsible for 

continuously using the ever-increasing amounts of natural resources in order to support its 

economic activity (United Nations, 2019). According to the Sustainable Development Goals 

Report 2019, the global material footprint is increasing at a faster rate than both population and 

economic output. Material footprint is the amount of raw materials extracted to meet final 

consumption demands, and it is one of the indications of the pressures placed on the 

environment to support economic growth and to satisfy the material needs of people (Ibid, p. 

46). The global material footprint rose from 43 billion metric tons in 1990 to 54 billion in 2000, 

and 92 billion in 2017 – an increase of 70% since 2000, and 113% since 1990 (Ibid, p. 46). 

These numbers therefore indicate a massive increase in the global material footprint, which 

according to the United Nations is an unsustainable development (United Nations, 1987).  

 

In order to counteract this unsustainable development, the United Nations has created the 2030 

agenda for sustainable development, which is a plan of actions for people, the planet and 

prosperity (United Nations, 2015). The agenda presents the Sustainable Development Goals 

(SDGs) that seek to balance the three dimensions of sustainable development: economic, social 

and environmental and can therefore be determined as the blueprints in order to achieve a better 
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and more sustainable future for the world (Ibid). The SDGs encourage organizations to replace 

the linear business model with a circular business model in order to pay more attention to the 

climate and to the few natural resources. Organizations are therefore encouraged to frame 

decisions around their products and services to ensure that they will have longer life cycles, 

instead of primarily being driven by the profit or loss. 

The lifestyle industry is one of the most polluting industries in the world, hence fashion and 

furniture organizations need to change their design strategies and business models in order to 

meet the SGDs and thereby become more sustainable in the future. Three SDG goals are 

particularly relevant to the lifestyle industry. These are the 12th goal for Responsible 

Consumption and Production, the 13th goal concerning Climate Action and the 17th goal 

concerning Partnerships (United Nations, 2020). However, living up to these goals and hereby 

implementing a circular business model may, for several reasons, be a challenge for 

organizations in the lifestyle industry.  

 

One challenge that organizations currently face is the lack of ability to obtain the needed 

knowledge to implement circular business models. Many organizations, both globally and 

nationally, face the challenge of transitioning to a circular business model due to existing 

networks, cultures, and shared knowledge being based on linear business collaborations 

(Guldmann, 2016). Consequently, well established organizations do not often possess the 

knowledge needed to transition to a circular business model and can not furthermore obtain 

this knowledge from their current network. The United Nations (2020) emphasizes that in order 

to change the current design strategies and to make organizations willing to adapt circular 

business models, partnerships between government, the private sector and citizens are needed. 

Partnerships are built upon principles and values that comprise a shared vision and shared 

goals, where people and the planet are at the center and it has to be carried out on a global, 

regional, national and local level (United Nations, 2020). This therefore presents the tension 

between the adoption of circular business models and sustainable knowledge sharing, as a great 

challenge in the current transition to circular business models.  

 

Another great challenge regarding the transition to a circular economy model is the potential 

increase of materials’ cost and quality for the organization. The current business models within 

the lifestyle industry organizations are mainly based on the linear economy principle take-

make-dispose (Ellen MacArthur Foundation, 2013), aiming to lower material cost, oftentimes 
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compromising on their quality. Poor quality of the materials consequently leads to shortened 

product’s life cycles, and thus its rapid disposal. This model, according to Ellen MacArthur 

Foundation (2013) has been used the most since the Industrial Revolution. Due to steadily 

declining resource prices throughout the past century, those relative to labor costs, 

organizations operating with this linear model have experienced great economic growth. 

Consequently, it has not been a priority for organizations to reuse materials, given the ease of 

buying new materials as well as its low prices. Today, as nature resources are depleting, such 

business strategies do not work anymore, according Arne Remmen, Professor at Aalborg 

University, and a change towards circular solutions is needed: 

 

“So far, the business models have been based on consumption and then thrown away. 

Today, you should design the products in the way that they are built up in modules and 

can be taken apart and used for repairs and replacement. The focus should be on what 

creates value and the extension of a product’s life cycle” (Lifestyle & Design Cluster, 

2018, p. 22).  

 

The discussed linear design approach results in a negative impact on nature’s scarce resources. 

When materials in this system end up in the landfill, the resources become eliminated from the 

production system and their value is lost. Thus, it is necessary to change the design strategy for 

short term lifestyle products and their production system in order to preserve nature’s scarce 

resources. Considering that most organizations are cost conscious and are expected to maintain 

economic growth, costs associated with the change of design strategies to adopt circular 

business models and simultaneously live up to SDGs affect an organization's willingness to 

partake in the transition towards circular economy. 

 

However, The Ellen MacArthur Foundation (2013) points out that as the population of the 

world grows, prices of new materials increase, and landfilling becomes more expensive, thus 

a circular economy model can, on contrary, be financially beneficial for organizations. 

Furthermore, progress in technology as well as material science is resulting in more reusable 

and longer-lasting designs, which matches well with a circular economy model (Ibid). In the 

lifestyle industry, first movers such as IKEA, Ganni, and HolmrisB8 are great contributors to 

this progress and furthermore illustrate an implementation of circular business models already.  

 



8 

On a global scale, IKEA is the biggest home-furnishing brand, hence they have great 

possibilities to affect the lifestyle and design industries throughout the world. Since IKEA has 

experienced an increasing customer demand for both affordable and sustainable products, they 

have chosen to transition from a linear business model to a circular business model (IKEA 

Sustainability Report, 2019). Although IKEA is a big company, they have also experienced 

startup challenges in relation to the transition towards circularity. In relation to the 

implementation of a circular business model, IKEA have been challenged to change their way 

of developing products, their supply chain, and how they source materials. IKEA’s goal is to 

give their future products and materials a longer life through the following four circular loops: 

reuse, refurbishment (including repair), remanufacturing, and recycling. In order for the 

transition to succeed, IKEA has emphasized their need to focus on innovation and 

development. As IKEA states: “There is no blueprint for this type of transformation. We are 

learning and developing as we go” (Newsroom.IKEA, 2019). Whilst IKEA emphasizes that if 

stakeholders are encouraged and given the flexibility to explore and improve, then there are 

great economic and environmental opportunities in circular business models.  

 

Looking at the Danish market, HolmrisB8 is a national first mover regarding circular business 

models, due to their innovative and successful implementation. By using a take-back system, 

HolmrisB8 have established procedures relating to resale, donations, and sustainable disposal 

since 2015 and they firmly believe that the implementation of a circular business model is a 

necessity for any serious and well-established company (HolmrisB8, 2020). HolmrisB8 

furthermore emphasizes the advantages of working with the SDGs, since they believe that 

organizations will benefit from making a sustainable transition. Firstly, they confirm the 

economic benefit of circular business models by underlining its competitive advantage, 

especially that customers demand circularity. Secondly, employees also wish to work for 

organizations, who put circularity on their agenda. HolmrisB8 furthermore emphasizes that if 

organizations want to attract well educated employees, they must follow a sustainable agenda 

according to the SDGs (Høgh, 2020). Finally, HolmrisB8 experiences an increasing political 

focus on sustainability and circular business models, which they predict to become even 

stronger. By starting implementing sustainable business initiatives already, organizations will 

not experience regulations as a sudden threat for their business. The above have presented great 

benefits of transitioning to a circular business model, although HolmrisB8 also recognizes 

possible economic threats. The main one, according to HolmrisB8 (2020), is the fact that 
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financial benefits may not be present in the short term. Thus, HolmrisB8 acknowledges the 

tension between sustainability and economy on a company level.  

 

When looking into the fashion industry, Ganni is an interesting organization to research upon. 

Ganni is a Danish fashion brand, who is a first mover in take-back systems. Ganni strives 

towards becoming more sustainable and tries doing better every day, which is emphasized in 

their current Responsibility Report (2019). “Let me start off by saying, we don’t identify as a 

sustainable brand, we have never, and we don’t know if fashion consumption can ever be 

sustainable, but we go to work everyday and try to do better”, says Nicolaj Reffstrup, Founder 

of Ganni (Ganni Responsibility Report, 2019). Nicolaj hereby indicates that even though 

fashion may never be fully sustainable, Ganni still strives towards minimizing their 

environmental impact. Ganni furthermore states in their Responsibility Report (2019) that they 

want to take action and contribute to a more sustainable production, hence Ganni is moving 

away from the linear model of production and consumption, also known as the take-make-

dispose model. Ganni is thus currently transitioning towards circular business models by 

focusing on the design state of their products and by implementing innovative and circular 

solutions such as upcycling and take-back schemes.  

Firstly, Ganni has adapted to circular business models by working with upcycling, which the 

2019 pop-up Double Love Kiosk during Copenhagen fashion week of 355 featured upcycled 

garments and accessories, as well as 200 rugs made of upcycled deadstock fabrics. Ganni 

additionally strives towards upcycling 100% of cotton deadstock into furniture or interiors by 

2022 (Ibid). A second example of their implementation of circular business models, is their 

newly launched rental platform GANNI REPEAT in 2019, which is one of the first rental 

concepts of clothes in Denmark. The aim of the rental concept is to change consumer 

behaviour, work towards reducing production excess and to extend the lifecycle and longevity 

of their clothes (Ibid). As the above shows, Ganni is currently implementing interesting 

circularity actions in order to reduce their environmental impact. Although, Ganni emphasizes 

that the current technology and infrastructure of circular business models “[...] is not where it 

needs to be to make this a sustainable solution” (Ibid).  

Problem formulation and research question 

As the introduction has shown, leading and innovative organizations are currently transitioning 

to circular business models. Examples have shown that great initiatives are being implemented 
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and that it is believed by the respective organizations that this shift is for the greater good. 

Although, it is undisputed that a transition to circular business models will benefit the industry 

and contribute to a better environment, many organizations are still questioning whether it will 

have a negative impact on their economic growth. Additionally, organizations question whether 

they possess the needed knowledge in order to make this transition or how they may obtain it. 

Leading players in the industry, such as IKEA, HolmrisB8, and Ganni, possess great 

knowledge and economic resources, but startups and smaller organizations may question if 

their economic situation and scale of production will benefit from the transition. Thus, the 

following research paper seeks to address how organizations in the lifestyle industry can create 

economic growth and competitive advantage from the business perspective with circular 

business models. This is be done based on the following research question:  

How can organizations within the lifestyle industry use take-back systems as a circular 

business model to create competitive advantage and economic growth?  

It also contributes to the current theory of circular business models and take-back systems by 

providing a perspective on the Danish lifestyle industry. Lastly, it seeks to contribute with 

concrete suggestions to organizations in the lifestyle industry on how to experience economic 

growth and competitive advantage within a circular system. 

Background 

Environmental changes and issues 

Since the industrialization in 1850 in the United Kingdom, many opportunities for humankind 

and our society have been brought along including improved food production, infrastructure, 

increased opportunities for ecotourism, better and more efficient conservation and use of 

resources, and others (Mgbemene, 2011). The above mentioned opportunities are all measures 

to indicate the success of a nation, thus industrialization has previously been considered to be 

the key to both wealth and a better living. However, the increased wealth and living standards 

have consequently led to environmental issues and related climate changes (Ibid), which the 

following will elaborate.  
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Carbon dioxide is released into the atmosphere by natural processes, although increased 

evidence shows that human activity is the main contributor to the imbalance of the natural cycle 

of the greenhouse effect and the processes related hereto today. The current burning of fossil 

fuels releases carbon dioxide into the atmosphere to an extent that natural fluxes of carbon 

through the earth’s systems have not experienced before (Ibid). During processes of heating, 

cooking, manufacturing, burning fuels for transportation, mining coal and others carbon 

dioxide is released in a quantity, which is bigger than the quantity naturally removed through 

the sedimentation of carbon. Methane gas is additionally a pollutant, which concentration in 

the atmosphere is increasing. This is due to coal mining, decomposition of organic waste in 

landfills, and agriculture. Consequently, these industrial processes cause increased pollution of 

the atmosphere leading to environmental changes, which is currently a global issue (Ibid).  

 

Scientists have proved that the above mentioned use of fossil fuels and increased pollution of 

the atmosphere have a harmful and long-term impact on the environment (Sillanpää & Ncibi, 

2019). Rockström et al. (2009) have attempted to classify the impact humans have on the 

ecosystem by introducing the concept of Planetary Boundaries (Sariatli, 2017). These 

boundaries refer to key environmental thresholds that can change the current ecosystem, if they 

are exceeded. The latest research on the Planetary Boundaries has claimed that four out of the 

nine boundaries are already crossed (Steffen et al., 2015). Firstly, the climate has changed. 

Secondly, the biosphere has lost its integrity. Furthermore, the land-system has been altered, 

and lastly it is observed, that the biogeochemical cycles have been corrupted (Sillanpää & 

Ncibi, 2019). Additionally, the Ellen MacArthur Foundation has stated that 15 out of the 24 

ecosystem services that have been recognized to support human wellbeing are currently used 

unsustainably or are depleted (Ibid). Based on the above mentioned facts, Steffen et al. (2015) 

argue that the environmental conditions of the world are no longer in a stable condition and no 

longer slowly evolving. The new era of the world, caused by industrialized activities 

implemented by mankind, is facing dramatic and abrupt deviations of the environment (Ibid). 

Introduction to linear economy and the linear business model   

Since the climate change issue has been acknowledged, the current consumption and 

production practices are relevant to be questioned. Greenhouse gas emissions from the use of 

fossil fuels as well as waste sent to landfills are two global problems that are increasingly 

receiving attention today due to its impact on the environment and its linkage to linear business 
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models. The following will introduce the linear economy and the linear business model, the 

belonging consumption and production terms and the resulting problems. 

  

Jeremy Rifkin (2011), an economic and social theorist, emphasizes that the way of making, 

powering and moving the economic life up to this day is still based on technologies from the 

industrial era. Fossil fuels are the base of the current prevailing economic model, which results 

in increasing emissions of greenhouse gas into the atmosphere.  A problem receiving increased 

attention besides the emission of greenhouse gasses is the waste sent to landfills. Waste is 

considered a byproduct of the current production patterns as well as the consumptions model, 

which the Ellen MacArthur Foundation (2013) explains to be caused by the linear economic 

model. As illustrated in the linear economy model visualized in Figure 1 below; raw materials 

are firstly extracted, then goods are manufactured, hereafter sold to retailers, and lastly 

discarded as waste by a consumer. 

 
Figure 1: The linear economy model (Ellen MacArthur Foundation, 2013). 

  

“Cradle-to-grave” is another term used to illustrate the inadequacy of the current production 

patterns and practices, which is described by McDonough and Braungart (2002). They explain 

the problematic practices of the linear economy model to consist of a transformation of natural 

resources of value into raw materials, which are used in the production for manufacturing goods 

for sale. The ultimate fate of the goods is the abandonment to landfills as waste, which is 

illustrated in Figure 2 below. 
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Figure 2: Cradle-to-grave model (c2cshop, 2020) 

 

The cradle-to-grave design is currently the dominant type of modern manufacturing, which 

results in large amounts of waste worldwide. Just in the process of producing durable goods in 

the United States 90% of the materials extracted become waste almost immediately (Ibid). 

However, in order to obtain an understanding of why this has become the dominant type of 

consumption and production, it is relevant to examine its origins. 

  

The Industrial Revolution has been identified as the origin of the linear production practices by 

the consulting agency McKinsey (2016). In the Industrial Revolution the production capacity 

increased while the production costs simultaneously decreased, which resulted in a larger 

amount of produced goods (Ibid). McDonough and Braungart (2002) have also stated that the 

Industrial Revolution is the origin of the linear economy model although adding that this 

consumption and production pattern was not planned. Due to a period of fast change, actors in 

the Industrial Revolution wanted to seize the new opportunities of making money by 

maximizing their production and sale of goods (Ibid). This model, which later became known 

as the make-use-dispose model, has since the Industrial Revolution consequently led to great 

economic growth for both national economies and organizations. After the Industrial 

Revolution, organizations were able to sell larger quantities of cheap goods at a faster pace, 

which influenced their economic growth (Way, Kai, Ho, and Kan, 2016). 
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The Ellen MacArthur Foundation (2013) further adds that the roots of the linear economy 

model come from the historically uneven distribution of wealth by geographic region. The 

combination of a concentration of consumers with most resources in the most developed 

regions and material inputs sourced from the global arena resulted in an abundance of cheap 

material resources compared to the cost of human labor. This arrangement resulted in producers 

being motivated to use a business model that highly relied on extensive use of materials and on 

the other hand economized on the human work (Ibid). In short, the MacArthur Foundation 

observed that the linear economy is governed by the principle of producing more products from 

the cheapest resources available and with a short lifespan in order to be able to produce the 

biggest quantity possible (Ibid). Reusing and recycling is therefore not a part of the linear 

economy model (Furkan, 2017). 

  

As both McKinsey (2016) and the MacArthur Foundation (2013) have observed, the linear 

model is currently the mainstream production and consumption pattern, but how did it obtain 

this status? With the Industrial Revolution the distribution of goods became greater and cheaper 

as ever experienced. As a result, the working class with little time and money at hand found 

the linear model more convenient and affordable (Ibid). Simultaneously the organizations that 

produced the cheap goods in abundance expected consumers to dispose of the goods after a 

short period of time and purchase new goods (McKinsey, 2016). Consequently, the companies 

hereby created a motivation to produce goods of low quality that are easily breakable and to 

adopt business models, which aim at maximizing the quantity of produced and sold goods. 

  

As the above has shown the, Industrial Revolution has had a great impact on the linear 

economic model. The combination of advantages the model created for both companies and 

consumers have led to its expansion and consequently an overall economic growth. However, 

attention is currently brought on the environmental consequences the linear economic model 

has caused, which makes a reconsideration of these production and consumption patterns 

important. The following sections will look at new models emerging from this notion. 

Circular economy 

Given the warning signs in relation to the climate changes as a consequence of the linear 

economy, an awareness has been brought to whether these practices can be continued. New 

ideas of a more sustainable and environmentally friendly production and consumption pattern 
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have emerged, which consequently led to the development of the circular economy model 

known today. The following will present and analyze the circular economy model as an 

alternative to the linear economy model, its roots, as well as examples of both the emerging 

opportunities and practical applications in relation to this shift.  

Defining circular economy  

The circular consumption and production model has gained popularity in recent years as an 

alternative to the linear economy model. As the linear economy model has shown, waste and 

emissions are the results of the linear way of producing goods, which the circular economy 

model eliminates. The Ellen Macarthur Foundation (2012) that was established in 2010 is a 

foundation working to promote the shift towards circular economy. Although there exist many 

definitions of circular economy, this Foundation has cited the most common definition: 

 

A circular economy is an industrial system that is restorative or regenerative by 

intention and design. It replaces the ‘end-of-life’ concept with restoration, shifts 

towards the use of renewable energy, eliminates the use of toxic chemicals, which 

impair reuse, and aims for the elimination of waste through the superior design of 

materials, products, systems, and, within this, business models. (Ellen MacArthur 

Foundation, 2012, p. 7) 

 

As explained above, the circular economy (CE) is presented as a framework for an economy, 

which is regenerative and restorative by design. In contrast to the broadly used take-make-

waste industrial model, referred to as the linear economy, the circular economy wants to 

redefine growth by focusing on positive society-wide benefits. This entails a gradual 

decoupling of economic activity from the consumption of finite resources and additionally 

finds ways to design waste out of the system. By transitioning to renewable energy sources, the 

CE model hereby builds natural, social, and economic capital based on the following principles 

(The Ellen MacArthur Foundation, 2017): 

 

1.  Design out waste and pollution 

2.  Keep products and materials in use 

3.  Regenerate natural systems 
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The three principles are a part of the system diagram illustrated in figure 2 below, which shows 

the continuous flow of technical and biological materials through the so called “Butterfly 

Diagram”. 

  
Figure 3: Butterfly Diagram (IDEO and Ellen MacArthur Foundation, 2016) 

It can be seen in figure 3 above that in circular economy the economic activity aims at building 

and rebuilding the overall system health. Circular economy, in contrast to linear economy, 

recognizes the importance of an economy that works effectively in every scale: small and large 

businesses, globally and locally, as well as for both individuals and organizations. A transition 

to circular economy does therefore not only mean a reduction of negative impacts caused by 

the linear economy, but also represents a shift that can generate economic opportunities and 

create societal as well as environmental benefits (Ellen MacArthur Foundation, 2013). 

 

Furthermore, it can be observed in the figure above that it distinguishes between technical and 

biological cycles. The right side represents the technical cycles, which aim to recover and 

restore products, materials, and components, and makes this cycle relevant to our further 

research and analysis. The strategies used in this cycle are reuse, repair, remanufacturing, and 

recycling, which illustrate the creation of technical nutrients caused by consumption and 

production outputs that re-enters the process. On the biological side of the value circle, the 

outputs also re-enter the process, but as biological nutrients. The figure contains different 
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cycles marked by arrows, which the following will elaborate, starting with the technical side. 

The Ellen MacArthur Foundation and IDEO furthermore emphasize that the inner loops are 

more preferable, since these are more efficient in relation to energy and labor (Ibid). The outer 

arrow represents the recycle loop, which is recycling product components in order to bring 

them back in the production and consumption process. The more preferable inner loops are the 

remanufacturing loop, reusing loop, and maintenance loop. Remanufacturing stands for the 

process of restoring a product though fixing. Reusing refers to several customers utilizing the 

same product and lastly the inner circle refers to maintenance, meaning prolonging the useful 

life of a product by treating it with care and possibly reparation.  

  

The left side of the Butterfly Diagram represents the biological loops, which involve re-looping 

of biological materials. The purpose of this loop is to ultimately bring the biological materials 

back into nature, which can be done in different ways. The outer loop represents the extracting 

of energy from bio-waste, which is done by chemical processes. As in the technical cycle, this 

outer loop is the least preferable loop compared to the inner ones (Ibid). The second loop 

represents the option for biological outputs to be used in the production cycle as fertilizers for 

agriculture. The last loop, which is the inner loop, refers to cascades and finding an alternative 

way to use biological materials in the current states of the materials. The Butterfly diagram has 

hereby shown that all materials in a circular economy are kept in a continuous loop and nothing 

is going to landfills.  

 

As the above has shown, there is a great difference between the linear model and the circular 

model. While the linear model represents the extraction of materials and production of waste, 

the circular model aims at reducing and minimizing material extraction by maintaining 

materials through a closed technical loop. The circular model simultaneously aims at utilizing 

the biological materials at their maximum value, which can be done by keeping them 

circulating in the loop through cascades until finally converted into energy and nutrients. 

Unlike the linear model, nothing therefore goes to landfills in the circular model as well as no 

emissions are produced, as only renewable energy resources are employed (Ellen MacArthur 

Foundation, 2013; McDonough & Braungart, 2002; McKinsey, 2016; Rifkin, 2011). 

 

Recycling, remanufacturing, and reuse are a part of the transformative process in the circular 

economy model, which does not extract raw materials. The circular economy model is therefore 
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depending on technical materials, which come from linear processes. This results in no new 

technical materials being produced in the process as well as no materials coming out. Thus, all 

materials are kept in use, which therefore makes the circular model a possible end-state of 

linear practices (Figure 3).  

Theoretical framework 

Circular Economy Implementation strategies 
Circular economy (CE) is a general term for reducing, reusing and recycling activities. Thus, 

the value of products, materials and resources is maintained in the economy for as long as 

possible and the generation of waste is minimized. However, working with CE can be done in 

several ways, hence there are different circular economy implementation strategies that 

organizations make use of in an implementation of circular business models.  According to 

Kalmykova et al. (2018) there are 9 different parts within a circular economy value chain 

namely: 1. Materials Sourcing, 2. Design, 3. Manufacturing, 4. Distribution & Sales, 5. 

Consumption and Use, 6. Collection and Disposal, 7. Recycling and Recovery, 8. 

Remanufacturing and 9. Circular inputs. Different strategies are used respectively in each part 

of the value chain and constitute in total 35 from theoretical approaches in literature. The 

Database is proposed as a basis for designing CE implementation by actors on a system scale 

(NGOs, sector associations and policy makers) and by actors managing a value chain or a part 

of a value chain. (Kalmykova et al., 2018) The following will present Kalmykova et al (2018) 

framework of the nine different parts in the circular economy value chain.  
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Figure 4: Resource flows through a value chain in a circular economy (Kalmykova 2018) 

Material sourcing 

There are seven different strategies that can be used in order to implement CE in the material 

sourcing.  This includes Life Cycle Assessment (LCA), taxations and material substitution. 

LCA is a structured comprehensive and internationally standardized method that quantifies all 

relevant emissions and resources consumed and the related environmental and health impacts 

and resource depletion issues that are associated with any goods or services. Taxations includes 

Taxes on technologies, products and inputs that are associated with negative externalities. 

Material substitution replaces materials for the more abundant/renewable in order to make the 

production process more resilient to price fluctuations and resource scarcity (Ibid). 

Design 

There are five different strategies that an organization can use in order to implement CE into 

their design, examples of this include customization and design for disassembly.  

Customization is products that are tailor-made in order to meet the consumer’s needs and 

preferences. It can therefore contribute to reducing waste and prevent overproduction. 

Consumers who are satisfied with the products return to the manufacturer in order to extend 

the service life of the products and keep their preferred features. Design for disassembly is a 

design that considers the need to disassemble products for repair, refurbishment or recycling 

(Ibid).  
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Manufacturing 

There are three different strategies that can be used in order to implement CE in the 

manufacturing process. This includes, for instance, Energy efficiency, Material productivity, 

and Reproducible and adaptable manufacturing.  

Energy efficiency provides the required services but with reduced energy input and it can be 

achieved by reduced consumption and energy efficient processes. Material productivity can be 

carried out on different levels. At the company level, the amount of economic value is 

generated by a unit of material input or material consumption. On the economy-wide level it 

involves the overall GDP per material input/consumption. Reproducible and adaptable 

manufacturing is a transparent and scalable production technology that can be emulated at other 

places using indigenously available resources and skills (Ibid).  

Distribution and sales 

There are two different strategies to use in order to implement CE in the distribution and sales 

channels, which are optimized packaging design and redistribute and resell.  

Optimized packaging design is an efficient packaging design strategy that abides by regulations 

and utilizes end-of-life of packaging material. Redistribution and resale is a strategy that 

extends the product life by secondhand use. By doing this, the number of products that serve 

the same purpose can therefore be minimized and produced in a reduced amount. Moreover, 

the complete products or their components can be re-sold over and over again (Ibid). 

Consumption and use 

There are nine different strategies to use in order to implement CE in consumption and use. 

Examples of such strategy includes product as a service and product labelling.  

Product as a service concerns the ownership of the product resting with the producer who 

provides design, usage, maintenance, repair and recycling throughout the lifetime of the 

product. The customer pays a rent for its usage. (Ibid). Product labelling is another approach 

that can be used in order to guarantee that consumers have full information on the constituents, 

origin of raw materials etc. in order to enable them to make informed decisions. However, it 

does not indicate environmental or other preference for certain products, in contrast to Eco-

labelling, which is another approach that can be used in this part of the CE value chain (Ibid).  

Collection and disposal  

There are five different strategies that can be used to implement CE in collection and disposal. 

This includes Extended Producer Responsibility (E.P.R) and take-back systems. 



21 

Extended Producer Responsibility is an environmental policy approach in which a producer’s 

responsibility for a product is extended to the post-consumer stage of a product’s life cycle 

(Ibid). Take-back is efficient systems that ensure that the products are received from the 

consumer after end of life and proceeded to be remanufactured. Take-back systems could 

ensure a continuous flow of materials for remanufacture (Ibid).  

Recycling and recovery 

There are 11 different strategies that can be used in order to implement CE in relation to 

recycling and recovery. Examples hereof are use of by-products, industrial symbiosis and 

upcycling.  By-products use is an approach of using by-products from other manufacturing 

processes and their corresponding value chains, to be used as raw materials for manufacturing 

new products. Industrial symbiosis is another approach and facilitates the exchange and/or 

sharing of resources, services and by-products between organizations. Upcycling is an 

approach where materials are converted into new materials of higher quality and increased 

functionality (Ibid). 

Remanufacture 

Two different strategies can be applied in order to implement CE in the remanufacturing. This 

includes refurbishment and upgrading, maintenance and repair. Refurbishment is an approach 

where a product is rebuilt by replacing defective components by reusable ones. Upgrading, 

maintenance and repair is another approach, where the most efficient way to retain or restore 

equipment to a desired level of performance is through maintenance of products. Service and 

after-sales is considered a vital factor for achieving competitive advantage and business 

opportunities. Maintenance is also carried out in the form of repair. In order to eliminate 

product obsolescence or to extend the useful life of the product, services like upgrading are 

indeed necessary (Ibid). 

Circular inputs 

There is one strategy that can be used in order to implement CE in circular inputs. This is bio-

based materials, which is an approach where the resource inputs and/or materials that are used 

can last longer than a single life-cycle and can thereby easily be regenerated (Ibid).  

  

The above has shown that there are nine different ways for organizations to implement CE into 

their business, and hereunder 35 additional theoretical approaches, whereas chosen approaches 
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have been elaborated. The different circular economy implementation strategies are used by 

organizations when implementing circular business models, which the following will present. 

Introduction to business models 

In a circular economy there are several circular business models, which imply the above 

presented circular economy implementation strategies. However, in order to determine what a 

circular business model is, it is important to first underlie the understanding of what a business 

model is.  

  

A business model can be determined as the core elements of how a company operates. 

According to Osterwalder and Pigneur (2010) a business model is “the rationale of how an 

organization creates, delivers and captures value” (Ibid, p. 14). The framework of the business 

model constitutes nine basic elements, which altogether give an indication of how a company 

intends to make money. The business model covers the areas of customers, offer, infrastructure 

and financial viability and the 9 building blocks consist of: customer segments, value 

propositions, channels, customers relationships, revenue streams, key resources, key activities, 

key partnerships and cost structure (Ibid, p. 15).  

 

 
 Figure 5: Business Model Canvas (Osterwalder and Pigneur, 2010) 
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The elements can be combined in many different ways, and there is no right way of combining 

the different building blocks, thus the framework allows organizations to create a unique 

business model most suitable for them (Ibid). The framework can therefore be considered as a 

blueprint for a strategy, which the organization seeks to implement through organizational 

structures, processes and systems (Ibid). Moreover, companies can operate with different 

business models depending on its products and customer segments.  

Circular business models  

The shift to a circular economy requires innovative business models, which use the circular 

economy implementation strategies to replace existing ones or seize new opportunities (Ellen 

MacArthur Foundation, 2020). A circular business model is unique, since it seeks to create 

value in places that usually have little or no interest to companies, who operate in the traditional 

linear production paradigm (Guldmann, 2016). A circular business model can be described as 

a closed cycle, where non-toxic resources are included in the production of products and the 

company’s services are designed in a way that products, resources and materials can be fully 

utilized and retain its value as long as possible. Additionally, any waste products that are clean 

and nicely kept can be used in other contexts (Lifestyle & Design Cluster, 2018. p. 18).  

  

The transition from a linear economy to circular economy can imply one or several of different 

implementation approaches, which have previously been elaborated. Examples are designing 

products as a service, recycling materials, maintaining and sharing products to a much higher 

degree than it is being done today (Ibid, p. 18). Moreover, a good design and high-quality 

products are sustainable, because the product life cycle is long. Hence, well-produced and long-

lasting design products have the potential of being used for several years, which consequently 

have a positive effect on the environmental footprint (Ibid). Full utilization of already existing 

materials and no use of new resources is the focal point for production companies in order to 

gain value through a circular economy. Figure 6 shows how a circular business model (right) 

contrasts the well-known linear model (left) by retaining products, materials, and other 

components in four types of closed circuits called: Maintenance, reuse/redistribute, 

refurbish/remanufacture and recycles.  
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Figure 6: Flow of the resources in the technical loops in a circular economy (Lifestyle & Design Cluster 2018) 

  

Thus, circular business models are proposed to generate circular growth and are based on five 

major strategies: Circular supply chain, recovery and recycling, product life extension, sharing 

platform and product as a service (Guldmann, 2016). Circular business models seek to drive 

innovation and the opportunity for circular business models lie within the linear threats of 

supply risk of resources and in societal trends like circular procurement, value creation and co-

creation of value propositions (IMSA, 2015, p. 3). 

  

According to Ellen MacArthur Foundation (2013) there are four distinct ways of value creation 

that can support a circular economy:  

 

Firstly, the power of inner circle concerns maintenance, repair and adjustment of existing 

products to ensure that the product can operate as long as possible and preferably with the 

original owner or user.  The inner circle holds the biggest potential to be profitable. ”The tighter 

the circle is, the less a product has to be changed in reuse, refurbishment and remanufacturing 

and the faster it returns to use, the higher the potential savings on the shares of material, labor, 

energy, and capital embedded in the product and on the associated rucksack of externalities 

such as greenhouse gas (GHG) emissions, water, toxicity” (Ellen MacArthur Foundation, 
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2013, p. 8). Therefore, the product design and the supporting business models can play a crucial 

role in taking advantage of this opportunity. 

 

The power of circling longer refers to maximizing the number of possible consecutive cycles 

and prolonging the time of each cycle in terms of reusing, remanufacturing and recycling. 

(Ibid). For instance, durable goods should be designed with a higher product quality, leading 

to longer circulation by ensuring a long life with the product’s first owner. (Guldmann, 2016, 

p. 16). Moreover, spare parts and/or materials should be used in order to keep other products 

alive. Components from old products can potentially be used as building blocks in new 

products of the same or different kind and thereby optimize the resource use. (Ibid).  

 

The power of cascaded use concerns the ability to diversify reuse of products and materials 

within the value chain and between industries (Ellen MacArthur Foundation, 2013, p. 8). 

Textiles is a great example of cascaded use, because a material like cotton can first be reused 

in the fashion industry as secondhand apparel, where it then can be utilized in the furniture 

industry as upholstery and later be reused as insulation material for construction (Ibid). In all 

three cases, the reused products and materials substitute an inflow of virgin materials and 

thereby enable a reduction of raw materials cost for the involved companies (Guldmann, 2016, 

p. 16).  

 

Lastly, the power of pure circles emphasizes the importance of uncontaminated material 

streams, because it is vital in terms of increasing collection and redistribution efficiency and is 

moreover key to maintaining the quality of the materials for many consecutive cycles (Ellen 

MacArthur Foundation, 2013 p. 8).  

  

The four cycles have shown to increase material productivity and serve as continuous resource 

optimization, because of their power to change the run rate of required material intakes. Thus, 

the cycles can add up to substantial cumulative advantages over a classical linear business case 

(Ibid).  

  

According to Accenture (2014) many companies are deeply rooted in the linear approach to 

growth when it comes to the company’s strategy, structure and operation. Hence, companies 

who seek to achieve the circular advantages must develop business models that are free of the 
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constraints of linear thinking. Accenture has identified 5 distinct types of circular business 

models: circular supplies, resource recovery, product life extension, sharing platforms and 

product as a service (Accenture, 2014, p. 13-14). 

 

 
Figure 7: The 5 business models that relate to different places in the value chain and support circular economy 

in different ways. (Lifestyle & Design Cluster, 2018) 

  

The Circular supplies business model deals with phasing out scare resources by using fully 

renewable, recyclable or biodegradable inputs that underpin circular production and 

consumption systems (Ibid, p. 13). Cutting waste and removing inefficiencies is also an 

integrated part of the model. The model fits companies, who deal with scarce commodities or 

have a major environmental footprint (Ibid, p. 13).   

  

The Danish furniture company We Do Wood runs its business on a circular supplies business 

model, and their vision is to have a sustainable production. They only produce furniture in FSC 

certified moso bamboo, which is sustainable due to its characteristics for being fast growing, 

not requiring much water and it is not necessary to apply any chemicals in the growing process. 

Moreover, We Do Wood design products for disassembly, meaning that all the parts can be 

split apart and sorted for recycling and reuse (Ibid, p. 21).  
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The Resource recovery business model is about capturing embedded value at the end of one 

product lifecycle to feed into another through innovative recycling and upcycling services 

(Ibid, p. 13). The business model is considered as the next generation recycling using new 

technologies and capabilities (Ibid). Examples include industrial symbiosis, closed loops 

recycling and Cradle-to-Cradle designs. The design concept of Cradle-to-Cradle sets quality 

requirements and reutilizes materials of used products through a take-back system (EPEA, 

2020). The Resource recovery business model is a good fit for companies, who produce large 

volumes of by-product and for companies that are dealing with waste materials from products 

that can be reclaimed and reprocessed cost effectively (Accenture, 2014, p. 13).  

 

Really, is an example of an organization, who uses the resource recovery business model. 

Really is recycling textiles, and uses the waste from textiles, when it has reached the end of its 

lifecycle to make new products. Their aim is to manufacture products, where the materials used 

are a part of a healthy life cycle with no harm on neither the people nor the environment (Ibid).  

 

The Product Life Extension business model is about extending the lifecycle of products and 

assets by repairing, upgrading, remanufacturing or remarketing products (Ibid, p. 14). When 

companies make use of this business model, it enables them to help ensure that products stay 

economically useful for as long as possible and that product upgrades are done in a more 

targeted way by replacing outdated components instead of the entire product (Ibid, p. 14). The 

business model is most suitable for companies that are capital-intensive B2B companies like 

industrial equipment manufacturers and B2C companies, who serve in a market where pre-

owned products are common and where new products only bring little extra performance 

benefits for customers over the previous versions (Ibid, p. 14).  

  

The Danish furniture Skagerrak has launched the collection Reclassic, which can be 

characterized as a product life extension business model. The collection consists of old 

Skagerak garden furniture that has been refurbished after it has been used for 10-20 years. 

Skagerak has developed a take-back system, where they repurchase their products to a price 

that is dependent on the product’s condition. When a consumer has used the piece of furniture 

for a period of years, the furniture is taken back, refurbished and then re-sold to a new customer. 

The system constitutes to extend the product’s life cycle and its value (Ibid, p. 24).  
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The Sharing platforms business model encourages collaboration among the product users, 

which can both be individuals and organizations. It facilitates the sharing of overcapacity or 

underutilization as well as increasing productivity and user value creation. Today, the business 

model is mostly used by companies who do not manufacture the shared products themselves. 

However, the business model can also benefit companies, whose products and assets have low 

utilization or ownership rate (Ibid, p. 14). 

  

The online secondhand platform Trendsales is a great example of a company that applies a 

sharing platform business model. Trendsales is a platform that facilitates and enables end users 

to buy and sell secondhand clothes with other users. Trendsales is only the facilitator of the 

platform, and therefore does not have anything to do with the sales, but merely benefits from 

user value that is being created (Trendsales, 2020).  

  

The Product as a Service business model is providing an alternative to the traditional model of 

“buy and own” in the sense that the products are being used by one or many customers through 

a lease or pay-for-use arrangement (Ibid, p. 14). The companies, who make use of this business 

model need to ensure durability and upgradeability, because they turn incentives upside down 

and shift them from volume to performance. Product longevity, reusability and sharing are 

normally seen as cannibalization risks, but in this case the product of a service business model 

repositions the elements to become drivers of revenue and reduced costs instead (Ibid, p. 14). 

The business model is attractive to companies, whose products are expensive to consumers and 

where manufacturing companies have an advantage relative to their customers in managing 

maintenance and upgrading of the products (Ibid, p. 14).  

 

An example of an organization, who drives its business on a product as a service business 

model is the Danish fashion brand Ganni. Ganni REPEAT is a rental service launched by 

Ganni, because they wanted to draw more attention to the consumers’ consumption patterns. 

The purpose of the rental service is to make consumers rethink the way they buy clothes and 

use their wardrobe by renting clothes and thereby contribute to reducing waste. By renting out 

its clothes, Ganni seeks to increase the lifecycle of their clothes (Ganni, 2019).  
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Take-back systems 

Since the industrial revolution and throughout the 20th century, ownership has been seen as an 

expression for status and economic stability, which is still a popular attitude today. Although, 

consumers are becoming more conscious about the need to rethink some of these consumption 

norms. There are indications of change in consumption patterns, and the sharing economy and 

take-back schemes are gradually starting to show its presence within the lifestyle industry. The 

challenge lies in that many people still think that there is a great value and status in ownership, 

especially when it comes to clothes and furniture (Lifestyle & Design Cluster, 2018, p. 35).  

It therefore requires a big cultural change to shift consumers’ mindset from owning to renting. 

However, the market for second hand is currently growing more than the retail market, and this 

shows an increasing interest from consumers to become more circular and purchase items 

offered though take-back (Svensson, 2020, p.2).  

 

A Take-back system is a business model within circular economy that many organizations are 

currently implementing or attempting to. Take-back systems are organized by the organization 

itself, who collect used products or materials and thereafter reintroduce them to the original 

processing and manufacturing cycle. Thus, take-back systems strive to close the loop by 

preventing new materials and resources in the loop. (Lifestyle and Design Cluster, 2018). In 

this paper, take-back systems are in relation to the two circular business models Product life 

extension and Product as a service, which constitute resale and rental concepts. These concepts 

are getting more attention within the lifestyle industry, especially since the big players have 

taken the lead and are now offering take-back solutions.  

Stakeholders 

As the above have shown, when wanting to transition to or use a circular economy business 

model and simultaneously keeping a competitive and successful position on the market, it is 

important that a company’s stakeholders support the transition. A circular economy is as 

previously mentioned not only beneficial for our society and planet earth, but additionally 

offers a great business opportunity. An adaptation to a circular economy will ensure availability 

of needed materials and resources in the future and will likewise strengthen the commercial 

viability of a business, which will ultimately affect a company’s financial success (Triodos 

Research, 2020). The above has presented the business models related to circular economy, 

which have shown different approaches to circularity. Though, organizations can although not 
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succeed with these business models or the transition on their own, since other stakeholders 

must be willing to adapt to them as well (Ibid.). The following will explain the role of 

stakeholders in the transformation process to a circular business model and the importance of 

mutual stakeholder support on micro, meso and macro levels.  

Macro, meso and micro levels 

The implementation of the circular business models is considered and implemented in the 

following levels: macro, meso, and micro levels. Macro, which is the broadest of the levels, 

consist of the activities taking place at the global and national level and the overall industry 

structure. This level acknowledges the need to make an adjustment of the structure of the 

entire economy as well as the industrial composition (Kirchherr et al., 2017), while the meso 

level is focused on the regional level and eco-industrial parks. The smallest of the levels is 

the micro level, which considers individual enterprises as well as consumers (Ibid.).  

Macro level 

The macro level consists of the industrial composition and structure of the whole economy 

(Kirchherr et al., 2017). Governments obtain an important role in the collaboration towards 

closing resource loops. They possess the power to steer the economy in a circular direction by 

setting the scene through for example tax regulations. As Triodos Investment Management 

(2020) emphasizes these tax regulations could include higher taxes on unsustainable products, 

in order to mitigate the negative impacts from linear production and consumption. 

Additionally, lower taxes could be implemented on labor to promote repair services. Thirdly 

they promote the possibility of introducing labelling requirements that show how the products 

are produced, thus the consumers are able to judge the level of sustainability of the product 

(Ibid.).  

Meso level 

Authorities operating regionally are meso level stakeholders, which are able to affect 

companies and consumers into transitioning to a circular economy. This can either be done by 

leading by example, setting clear framework conditions or supporting both local and regional 

stakeholders in a direct manner (Bačová et al., 2016). Additionally, an important factor to 

consider is that circular economy may have different approaches depending on the city and 

region. This may result in diverse types of support needed as well as the opportunities present 
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for the city or region to implement circular business models (Ibid.). This level also focuses on 

eco-industrial parks as systems (Kirchherr et al., 2017).  

Micro level 

The micro level holds a discussion around the product level changes, and whether firms and 

consumers are willing to change their preferences (Kirchherr et. al., 2017). A powerful 

stakeholder in this relation is primarily the consumer. Whether the shift to a circular economy 

model will succeed highly depends on whether the consumers are willing to change their 

behavior. This includes the following steps: stop buying things they do not need and throw 

away products that are still sufficient. In a society whose highly focused on consumption, short-

lived trends and a rapid replacement pace this may be a big change, which the consumers may 

not be able to make on their own (Triodos Research, 2020). Services, which have been 

presented through the business models may facilitate consumers shift to a more sustainable 

behavior. By implementing initiatives such as repairing, replacing, reusing, sharing, and so on, 

consumers are presented to alternative choices to the disposal of products. Most importantly 

though is whether the consumers are willing to use these alternatives (Ibid.). The micro level 

also considers individual enterprises and the related changes that must happen to increase their 

circularity (Kirchherr et al., 2017).  

Technology and digital tools 

Another important aspect when transitioning to circular business models is the technology. The 

development of technology has been beneficial for the labor market in many different ways, 

and especially digital technologies have contributed to a fundamental change. 

Digital technology has enabled a fundamental shift in how the economy functions, and it offers 

new possibilities for radical virtualization, dematerialization and greater transparency on 

products and materials flows as well as creating new ways of operating and participating in the 

economy both for organizations and individuals (Sukhdev et al., 2017).  

Digital technology is a great contributor, because it can be a lever for the lifestyle industry in 

terms of adopting new circular business models and using digital tools to improve working 

procedures. The new technology blockchain has particularly shown to be of great importance 

for organizations within the industry (Svane and Mühlendorph, 2020).  
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Blockchain is a technology that is determined as a distributed ledger technology (DLT) that is 

a consensus of digital data, which can be shared across industries and countries. In other words, 

blockchain is a reliable database, where you can gather information in a given value chain. 

However, the technology is only suitable if there are many different actors within the network, 

yet there is a low level of transparency and a low amount of trust between the actors (Ibid), as 

this technology might facilitate an improvement of that. Organizations within the lifestyle 

industry are gradually starting to use blockchain technology, due to its ability to create a higher 

level of transparency in two different use scenarios; in the operation itself like the supply chain 

or value chain and towards the consumer (Ibid). By giving clothes or furniture a pulse through 

a sensor via for example a QR code, a certain type of sting or a crystal spray, the technology 

can then recognize the product and thereby create a digital twin, which can register every time 

the product changes hands (Ibid). In that way, it makes it possible to map out a product’s 

journey from its very beginning till the end as well as creating more transparency, supporting 

compliance and strengthening the storytelling about the product’s presence in the use situation 

(Ibid).  

Porter’s Generic Strategies 

When aiming to find out how organizations can implement a take-back system in order to create 

competitive advantage, it is important to present different strategies to how this can be done. 

Michael Porter has created Porter’s Generic Strategies model, which presents three basic 

strategic options an organization can use to gain competitive advantage. The strategies are: 

Cost Leadership, Differentiation, and Focus. The Focus is furthermore subdivided into two 

parts: Cost Focus, and Differentiation Focus (Andersen et al., 2016, p. 274).  

 

Porter’s generic strategies present different ways to gain competitive advantage. There are two 

main ways to achieve this within a Cost Leadership Strategy. Firstly, it can happen by 

increasing profit by reducing costs, and simultaneously charge industry-average prices. 

Hereby, organizations are able to create a greater profit. Secondly, organizations can increase 

their market share by charging lower prices. Hereby organizations can still make a reasonable 

profit due to increased sales (ibid).  

 

Organizations can also use the differentiation strategy to gain competitive advantage. This 

strategy involves making an organization's products or services different whilst more attractive 
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in comparison with the competitors. This can be done by focusing on differentiating themselves 

on functionality, durability, features, brand images that customers value. In order for an 

organization to experience success with a differentiation strategy, the organization needs to be 

innovative and agile with their new product development process. Organizations must also 

have effective sales and marketing channels, in order to inform the market of the benefits of 

their differentiated products or services (Ibid).   

 

Lastly, the focus strategy concentrates on particular niche markets. Organizations pursuing this 

strategy must understand the dynamics and unique needs of the customers in the niche market, 

and hereby develop low-cost or specified products for the chosen market. Organizations must 

choose whether they will pursue a Cost Focus or Differentiation Focus.  

 

 
Figure 8: Porter’s Generic Strategies model  

 

Methodology 
In this section, the methodology that has been used in the research will be addressed. Firstly, 

the research design will be introduced, which is constituted by the phenomenon of interest, the 

research approach and philosophy of science. Secondly, the data collection will be presented 

including a presentation of the research’s sampling and interview guide. Lastly, the data 

analysis will present the coding process which is followed by the belonging limitations.  
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It has been identified that circular economy is a frequently used phenomenon in literature, by 

the government and by organizations themselves, however the meaning of it varies. There is a 

growing interest in sustainability and circular economy. The sustainable development goals are 

particularly helping to shape the circular future, as described in the background section. The 

framework of circular business models is a familiar concept within the lifestyle industry 

however, it still causes uncertainty for organizations, and therefore the framework of circular 

business models needs to be researched further. These thoughts on circular economy and 

circular business models is what has led to the phenomenon of interest. Therefore, the starting 

point of this research is to clarify the meaning of circular business models and to identify what 

makes organizations within the lifestyle industry willing to adopt take-back systems and to 

discover what paradigms are challenging the adoption of it. The following methodology has 

hereby been chosen, since it will provide the research with truthful and in-depth knowledge in 

order to answer the chosen research question.  

Philosophy of science 

A fundamental question to ask oneself when conducting research is: how do we know what we 

know? Egholm (2014) introduces a philosophical approach, which implies a definition of 

knowledge and how it is generated and obtained. Throughout the conducted research social 

constructionism has been identified as the associated theory of knowledge, which states that no 

objective reality exists independently of the human mind (Ibid).  

 

Berger and Luckmann (Egholm, 2014) emphasize that people’s understanding of reality is 

derived from our presence in social contexts, and that social contexts hold a key role in defining 

our sense of reality. Thus, reality is always created through negotiated interpretations of 

experiences in social and local contexts, and thereby not made by the individual. Repeated 

interaction between individuals is therefore the root of knowledge creation in social 

constructionism (Ibid). When conducting research with a focus on perceptions of circular 

business models and take-back systems in the lifestyle industry, these perceptions are therefore 

important, since they potentially shape our current reality. The way in which practitioners of 

our research describe take-back systems and their importance is therefore being socially shaped 

through ongoing conversations. Although, not all voices are believed to be equally powerful. 

We believe that actors such as the Ellen MacArthur Foundation, United Nations, first movers 

and individual experts in circular economy, circular business models and take-back systems 
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possess a stronger voice in the conversations. These actors are therefore potentially given a 

greater power to influence practitioner’s understanding and perception of take-back systems 

today. Given this, it is therefore important to keep in mind that these practitioners hold a great 

influence.  

 

Additionally, due to our role as researchers we are aware of our influence on the conversations. 

In our conducted research, we aim at provoking reflection among practitioners in the research, 

which is done by questioning current theories of circular business models and take-back 

systems. Therefore, we compare our collected empirical knowledge against our academic 

knowledge, and thus underline possible similarities and differences. We acknowledge our 

potential to affect the reality we research upon and consequently understand our responsibility 

to conduct our research in a trustworthy and transparent manner. Though, the following 

findings, as a consequence of the limitations from this research, are meant to be a subject for 

future research and investigation. 

Research approach 

In the light of our chosen philosophical method, we have decided to use a qualitative research 

approach, due to its ability to show the complexity of the social world the interviewees belong 

to through an ongoing conversation (Justesen & Mik-Meyer, 2010). We have moreover chosen 

to use a qualitative research approach due to its great opportunities to obtain internal knowledge 

of how practitioners think and make sense in a new context. This is done by asking questions 

and carefully listening to how they perceive a given topic (Tracy, 2013). The research approach 

is essential when collecting data and gaining in-depth knowledge as well as understanding 

different nuances of data. This can be done through either (or both) qualitative and quantitative 

research approaches (Mason, 2002).  

 

As Tracy (2013) emphasizes quantitative research seeks to incorporate methods aiming at 

measuring and quantifying the collected data in order to generalize the findings. On the other 

hand, qualitative research seeks to contribute to generalize, theorize and describe the theoretical 

domain (Gaudet and Robert, 2018). Through using a qualitative research approach, we were 

able to conduct research in a close manner and among the selected relevant stakeholders (Tracy, 

2013). Consequently, we were hereby able to closely compare chosen theory with personal 

views of practitioners, which we did through qualitative interviews. This enabled us to obtain 
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a deeper understanding and insight of the interviewees’ opinions, knowledge and thoughts. 

Additionally, this interview method made it possible to get a more personal angle from the 

interviews in comparison with quantitative interviews (Ibid).  

 

We believe that the world is socially cultivated, hence we make use of an abductive approach 

to our research, which can be determined as a simultaneous interaction with the theory during 

the process of gathering data and going through the data analysis process. (Tavory & 

Timmermans, 2014). We aim at generating creative and novel theoretical insights through a 

dialectic of cultivated theoretical sensitivity and methodological heuristic (Ibid). Moreover, we 

believe that comparing and critically reflecting on the data in regard to already existing theories 

will most likely identify some changed circumstances, additional dimensions, and/or 

misguided preconceptions. Hence, we use the existing literature on circular business models 

and take-back systems and bridge it with the insights gained from our interviewees and 

compare the data during the data collection process. Applying an inductive approach to our 

research would have limited our ability to unfold creativity and openness towards exploring 

new dimensions or changed circumstances, because the academic literature would only be 

discarded in the end. Moreover, a deductive approach would have encouraged us to test a 

hypothesis empirically to confirm or challenge the theory (Ibid).  

 

Since we have a social constructivism perspective in terms of how we see the world, we 

consider circular economy as a new strategic opportunity for organizations to use, as literature 

shows that the adaptation of circular business models can contribute to making organizations 

more sustainable. Thus, there is a great potential for growth and increased profit by 

implementing sustainable initiatives and circular business models. However, after having 

conducted the first interviews, we identified that the interviewees recognize some variables that 

are limiting their ability to adopt circular business models and take-back systems, which this 

research seeks to elaborate on. Thus, by questioning the existing theory against the initial 

surprising factor is a great example of how abductive reasoning is applied in this research.  

 

The main motive for applying an abductive approach is therefore the ability to challenge the 

existing literature and to be more self-reflective towards the data we process. The abductive 

research approach leads to some biases in terms of our own subjectivity and self-reflection.  
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However, Tavory and Timmermans (2014) suggested methodological tools have helped us to 

become more conscious of our way of thinking, social roles and education. By acknowledging 

our subjective roles as researchers and applying defamiliarization and revisiting as 

methodological tools, we have been able to reach probable interpretations of the data, which 

will be elaborated in the data analysis section.  

Approach to literature review 

Our literature review has been allocated a great focus in the thesis. Firstly, it was important to 

gain academic knowledge on certain topics, such as: circular economy, circular business 

models, as well as the lifestyle industry. Thus, we could hereafter constantly review and 

complement our literature with the data that we collected along the way. Since circular 

economy and circular business models in the lifestyle industry are an emerging field, we found 

that there are not many academic sources on this topic. Therefore, we were encouraged to rely 

on new literature and main theories from authors including: Kalmykova et al. (2018), Ellen 

MacArthur (2019), Guldmann (2016), Osterwalder and Pigneur (2010), Accenture (2014), 

Lifestyle and Design Cluster (2018), Wollbrink (2019), Ganni Responsibility report (2019), 

United Nations (2019), IKEA Circular Product Design guide (2019). A searching approach we 

highly used was through CBS’s database Libsearch, which was helpful in recommending 

articles in relation to our topic. In addition, we enriched our literature review with generic 

searches in Google Scholar with the following keywords: circular economy, circular business 

models, circular fashion, circular furniture, circular lifestyle, and take-back systems.  

Data collection 

Marshall and Rossman (1989) present five techniques to collect data for descriptive research: 

participant observation, in-depth interview, analysis of documents, survey questionnaires, and 

unobtrusive measures. For this research, we have chosen to conduct in-depth interviews. The 

interviews lasted 1 hour on average and were all conducted with the presence of us both. We 

chose to interview the respondents face-to-face, either in real life or virtually through Teams. 

All interviews were recorded and transcribed hereafter.  

Sampling 

In order to be able to answer our conducted research question: “How can organizations within 

the lifestyle industry use take-back systems as a circular business model to create competitive 
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advantage and economic growth?” we have chosen 11 practitioners for our interviews. The 

chosen practitioners match the purposeful criteria for qualitative in-depth interviews. 

Qualitative inquiries are mostly focusing on in-depth information from small samples, which 

are purposefully selected (Patton, 1990). The logic as well as the power that lies behind 

purposeful sampling is in the selection of information-rich cases, which are then used for in-

depth studying. These information-rich cases were selected due to its ability to contribute with 

knowledge to our interest of study, and which we believe would be relevant for our research.  

 

Two selection criteria were used to select practitioners for our interviews. Firstly, our chosen 

practitioners were chosen due to their interest and knowledge regarding circular business 

models and take-back systems. Secondly, their profession had to be related to circular business 

models and take-back systems in the lifestyle industry, which secured our data to be of high 

quality (Patton, 1990). Circular economy is an emerging field, and therefore only few 

practitioners live up to these criteria. Due to a broad personal and professional network within 

the lifestyle industry, we could refer to the chosen informants for interviews. Additionally, we 

searched for other informants on LinkedIn. An important criteria when selecting interview 

practitioners was therefore that the chosen practitioners were fulfilling the sampling 

requirements, which have been mentioned above.  

 

Our final sampling included 11 informants. We wanted to create a diverse sampling of 

informants, which included people from different organizations with different levels of circular 

maturity and with different positions within the industry.  In this way, we were able to get 

different thoughts on circular business models and the related opportunities, weaknesses, 

threats, and strengths. In relation to the organization representatives, we carefully selected 

mature informants, who either have a well-developed circular business model and take-back 

system or work towards such an implementation. These organizations have communicated their 

circular maturity and interest through their websites, which enabled us to select the relevant 

organization for our research. The majority of the company representatives were selected due 

to their circularity knowledge and power to make decisions in the organization regarding 

strategic initiatives and circular business models. Thus, we gained a micro-level view of the 

contributory organization's strategies through interviews with the employees. 
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Additionally, we have interviewed organization representatives with leading positions thus, we 

expected these representatives to present an organization-wide view. We expected these 

interviews to provide internal knowledge in relation to the organization’s particular circular 

business models as well as the plans for the future. In addition, we expected these to provide 

information about knowledge sharing and collaboration between organizations within the 

industry. The leaders hereby shared a micro-meso level, since they represent their particular 

organization, while collaborating with other organizations in the industry respectively within 

(micro) or across (meso) industries. Furthermore, we attempted to get an interview with 

innovators working with circular business models, although this was not a possibility due to 

external issues, which is elaborated in the section with limitations of our research. However, 

these could have presented a society-wide view of circular economy and circular business 

models, which could have provided a meso-level view to our research. 

 

Lastly, we attempted to conduct interviews with individuals possessing governing power, in 

order to reach an understanding of policies regarding circular economy and circular business 

models at macro-level. Although, this was also not possible due to external issues.  

 

Name Company Position Point of view # 
Sofie Neble 
Østergaard 

TAKT Brand Activation 
Manager 

Micro 1 

Tina Kaysen Kvadrat Sustainability Manager Micro 2 
Steffen Høgh HolmrisB8 Head of Sustainability  Micro-Meso 3 
Minik Helborg Upcycling 

Scandinavia 
CEO Micro-Meso 4 

Mette Julie 
Bundgaard-Nielsen 

Design School 
Kolding 

Freelance Designer and 
Associate Professor 

Micro 5 

Anne Stenberg Skagerak Business Process 
Manager 

Micro 6 

Karoline Landbo Veras Vintage Head of Sustainability Micro 7 
Christoffer 
Immanuel 

Organic Basics CEO Micro-Meso 8 

Vicki Kalo Kopenhagen CEO Micro-Meso 9 
Monica Keaney IKEA Sustainability Manager Micro 10 
Peter Svensson Continued Fashion CEO Micro-Meso 11 

 
Table 1: Categorized list of informats 
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Interviewing 

Kvale & Brinkmann (2009) present a guide to conduct semi-structured life world interviews, 

which we have followed. This interview technique “seeks to obtain descriptions of the life 

world of the interviewee with respect to interpreting the meaning of the described phenomena” 

(Kvale & Brinkmann, 2009, p. 124). This means that we have conducted the interviews with a 

sequence of themes, which we wanted to cover through suggested questions. Simultaneously, 

we had an open mind in relation to changing the sequences and questions in order to follow up 

on specific answers and directions of the interview. The interviews were therefore close to a 

conversation form but with an underlying purpose. Thus, we let the interviewees speak freely 

and openly about the presented themes.  Consequently, the interviewees were brought back to 

our intended themes in a gentle way, if they strayed away. Additionally, we mostly asked open-

ended questions, which enabled the interviewees the possibility to focus on and present us the 

topics, which they found important (Ibid). By using the conducted interview guide, we 

therefore kept control over the interview, while being open to gaining new knowledge. The 

reason for using semi-structured interviews also aligns with the social constructionism, since 

we hereby contribute to creating new knowledge in relation to the phenomenon of interest. 

Structured interviews would have oppositely contributed to merely reproducing the opinion of 

the interviewers regarding the reality of the social world (Justesen & Mik-Meyer, 2010). 

Interview guide 

As mentioned above, we have chosen to conduct semi-structured interviews with a belonging 

semi-structured interview guide (Appendix 1). This helped us to keep focus on the themes we 

wanted to address and the questions that we wanted to get answered, while contributing to 

regenerate new knowledge during the interview (Justesen & Mik-Meyer, 2010). The interview 

guide consisted of three sections, which all possess different purposes. The purpose with the 

first section was to get an introduction of the interviewee. Simultaneously, we sought to get an 

introduction to the interviewees’ professional background as well as an introduction of the 

organization. The second section focused on circular business models and take-back systems, 

whilst getting the interviewee’s perception of the terms and how they see them implemented 

in their business and industry. Lastly, the third section focused on the future of take-back 

systems with a main focus on resale and rental concepts. We wanted to gain internal knowledge 

in relation to their perception of the take-back systems’ strengths, weaknesses, threats and 

opportunities. Although, since the interviews were conducted with a semi-structural approach, 
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we allowed spontaneous thoughts and questions to emerge, as well as new topics to discuss. In 

this way, we were allowing new insights to emerge, which we did not consider prior to the 

interviews (Memon & Bull, 1998).  

Data analysis 

Transcriptions and coding of interviews 
All the semi-structured interviews that have been conducted for this research have been 

recorded and then transcribed in order to be analyzed. By transcribing the interviews, we have 

been able to identify similarities, connections and differences, which enable us to code the data 

correctly. Coding is an in-depth analysis and interpretation of data, thus it is a “discovery” that 

allows us to determine the code for a chunk of data by reading and reflecting carefully upon its 

core content and meaning (Miles et al., 2013, p. 72). Thus, this gives us a more intimate and 

interpretive understanding of each chunk of data. The codes are then assigned to chunks to 

detect recurring patterns and similar codes are then clustered to create a smaller number of 

categories, which is also determined as pattern codes (Ibid, p. 73). Hereafter, the 

interrelationships are constructed in order to develop a higher level of analytical meaning for 

the theory development (Ibid, p. 73).  

 

We have taken the methodology of Gioia (2013) as a starting point for the coding, and we 

performed a systematic and transparent analysis of our interviewed data with the purpose of 

achieving qualitative rigor (Ibid). An example of our coding can be found in Appendix 2. 

However, since Gioia et al. (2013) represents an inductive method, we have made some 

corrections to adapt our abductive study. In the inductive setting, the informants’ voice would 

have been kept for all three order codes and then aggregated to the theory, however we have 

incorporated the theoretical terms in the second order codes and combined them with the 

interviewees’ voices at the same time.  

 

To strengthen and make our understanding of the data more precise, we completed the above-

mentioned coding method alongside with two other methodological tools, i.e.  

defamiliarization and revisiting presented by Tavory and Timmermans (2014). 

Defamiliarization has been useful in the way that it has helped us to avoid taking our own 

personal biases into the data analysis. However, taking our multiple roles as students, 
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researchers and young professionals into consideration, we maintained certain preconceived 

ideas, which according to Tavory and Timmermans (2014) is determined as “habits of thought 

and action” and imply that we throughout the process might leave out unnoticed details and 

take this information for granted. Therefore, in order to avoid taking this information for 

granted and letting it affect our analysis, we have actively been rechecking the interviewees' 

audio recordings, transcribing and coding to make sure that we would notice, if some 

information was initially taken for granted and hereby bring it back to the level of 

consciousness.  

 

We have used the revisiting tool by taking in new theory after having conducted the first 

interviews, as we then identified some different aspects that became relevant to our research, 

aspects that we did not initially judge as being relevant. Hence, we applied the revisiting tool 

in two different cycles of abduction as Tavory and Timmermans (2014) suggest. Moreover, we 

applied the term in a slightly different way by revisiting the data in several cycles of coding, 

which will be elaborated in the following. This way of revisiting the coding was a necessary 

action to take, in order to achieve a consistent way of coding for the same type of utterances. 

By returning to the data repeatedly, as revisiting suggested, we experienced the setting again 

and hereby utilized the opportunity to discover aspects that went unnoticed previously. 

Throughout the process, we ensured to stay focused on the research question in the lenses of 

an abductive approach by constantly evaluating our findings with the academic literature. The 

following paragraphs will elaborate on how we performed the coding. 

 

We have divided the coding process into two different stages: first cycle coding, where codes 

are assigned to the data chunks and second cycle coding, where codes are being grouped into 

smaller categories or themes and then eventually grouped into key themes (Miles et al., 2013, 

p. 86). In first cycle coding, the raw data is in the transformation of being organized into codes. 

Thus, our intention was not to become biased by our initial role as researchers. We sought to 

remain a neutral state of mind despite our knowledge gained in the interview throughout the 

coding process. As coders, we were challenged by the ability to reset our minds between the 

coding process of each interview. However, by remaining neutral, we prevented any influence 

between the coding of the different interviews, and in this way, we were able to code each 

interview independently.  

 



43 

We applied a descriptive coding that allowed us to assign labels to data in order to summarize 

the topic of a passage of the qualitative data in a word or short phrase (Miles et al., 2013, p. 

74). All the interviews transcriptions have been coded by one of us, while the other reviewed 

the first order codes with fresh eyes, in order to capture any disagreements. In case of any 

disagreements these would be discussed and resolved, and in that way, all first order codes 

were screened by both researchers to achieve intercoder agreement. (Campbell et al., 2013). 

When we finished the first-order coding for all the interviews, a list of 26 codes were obtained. 

Inspired by Gioia’s methodology rigor standards (Gioia et al., 2013), to keep an organized view 

of all the conducted codes, the text extracts and the associated first order codes were put into a 

table to be ready for the next step - second cycle coding.  

 

In second cycle coding, we sought to identify common themes from all the codes obtained from 

the first cycle of coding, thus we allowed ourselves to bring theoretical knowledge into the 

second order coding to turn it into more meaningful units of analysis (Miles et al., 2013). 

Through abductive reasoning, we kept comparing theory throughout the coding process to 

match codes with theoretical concepts that we already knew about. We also sought to maintain 

our interviewees’ point of view and to leave some space for empirically-driven codes to emerge 

that did not match the theoretical framework we had considered during the research. We 

thought it was important not to ignore our theoretical knowledge, and we did not want to wait 

with the comparison of the codes and theory until the end of the coding process, as it is done 

in inductive research.  

 

The second cycle coding is a phase that constitutes the findings of similarities from first order 

codes and allows to regroup them into categories accordingly with the theory we were familiar 

with at the given time (Gioia et al., 2013). As we went through all the first order codes, we 

noticed recurring topics that were brought up by several interviewees, and these instances often 

had a theoretical origin. Examples of second order codes that were theory driven include 

“Circular economy”, “Circular business models” and “Competitiveness”. Additionally, we 

also had empirically-driven categories such as “social responsibilities”, “motivation”, 

“strength”, “collaboration” and “consumer behaviour”. After having coded everything 

properly with second order codes, we regrouped these intro larger categories of common 

themes. For example, codes referring to terms such as circular economy, recycling, upcycling 
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and take-back were grouped into the common theme “Circular business models” and terms like 

regulations, policies and formalization were grouped into “governing initiatives”.  

We collected all regrouped themes in 5 final categories: Circular Business Models, Consumer 

behaviour, Knowledge sharing, Competitive advantage, Social responsibilities and Willingness 

to change. After having identified the final themes, we became more aware of the larger picture 

hiding in our data and the interrelationships between the themes. A representation of our coding 

tree can be found in Appendix 3.  

Limitations 

Several limitations have been considered in our research process, which the following will 

address: 

 

1. Firstly, a great limitation has been to get a diverse sample of informants. A more diverse 

sample would have allowed us to complement our research with more different points 

of views and at different levels. Our sample through interviews included informants on 

respectively micro and meso-level, though none with a macro-level perspective. This 

limitation therefore resulted in no interviews with informants with a governing position, 

therefore we used documents to get this perspective instead. Consequently, we were not 

able to get answers to our own questions and thoughts.  

2. Another limitation was the outbreak of the coronavirus COVID-19, which have had 

several consequences for our research: 

a. Interviews: A consequence has been that we have been forced to interview most 

of our informants virtually through Teams. Our research and data collection was 

merely started, when the corona virus broke out, and it forced our informants, 

as well as ourselves, to stay home. This has resulted in interview recordings of 

more or less worse quality, which was difficult to transcribe. Thus, some 

statements got lost through recording.  

b. Interview situation: In social constructivism it is believed that knowledge is 

constructed in the present time and space during an interview situation. 

Repeated interaction between individuals is therefore the root of knowledge 

creation in social constructionism, thus knowledge is changeable in a given 

interview setting and socially shaped through ongoing conversations. Due to the 

fact that we were unable to meet with several of our interviewees in person and 
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have a flowing conversation, this construction of knowledge has been 

challenged. This has in particular been the case when our planned interviews 

have been replaced with documents and virtual interviews on Teams. 

3. Some of our informants were new in their job positions, which consequently had an 

influence on their knowledge regarding circular economy and circular business models 

in the organization.  

4. Additionally, all of our informants were from Denmark and were based in Denmark. 

Our sampling could therefore have been more geographically diverse through 

interviews with companies located in other countries. Therefore, our research is limited 

to the Danish lifestyle industry.  

5. Lastly, during our study we only carried out two cycles of abduction. During our data 

collection we considered new literature, although not during the data analysis. 

Consequently, the findings of this study are to be seen in the light of the theory and 

literature, which is presented in the theory chapter. Thus, it is recommended that a 

further cycle of abduction is carried out in future research.  

 

Despite the limitations presented above, we believe our research contains great findings in 

relation to circular business models and take-back systems. 

Summary of method chapter 

This chapter has described and discussed the methods that have been applied to our research. 

We have determined how semi-structured and open-ended interviews and document analysis 

have provided us to obtain useful insights about circular economy, circular business models 

and take-back systems within the lifestyle industry. The interviewees have carefully been 

selected due to their competencies and knowledge regarding circular business models and take-

back systems, which provided us with useful information in relation to our research question.  

Our coding process is based on Gioia’s methodology (Gioia et al., 2013) in order to maintain 

high rigor standards. Furthermore, in order to avoid the data analysis process being affected by 

our subjectivism, we have applied the methodological tools defamiliarization and revisiting 

suggested by Tavory and Timmermans (2014) to critically analyze and evaluate the data.  
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Analysis 

Circular business models and take-back systems in the lifestyle 
industry 
The lifestyle industry is facing a change and is moving towards becoming more sustainable 

both in terms of running a business, and regarding the products themselves. Consequently, it is 

“common sense” for organizations within the lifestyle industry to follow this change by 

considering new business opportunities and implementing circular business models 

(Østergaard Neble, 2020). This can be done through implementing one of five circular business 

models: maintenance, reuse, redistribution, refurbishment, remanufacturing and/or recycling, 

or a combination (Helborg, 2020; Bundgaard-Nielsen, 2020; Landbo, 2020; Østergaard Neble, 

2020; Høgh, 2020; Stenberg, 2020; Immanuel, 2020). Many organizations are already working 

in a sustainable manner through these circular business models, although a common value 

proposition in the lifestyle industry is to have a closed loop. A closed loop means that the 

product’s technical resources are kept at their highest utility for as long as possible, which can 

be obtained through a take-back system. Thus, it is commonly expressed throughout the 

conducted interviews that organizations want to implement a take-back system to their key 

activities in the future. However, this is perceived as a challenge for many organizations due 

to their current revenue streams, key partners, and customer segments in particular. Based on 

the conducted interviews, the following will provide an introduction and analysis of the five 

circular business models in relation to how organizations use these business models in practice. 

 

The analysis will be based on Osterwalder and Pigneur’s framework of the business model 

canvas, which looks at an organization from the following 9 building blocks: Customer 

segments, value propositions, channels, customers relationships, revenue streams, key 

resources, key activities, key partnerships and cost structure (Osterwalder and Pigneur, 2010, 

p 15). Additionally, it will be presented and analyzed how selected organizations within the 

lifestyle industry work or want to work with take-back systems in the future. This analysis will 

provide the needed background knowledge in order to further analyze how organizations can 

implement a take-back system as a circular business model while meeting the purpose of 

gaining competitive advantage and economic growth.  
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Name  Product type Circular Business Model 

TAKT Furniture Circular Supply chain 

Kvadrat Textiles Resource Recovery 

Organic Basics Clothing Resource Recovery 

Upcycling Scandinavia Furniture Resource Recovery 

Kalo Kopenhagen Clothing Product as a service 

Ganni REPEAT Clothing Product as a service 

Veras Vintage  Clothing Resource recovery combined with 
Product life extension 

HolmrisB8 Furniture Product as a service combined 
with Product life extension 

Skagerak Furniture Product as a service combined 
with Product life extension 

 

Table 2: Overview of the conducted organizations 

The Circular supply chain business model 

TAKT 

 
TAKT Cross chair (TAKT, 2020) 

 

TAKT is an organization, who is operating with a circular supply chain business model as their 

key activity and has not yet managed to add a take-back system. Sustainability is in the DNA 

of the furniture start-up TAKT, and Sofie Østergaard Neble, Brand Activation Manager at 

TAKT furthermore stresses: “TAKT also comes from the expression takt and tone, which 
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means doing things right from the start” (Østergaard Neble, 2020, p. 6, l. 6-7). Thus, the 

organization is built upon the embedded motivation of challenging the common linear business 

model in the lifestyle industry, by rethinking circular design solutions (Østergaard Neble, 

2020). TAKT has therefore followed a circular economy implementation strategy in their 

design approach. 

 

TAKT embraces the old Danish design traditions by having suppliers, who are already 

producing well-known Danish furniture design classics. TAKT ensures that their suppliers are 

producing furniture and spare parts made from FSC certified wood and thereby not contributing 

to using nature's scarce resources. In collaboration with their chosen suppliers and different 

designers as their key-partners, TAKT hereby managed to re-think the usual linear design 

strategies in order to meet the new sustainable value propositions of their customer segment 

(Ibid). TAKT experiences that their customer segment demands sustainability as well as 

convenience at a reasonable price and therefore developed their essential resources, which are 

their patented furniture designed for disassembly. Thus, apart from using FSC certified wood, 

their furniture is additionally compatible for being taken apart and sorted for recycling and 

reuse. In practice this means that if one component of the furniture is broken, it can simply be 

replaced by a new FSC certified spare part instead of the whole furniture being thrown away. 

By using a circular supply chain business model, TAKT therefore seeks to minimize the use of 

virgin materials in the production of new furniture by applying a better and convenient design 

strategy (Ibid). TAKT is moreover preventing consumers from buying new products by 

offering FSC certified spare parts to their furniture and thereby also maintaining a long-term 

customer relationship. The revenue stream hereby comes from each sold furniture as well as 

new spare parts. Likewise, the cost structure mainly comes from the production of new 

furniture and spare parts, since the organization has chosen to operate with online channels 

instead of the more costly channel of physical stores.  

 

Although, TAKT is producing spare parts made by FSC certified wood, they are currently not 

managing to close the loop due to their linear production pattern. Østergaard Neble emphasizes 

that their consumers value convenience and hereby the possibility to rent furniture for a short 

amount of time, which is a service TAKT currently does not offer. She explains: “[...] because 

everybody needs to sort of, uh, change their interior once in a while” (Østergaard Neble, 2020, 

p. 9, l. 12-13). Thus, TAKT seeks to add a take-back system to their key activities in the future 
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to support their already existing circular business model, and hereby meet customer demands 

for convenience while closing the loop (Østergaard Neble, 2020). However, TAKT 

acknowledges that their limited circular knowledge as a start-up is an internal tension in relation 

to implementing a take-back system. TAKT therefore has the motivation to implement a take-

back system, but currently faces the internal tension of not having the needed knowledge to do 

so.  

The Resource recovery business model 

It has previously been elaborated that the lifestyle industry is highly characterized by producing 

large volumes of products and is primarily driven by the take-make-dispose model. However, 

organizations within the lifestyle industry are starting to move towards a more sustainable way 

of production, thus recycling has started to gain ground in the market (Bundgard-Nielsen, 

2020). Consequently, both furniture as well as fashion brands are currently offering products 

made from recycled materials, which the textile brand Kvadrat among others in the industry is 

an example of.  

Kvadrat 

 
Kvadrat textiles (Kvadrat, 2020) 

 

Kvadrat is an organization in the lifestyle industry, who is highly motivated towards working 

with circularity due to a desire to support the sustainable development in the industry and 

remain in the position of being a first mover. Kvadrat is perceived as a leader in design 

innovation, due to their standardized production of design textiles, rugs, upholstery, acoustic 

and window covering solutions for both commercial and residential interior. Kvadrat has been 

used in iconic architectural developments including the Museum of Modern Art NYC, The 

Guggenheim Museum Bilbao and the Guangzhou Opera House in China (Kvadrat, 2020). Their 
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customer segment is therefore a group of quality-conscious consumers both private as well as 

businesses, who seek products of high standard made with sustainable materials. Kvadrat is 

proud of their sustainable knowledge and production resources, which enable them to produce 

and make textiles made out of materials that are already in the market. Furthermore, this 

production is also perceived as their key activity, which includes the process of converting 

waste materials into new materials and products. This also determines their circular economy 

approach, which emphasizes a resource and recovery strategy.   

 

Kvadrat are seeking to close the loop by using cradle-to-cradle design principles and thereby 

minimize the production with virgin materials and decrease the footprint of landfill (Kaysen, 

2020). The revenue streams come from the textiles they sell and are sold through different 

channels, such as physical stores and directly to businesses. Kvadrat is collaborating with many 

different organizations, including different furniture brands due to their production of textiles. 

Additionally, they also seek to collaborate with organizations in terms of developing new 

processes and products in order to gain new knowledge regarding how to close the loop through 

take-back systems (Ibid). Tina Kaysen, Sustainability Manager at Kvadrat explains: “Being 

able to take responsibility and make sure to close the loop as a big business, we are actually 

able to be responsible at the same time and not use resources we don’t have available.” 

(Kaysen, 2020, p. 5, l. 10-12). The implementation of a take-back system is therefore desirable 

for Kvadrat, although they currently do not have the needed knowledge to implement it. Kaysen 

states this internal tension by explaining that they find it difficult to create a take-back system 

for textiles, since they do not know how to do it. Kvadrat therefore has great motivation to 

implement a take-back system and thereby contribute to the sustainable development in the 

lifestyle industry, although their internal tension regarding lack of knowledge prevents them 

from implementing one.  
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Organic Basics 

 
Organic Basics underwear (Organic Basic, 2020) 

 

The organic underwear brand Organic Basics is another organization, who have implemented 

a resource recovery business model. Organic Basics has its own webshop and it functions as 

their key sales channel, although their presence on social media is also considered a sales 

channel. They sell their products directly to their consumers to avoid any intermediaries as well 

as additional costs, because they desire to be as sustainable as possible. Hence, the revenue 

stream comes from the products they sell on their webshop (Immanuel, 2020).  

Christoffer Immanuel, co-owner of Organic Basic expresses how important it is for them to be 

conscious about the materials they use. He emphasizes: “All of our nylon is recycled and so is 

our cashmere. In relation to the cotton we use, we only use GOTS certified cotton and we will 

be launching more products that are made from recycled materials. Our goal is to change all 

of our cotton to be biodynamic.” (Ibid, p. 1, l. 21-25). Thus, their key activity is to produce 

underwear that is merely made out of recycled nylon and cashmere in collaboration with 

sustainable suppliers as partners. Organic Basics have not managed to use recycled cotton in 

their production yet, but they seek to find a solution in the nearest future. The organization is 

therefore very conscious about the resources they use and are therefore motivated to close the 

loop fully, by only using the resources that are already available in the market through a take-

back system. Therefore, Organic Basics’ approach to circular economy is supported by an 

implementation of a resource and recovery strategy. Immanuel further stresses that they are 

motivated to implement a take-back system to minimize the use of nature’s scarce resources:  

“[...] Soon we will be 10 billions of people on earth, and if we don’t get better at utilizing the 
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resources the planet already has, we will then run out of resources. With that acknowledgement 

and with a great love for nature, the better we are to use the resources available, the less 

negative impact it will cause the planet.” (Ibid, p. 1, l. 5-8). Organic Basics is therefore 

motivated to have a take-back system due to the belonging positive environmental effects it 

causes, which they also experience as being a value among their customers. 

 

Their customer segment is consumers, who want sustainable products and who are furthermore 

willing to pay higher prices for sustainability. Immanuel emphasizes that sustainability costs 

more due to the materials used, thus the organization depends on customers, who are interested 

in sustainability and are willing to pay for their products. Organic Basics seek to contain a good 

relationship with its customers by creating transparency and being open about how the products 

are being produced. In this way they create a stronger bond with their consumers by not 

retaining any information for themselves, which they predict will result in long lasting 

customer relationships. The organization has not yet managed to implement a take-back 

system, although they are highly motivated to do so. Organic Basics do not have the needed 

knowledge to implement a take-back system, that is why lack of knowledge is their internal 

tension. Thus, they depend on collaboration with sustainability developers in order to obtain 

the needed knowledge to implement a take-back system. Organic Basics seek to implement a 

take-back system in the future, when they have found the suitable partners who can provide the 

missing knowledge to the organization. 

Upcycling Scandinavia 

 
Upcycling Scandinavia, Karoline chairs (Upcycling Scandinavia, 2020) 

 

The furniture brand Upcycling Scandinavia's key activity is to produce chairs made of 100% 

plastic waste, which means that there are no virgin materials in their products, thus they have 
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a resource and recovery circular economy approach and a resource recovery business model as 

their implementation strategy. Upcycling Scandinavia sells directly to its consumers, who are 

mostly institutions and schools. Therefore, their revenue stream comes from selling their 

products B2B in large quantities at a time. According to Minik Helborg, co-founder of 

Upcycling Scandinavia, they founded the organization since they experienced a lack of 

informative labeling of the ingredients used in products throughout the lifestyle industry. Thus, 

Upcycling Scandinavia saw an opportunity to make a new brand with sustainability at its core. 

He stresses that: “Being able to describe the process of where the products come from and 

what it is made of, gives a whole different story. It is the good stories that sell” (Helborg, 2020, 

p. 2 l. 40-42). Helborg further emphasizes that working with upcycling enables Upcycling 

Scandinavia to present a storytelling of how their products are made, which their customers 

highly value:  

 

“Those who are capable of bringing the message out and closing the loop on cradle to 

cradle by saying: With the GPS coordinates, we know exactly where our plastic is, it’s 

made from waste, and we make new products out of it when it has served its life cycle. 

We can defend the whole process right from the plastic waste being picked up from the 

container, to when it is back in the factory again, being reproduced and shipped.” (Ibid, 

p. 2, l. 24-29).  

 

By these means, Upcycling Scandinavia manages to only use existing materials to create new 

products. Through their upcycling approach they are additionally able to create transparency 

in relation to their furniture’s lifecycles, which is a knowledge that their customers value as 

well. Upcycling Scandinavia can therefore vouch for the whole process of their production 

through its informative labeling of ingredients used. Upcycling Scandinavia is furthermore 

motivated to implement a take-back system in the future, since they see an increasing consumer 

demand towards rental solutions of their products. However, an internal tension for Upcycling 

Scandinavia is their missing knowledge regarding take-back logistics and administration, 

which makes it impossible to implement a take-back system. Helborg emphasizes that they 

need to develop a digital tool to administrate a take-back system, and they currently work 

towards solving this tension.  
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Product as a Service 

Kalo Kopenhagen 

 
Kalo Kopenhagen clothing (Kalo Kopenhagen, 2020) 

 

A rental service is a take-back system, which is gaining popularity in the Danish lifestyle 

industry. Kalo Kopenhagen is an example hereof and is an online clothing rental platform and 

furthermore one of the first clothing rental platforms in Denmark. Kalo Kopenhagen was 

motivated to implement a take-back system due to an increased interest towards rental solutions 

of clothes among their customer segment. Thus, Kalo Kopenhagen believed a take-back system 

would provide great revenue streams.  

 

The key activity of Kalo Kopenhagen is a rental solution of clothes, which the consumers select 

through their online channel. Kalo Kopenhagen has applied a consumption and use as well as 

a collection and disposal strategy in order to approach circular economy in their circular 

business model. The consumers can decide for themselves how long they want the rent to last, 

while the revenue streams consist of a monthly based rental income. When the desired period 

of rent has come to its end, the company takes the clothes back and rents it out to other 

consumers. Kalo Kopenhagen therefore relies on a customer relationship built on mutual trust, 

since both consumers and Kalo Kopenhagen wish to receive clothes of good condition.  

 

According to the founder of Kalo Kopenhagen, the value proposition is to give their consumers 

shared access to clothes instead of buying new clothes for themselves, which can be obtained 

through a take-back system. She explains that their customer segment is the modern consumer, 

who highly prioritizes following the current fashion trends by renewing their wardrobe 

accordingly with the fashion seasons. Consequently, the modern consumer replaces a big part 
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of their wardrobe several times each year. Thus, the keyword is access rather than ownership, 

hence Kalo Kopenhagen’s purpose is to meet consumers’ demand for a frequent wardrobe 

renewal, although in a slightly different way than what the consumers are used to (Kalo 

Kopenhagen, 2020 p. 1). The founder stresses: “It is relatively trouble free. You can try out 

some different things and try new brands, and if you don’t like it, you will just send it back 

anyway. On the other hand, if you find a new brand that you like, you can then easily rent it 

again and get some more items from the brand.” (Kalo Kopenhagen, 2020, p. 2, l. 20-24). The 

cost structure for Kalo Kopenhagen therefore consists of frequently renewing their key 

resources, which is their clothing selection from key partners. Kalo Kopenhagen’s take-back 

system is therefore highly suitable for the modern consumer, since the consumer can easily 

renew their wardrobe as often as they wish.  

 

Despite the current consumer demands, Kalo Kopenhagen experiences a humble revenue 

stream. Kalo Kopenhagen’s founder expresses that their costs concerning renewal of their 

clothing selection are too high compared to their revenue streams (Kalo Kopenhagen, 2020). 

An internal tension for Kalo Kopenhagen regarding their take-back system is therefore the 

economic aspect, since they fail to create economic growth based on their take-back system.  

Ganni REPEAT 

 
Ganni Fashion show 2019 (Christensen, J., 2019) 

 

Big and well-established players within fashion are also starting to offer rental concepts, which 

the fashion brand Ganni is an example of. The popular fashion brand has created a rental 

platform Ganni REPEAT, where consumers can rent their garments from both current and past 
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seasons. Ganni’s take on circular economy is reflected in their implementation strategy that 

consists of a consumption and use approach and a collection and disposal approach.  

 

An estimated amount of 39.000 tonnes of textiles end up in landfill or are incinerated each year 

in Denmark, which made Ganni motivated to become more circular and extend the life cycle 

and longevity of their clothes (Ganni Repeat, 2020). Ganni REPEAT is therefore established 

based on the motivation to make consumers rethink the way they consume fashion, but without 

compromising on the need of renewing their wardrobe. Renting is therefore a possibility of 

getting new clothes while making a solid commitment to the planet (Ibid). Yet, Ganni has 

experienced a lack of interest in rental solutions from their customer segment. Thus, sometimes 

it requires experimentation with new business models in order to identify what a chosen 

customer segment finds desirable to purchase and for which price. Ganni has in this process 

discovered that their customer segment values ownership over access that is why they 

experience lack of interest in their rental solutions (Svane, 2020).  

 

The circular platform behind Ganni Repeat is Continued Fashion, through which brands can 

facilitate take back and resell of products. Continued Fashion is also responsible for facilitating 

other brands’ take-back platforms in the industry including the Danish kids wear Vigga, where 

they possess great knowledge and experience regarding take-back systems (Continued Fashion, 

2020).  
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Product life extension combined with resource recovery 

Veras Vintage 

 
Veras Vintage Upcycling Collection (Vera R., 2020) 

 

Veras Vintage is a Danish secondhand organization and clothing community, who uses a 

combination of a product life extension business model and a resource recovery business 

model. They primarily resell clothes and thereby contribute to extending the product's life cycle 

by giving the products new owners, which is perceived as one of their key activities. Hence 

their product life extension business model also aims at eliminating waste by reusing resources. 

The organization works with textiles and clothes and their value proposition is to close the loop 

by selling clothes and taking it back, when it has served its purpose to the consumer. Thus, they 

cover the need of obtaining new clothes, but without producing new garments and using more 

resources (Landbo, 2020, p. 1). Veras Vintage has three different channels to reach their 

consumers. They sell clothes in their two physical stores, on their webshop and through their 

secondhand market, Veras market, where private consumers sell out of their wardrobes. These 

channels therefore provide Veras Market their revenue stream, through B2C sales. Apart from 

reselling clothes, Veras Vintage has additionally implemented a clothing exchange system, 

where the consumers can swap clothes with other consumers within their online community. 

Simultaneously, consumers can also choose to swap clothes in one of Veras Vintage’s physical 

stores and exchange a garment from their wardrobe in return.  

 

The customer segment is eco-conscious and green-minded generation Z, who value 

sustainability and like vintage treasures, because it is cool for their image (Bundgaard Nielsen, 
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2020). Veras Vintage manages its relationship with consumers by being present on the social 

media platforms Instagram and by engaging with its members in Veras online community. 

Thus, Veras Vintage has a strong and long-lasting relationship with its customers. Veras 

Vintage also operates with a resource recovery model as a key activity, where they reuse and 

transform end-of-life products and/or material through upcycling. This includes the 

transformation of waste into new materials or products, which is of better quality and 

environmental value. Hence, Veras Vintage also seeks to limit their use of nature’s resources 

as one of their key activities, which Karoline Landbo, Head of Sustainability at Veras Vintage 

emphasizes: “Getting the clothes to stay within the system is a high priority for us at the 

moment, and it contributes to limiting the amount of clothes by repairing it and by introducing 

upcycling collections that we have started to play with.” (Landbo, 2020, p. 3, l. 23-26). Landbo 

hereby clarifies that Veras Vintage has recently launched an upcycling collection in 

collaboration with De Forenede Dampvaskerier (DFD), where they upcycle old hospital duvets 

into clothes. Veras Vintage has therefore implemented a circular economy strategy to carry out 

these activities. The implementation strategy is constituted by a consumption and use approach, 

a collection and disposal approach and a resource recovery approach.  

 

Veras Vintage is challenged by the higher prices that the upcycling collection pieces are quoted 

at, which is perceived as an internal tension for the organization. The cost of producing 

upcycled is higher than a linear production, hence the products’ retail prices are higher as well, 

in order for Veras Vintage to gain revenue. However, the customer segment is not willing to 

pay the higher price, which consequently has a negative effect on Veras Vintage economic 

situation. Veras Vintage is therefore highly motivated to close the loop by upcycling existing 

materials to create new product value and providing their consumers with a take-back system 

of reselling clothes.  Although, they currently face the tension between creating economic 

growth on their upcycling clothes, due to lack of sales.  
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Product as a service combined with product life extension 

HolmrisB8 

 
HolmrisB8, office furniture (HolmrisB8, 2020) 

 

HolmrisB8 is an organization, who use a resale concept along with their rental service as key 

activities. The furniture brand makes 20 million kroner in revenue stream a year through their 

resales and rents of furniture. Their channel to reach consumers consists of an online webshop. 

The rental consists of furniture to offices and they offer different rental solutions that range in 

styles and price, where the lowest price is 99 kroner per. month for one desk and a belonging 

chair, which they believe to be a fair price. They furthermore deliver and set up furniture 

solutions, and additionally offer to pick up the furniture, when the rental period has ended. If 

their consumers have chosen to buy furniture from HolmrisB8, the organization will offer to 

buy their furniture back from consumers, after which they refurbish and resell it. Thus, 

HolmrisB8 manage to keep their furniture in a closed loop with low cost structures, since they 

rarely produce new furniture (Høgh, 2020). By these means, HolmrisB8 has worked with a 

circular economy implementation strategy that is constituted by a consumption and use 

approach, a collection and disposal approach and a remanufacture approach.  

 

HolmrisB8’s customer segment furthermore values convenience and quality at a reasonable 

price, which the organization believes to offer through take-back systems. According to Høgh, 

working with take-back systems furthermore enables an organization to integrate the value of 

the materials over time, which they benefit from. He emphasizes: “And I will say that you 

actually raise the materials’ value more in comparison to the value the materials have as new. 

You take responsibility for having the materials in a loop for a longer time, because you believe 

that it will give something in the future. Either the prices of the materials will increase in the 
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future and thereby you get a competitive advantage or due to environmental considerations“ 

(Høgh, 2020, p. 1, l. 26-31). Høgh hereby explains that resale and rental of furniture raises the 

material’s value over time, which therefore benefits HolmrisB8’s revenue streams.  

 

HolmrisB8 is motivated to work with take-back systems because of the increased popularity of 

sustainable solutions in the lifestyle industry. Høgh explains: ”Business is moving in that 

direction, and the world is moving in that direction. Therefore, our business should also move 

in that direction” (Høgh, 2020, p. 2, l. 52, p. 3, l. 1). Thus, in order to remain a first mover in 

the industry, HolmrisB8 had to implement a take-back system to follow the development of the 

industry. However, a tension HolmrisB8 is facing is the prices of their take-back solutions, 

which their consumers often find expensive. HolmrisB8’s consumers value quality and 

convenience at a reasonable price, which linear solutions often provide. Therefore, HolmrisB8 

sees a demand for their sustainable solutions and convenience, although consumers often value 

low prices more and hereby choose other solutions (Høgh, 2020). Thus, an internal tension for 

HolmrisB8 is therefore how to compete against cheaper products in the lifestyle industry yet 

promote their take-back in order to generate economic growth.  

Skagerak 

 
Skagerak furniture (Skagerak, 2020) 

 

Skagerak is another organization who have chosen to combine the two key activities of 

reselling and renting furniture based on a motivation to make a positive change in the world. 

Re-classic is Skagerak’s take on a resale concept, where they offer to buy products back from 

consumers through their flagship store, when the furniture has served its life cycle. Stenberg 

emphasizes: “Consumers can either buy new products from Skagerak or get some money in 

return. [..] We see a demand from people asking us about our products in a used condition, 

because there are a lot of people who want to have our products in a used condition due to its 

beautiful patina. They actually think it is much prettier than the new products - including me - 
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and they can after all last forever!” (Stenberg, 2020, p.1, l. 24-35). Thus, Skagerak is closing 

the loop, due to their take-back system concerning buying products back and reselling them, 

which furthermore enables Skagerak to have a long-term customer relationship based on 

several furniture replacements. Skagerak’s approach to circular economy is seen in their 

implementation strategy, which is constituted by a consumption and use approach, a collection 

and disposal approach and a remanufacture approach.  

 

Skagerak’s customer segment values used furniture due to its beautiful features, therefore 

Skagerak experiences their products in a used condition to be in demand. By reselling furniture, 

most of Re-classic by Skagerak’s cost structure consists of buying furniture back and 

maintaining it, in order to be ready to be resold. The revenue streams simultaneously consist 

of a one-time payment of the used furniture (Stenberg, 2020). Stenberg emphasizes that the 

implementation of reselling is mostly made due to environmental concern rather than prospects 

of economic growth. Skagerak furthermore operates with Skagerak RENT, which is the latest 

addition to their key activities. By renting, Skagerak provides a circular take on their existing 

linear business model of producing furniture. Skagerak RENT is a rental service that aims at 

making it easy for consumers to furnish their outdoor space in a sustainable way, since 

consumers mostly value outdoor furniture in the spring/summer seasons (Stenberg, 2020). The 

customer segment therefore values convenience along with great quality for fair prices. Anne 

Stenberg, Business Process Manager at Skagerak, explains their renting concept through the 

following quote:  

 

“[...] there is a shift with owning and renting. You see how a product can be accessible 

for more and this convenience. [...] It makes good sense that we produce our own 

outdoor furniture. You can rent them now and have the furniture throughout the 

summer and then return them. And then you can see whether you would like to rent 

them again and if it should be the same style. That is really a good way of getting our 

furniture out there to live again and again” (Stenberg, 2020, p. 2, l. 1-6).  

 

Skagerak hereby emphasizes that they wish to establish long-term customer relationships 

through their rental services. By renting furniture, Skagerak has a revenue stream that consists 

of a monthly rental payment. Although, Skagerak fear high cost structures due to their rental 

concept, which Stenberg explains: “We have to wait and see how the customers treat our 
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furniture. How will the furniture look when they return? They will probably look different?” 

(Stenberg, 2020, p. 4, l. 19-20). She hereby emphasizes their fear of high costs due to a possible 

need to replace rental furniture, she continues: “It is not a model that will make us rich [...]” 

(Stenberg, 2020, p. 4, l. 19-21). Skagerak RENT and re-classic are therefore Skagerak’s version 

of take-back systems, although the organization does not consider the circular business models 

as great opportunities for economic growth. An internal tension for Skagerak RENT and re-

classic is therefore considering how they can manage to transform their take-back systems into 

causing economic growth.  

 

The following table provides an overview of the results from the analysis above, by presenting 

the circular economy approaches, which the organizations in particular are focusing on in their 

circular business model. Additionally, the internal tensions in relation to take-back systems is 

specified:  
 

Organization Circular Economy approach Internal tensions in relation to take-back 
systems 

TAKT Design 
Distribution and sales 

Lack of knowledge regarding take-back 
implementation 

Kvadrat Resource and recovery Lack of knowledge regarding take-back 
implementation 

Organic Basics Resource and recovery Lack of knowledge regarding take-back 
implementation 

Upcycling Scandinavia Resource and recovery Lack of knowledge regarding take-back 
logistics and administration 

Kalo Kopenhagen Consumption and use  
Collection and disposal 

Negative economic impact 

Ganni REPEAT Consumption and use 
Collection and disposal 

Lack of interest from customer segment 

Veras Vintage Consumption and use 
Collection and disposal 
Resource and recovery 

Competition from cheaper products + 
negative economic impact 

HolmrisB8 Consumption and use 
Collection and disposal 
Remanufacture 

Competition from cheaper products + 
negative economic impact 

Skagerak Consumption and use 
Collection and disposal 
Remanufacture 

Negative economic impact 

 
Table 3: Contributory organizations 
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SWOT analysis 

As examined above, organizations within the lifestyle industry are highly motivated to become 

more circular, which they can become through an implementation of various circular business 

models. It has furthermore been shown that a take-back system is an increasingly popular 

circular business model among organizations, although some organizations perceive this 

implementation as a difficult transformation due to several internal tensions. A SWOT analysis 

is a useful framework to use to address the above found internal and external factors that can 

affect a business, hence the following framework will present the most prominent and repeating 

strengths, weaknesses, opportunities, and threats regarding take-back systems in the lifestyle 

industry. The analysis will be performed on the basis of the business model canvas analysis of 

chosen organizations above as well as conducted interviews with important and varied 

organizations and circularity experts within the lifestyle industry.  

 

The SWOT will therefore present wide opinions from the lifestyle industry including 

organizations with different levels of maturity and experiences with take-back systems. While, 

some of the examined organizations have already implemented a take-back system, others are 

still seeking to expand their circular business model with a take-back system in order to close 

the loop. In order to answer the research question, the SWOT is therefore conducted on an 

industry level focusing on the lifestyle industry, instead of individual organizations in 

particular.  

Strengths 

Sustainability and the environment 

On the basis of the damaging environmental consequences of the linear business model as 

earlier presented, it is presumed that sustainable and environmentally friendly initiatives and 

products as well as a fully closed loop are perceived as a strength for any company, due to the 

limiting environmental impact. Thus, this is additionally expressed throughout the conducted 

interviews with repeated focus on how the circular business models and in particular the take-

back system has a positive effect on sustainability and the environment. Helborg from 

Upcycling Scandinavia emphasizes the strength through the following quote: “But they only 

think about profit, profit! They don’t think about the condition of the earth, when they do it. We 
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want to do something about that!” (Helborg, 2020, p. 1, l. 29-30). Here, Helborg explains that 

organizations producing with virgin materials only think about earning money, and not whether 

their production is harming the environment. Oppositely, Upcycling Scandinavia merely 

produces furniture made out of 100% plastic waste and are therefore using a resource recovery 

circular business model. Thus, Upcycling Scandinavia is considering the condition of the earth 

due to their choice of circular business model, and furthermore wants to implement a take-back 

system in order to become even more environmentally friendly (Helborg, 2020). Stenberg from 

Skagerak additionally emphasizes the strength in relation to sustainability and the environment 

through the following:  

 

“Through Skagerak’s eyes we really see a great focus on how we can preserve and use 

the products that are produced again and again. And how we can ensure that it can 

last, and if it can not last for a long period of time then look at how it can be repaired 

[...] So it can be reused again [...] so it does not do any harm to the environment” 

(Stenberg, 2020, p. 1, l. 10-14).  

 

Stenberg hereby states that by using a take-back system as a circular business model in relation 

to their rental concept Skagerak RENT, Skagerak are not harming the environment, which 

certainly is perceived as an internal strength for the organization. Høgh from HolmrisB8 agrees 

and additionally adds that when choosing a business model, it is important that it contributes 

to making the world a better place, and not just for the sake of earning money: “It is not 

meaningful just to earn money” (Høgh, 2020, p. 3, l. 15). By implementing a take-back system, 

HolmrisB8 are therefore closing the loop and taking care of the environment, which they 

perceive as a strength. Høgh furthermore emphasizes: 

 

“Right now, we need something more in order to create meaning. And that means that 

we need to tap into something greater than just ourselves. And that is nature, it is the 

climate, it is the dilemma that deals with the fact that we need to pass the world on in 

a better condition than we received it” (Høgh, 2020,  p. 3, l. 19-22).  

 

Thus, the above has shown that organizations find great strength in preserving the environment. 

There is a broad consensus that a take-back system is the most vital and environmentally 

responsible business model to implement in the lifestyle industry, in order to close the loop. 
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Thus, a take-back system is considered as a strength for organizations, since it is sustainable 

and environmentally friendly and manages to close the loop. 

Motivation 

In relation to the strength presented above, motivation is another key factor. Many of the 

interviewees find great motivation in working with circular business models and take-back 

systems, and likewise see this motivation as a strength for their organizations. Stenberg 

mentions through the following quote, how the employees from Skagerak are motivated by 

perceiving the environment: “It almost sounds religious. It gives a lot to the employees, it is 

our purpose. It gives us something more, than just going to work for the sake of the money” 

(Stenberg, 2020, p. 2, l. 21-22). Stenberg hereby emphasizes that their take-back system, 

Skagerak RENT provides great motivation for the employees in the organization. The 

employees do not simply work to make money, they work because they are driven to make a 

positive difference in the world. As Stenberg mentioned, it is like a religion to them. She 

furthermore adds: 

 

“It is a part of our purpose and why we exist. We are here to do something good for the 

world. Yes, of course we have to do business and earn money, but we actually just want 

to make money in order to be able to do good in the world. It is in our DNA. We think 

to ourselves: why do people measure the success of a company based on how much it 

earns? We think that there are many other ways to measure it” (Stenberg, 2020, p. 2, 

l. 17-21).  

 

Helborg from Upcycling Scandinavia agrees with Stenberg: “And be able to earn money on 

our products at the same time, I just find that really great” (Helborg, 2020, p. 1, l. 29-31). 

Thus, both Stenberg and Helborg stress that their motivation towards working with take-back 

systems is so great that it exceeds the motivation they get by just making money. Landbo from 

Veras Vintage furthermore adds that they find great motivation in working with upcycling and 

resale, due to the fact that it simply makes sense to them:” [...] more focus on sustainability [...] 

it is implicit something we have always focused on, simply because it makes sense to us [...]” 

(Landbo, 2020, p. 3. 1. 3, l. 4-5). Thus, working with circular business models and a take-back 

system motivates Veras Vintage in their work, which Østergaard Neble from TAKT 

additionally agrees with. Østergaard Neble states that TAKT’s motivation to work with circular 
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business models comes from their desire to make a positive impact on the industry as well as 

the environment, and furthermore adds that this should just be common sense (Østergaard 

Neble, 2020, p. 2). Østergaard Neble furthermore emphasizes that they work towards closing 

the loop through a take-back system, which she finds very motivational (Ibid). The desire to 

make a positive impact is also an important and motivational factor according to Høgh from 

HolmrisB8. He quotes:  

 

“[...] so, there is joy in having a job, where you make a change for, not just yourself, 

but also for others, which is not just about finances. And it sounds very fluffy, but the 

point is that if you want to have this meaningfulness in relation to your work, then you 

have to tap into something that is bigger than yourself. It is not meaningful to just make 

money” (Høgh, 2020, p. 3, l. 11-15).  

 

As the above has shown, working with take-back systems as a circular business model creates 

great work motivation among the belonging employees, and thereby acts as a strength for the 

organizations. Making a positive impact in the world and being able to do good is a greater and 

more satisfying motivation rather than just making money. Thus, take-back systems and 

circular initiatives motivates employees in the lifestyle industry in their work.  

Flexibility 

A third common strength expressed throughout the interviews is the flexibility, in which a take-

back system creates for an organization. Bundgaard-Nielsen, Designer and Assistant Professor 

at Design School Kolding explains that an adaption of a take-back system as resale or renting, 

will result in a more flexible production pattern, which is also in demand due to new living 

conditions. Bundgaard-Nielsen emphasizes: “In relation to population growth and so on. We 

are going to be living in small homes [...]. We are not going to own as much of our things as 

previously” (Bundgaard-Nielsen, 2020, p. 7, l. 34-37). Thus, consumer demand changes in a 

more flexible direction, since people no longer use products for a long period of time. Høgh 

from HolmrisB8 agrees: ”[...] the demand for furniture is going to change”(Høgh, 2020, , p. 

9, l. 14). Høgh furthermore adds that the price per square meter will increase, which results in 

smaller homes and thereby smaller space for storage (Høgh, 2020). Consequently, Bundgaard-

Nielsen emphasizes that this new product demand and ownership pattern will result in a 
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demand for a more flexible organization as well as a more flexible production pattern regarding 

both furniture as well as fashion:  

 

“There are established these take-back systems in some of the big companies. And that 

is a great start. You can for example look at Ganni, they are renting now - you can rent 

some of their pieces of clothing and Filippa K are doing the same. So, in some way you 

keep the value in the company, because it is all on a rental basis or share basis, where 

customers use the clothes and hereafter return it, so that others can benefit from it” 

(Bundgaard-Nielsen, 2020, p. 2, l. 20-26).  

 

As the above have shown, a strength for organizations already using take-back systems is the 

ability to keep value within the organization by having a closed loop, and thereby stay flexible 

in relation to obtaining and producing new products. As Helborg explains it: “If we rent the 

products out, then we know where they are. And we also know that we will get it back, when 

they no longer use it” (Helborg, 2020, p. 5, l. 26-27). Thus, a rental service will result in a more 

flexible demand for production, since the production of new products is merely needed, when 

the existing products are no longer usable, or the scale of business grows.  

 

Landbo from Veras Vintage additionally adds that this is also the case with their use of a take-

back system: “What we really do, is to buy clothes back from private wardrobes and then resell 

it. In that way, we avoid ever needing to produce anything [...]” (Landbo, 2020, p. 4, l. 13-15). 

Landbo furthermore explains that clothes, which no longer contains value for a consumer, may 

be worth a lot to other consumers (Landbo, 2020). By taking clothes back and reselling it, Veras 

Vintage are closing the loop by performing value maintenance and additionally obtains a 

flexible business without any fixed production. The flexibility that take-back systems obtain is 

therefore an internal strength for organizations, due to its ability to easily adapt to the current 

market, the consumers, the products and trends in demand. As Landbo explains, the ability to 

be flexible in these areas is resulting in rarely having clothes on hand, which has no value or is 

in a too large quantity (Landbo, 2020). Consequently, it has been shown that organizations with 

a take-back system find it possible to be flexible in relation to the market and consumer 

demand, which is perceived as a strength. 
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Weaknesses 

Negative economic impact 

A significant weakness in relation to take-back systems is the uncertainty of an eventual 

negative impact on the economic growth of the organization implementing it. This has been 

expressed throughout several interviews, hereunder Veras Vintage who are currently facing 

this weakness in relation to their take-back system. Landbo emphasizes the dilemma in relation 

to economic growth by stating that customers find their products obtained from take-back 

systems expensive: ”[...] there is still a tendency for people to think that if a product is used, 

then it may not be of worse quality, but it is financially worth less” (Landbo, 2020, p. 9, l. 10-

12). Additionally, Landbo explains that consumers are currently astounded by the prices of 

their products, therefore they must elaborate the reasons for their price rate to convince the 

consumers. She explains: 

 

“In our collaboration with DFD, we wrote on all the jackets’ price tags, where it had 

been sewed, who had sewn it, how long it had taken to sew and how many duvets that 

had been used in order to make the jacket. It was something we did in order to better 

explain the price, but also to show the consumer that this is also a way to do it. And to 

hope that the consumers pointing forward will ask detailed questions about their 

clothes” (Landbo, 2020, p. 14, l. 23-28).  

 

Høgh agrees and further adds that consumers want sustainability, but not for a higher price:” 

No. They do not want to pay for sustainability. Or, that is actually not true. They are willing to 

pay some for it. But we are really being tested on our limits, financially. And sustainability is 

just a hygiene factor, which means that consumers want everything they are used to having, 

but now they just additionally want sustainability” (Høgh, 2020, p. 7, l. 22-25). Høgh hereby 

emphasizes that even though sustainability is in demand, HolmrisB8 experiences a lack of 

willingness to pay the price for their take-back solutions. According to Høgh, this attitude 

among consumers must change in order to make take-back systems become economically 

viable. However, he also stresses that this is a process that will take some time to progress. 

(Høgh, 2020). Immanuel agrees by emphasizing that consumers are used to buying 

unsustainable and cheaper products, which consequently makes them less willing to pay the 

price for sustainable products. He explains: 
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”In a commercial industry like the fashion industry, where companies have been 

focusing on price optimization for years, it is obvious that the consumer is currently 

used to a very low price range. But what we try to say is that we believe it is for the 

better, if we invest more in the products. The consumers will have to pay more, but in 

return they will not have to replace the product in the near future” (Immanuel, 2020, 

p. 5, l. 3-6).  

 

The above quote hereby indicates the tension between take-back as a circular business model 

and an organization's economy, since consumers are currently not willing to pay the assigned 

prices for sustainability and sustainable products. The founder from Kalo Kopenhagen states: 

”The prices are simply too high”(Kalo Copenhagen, p. 5, l. 8-9). Consequently, some 

organizations with a take-back system struggle in relation to economic growth, due to 

consumers' lack of willingness to pay for their products. Take-back is therefore a business 

model in demand but entails difficulties regarding economic growth for the organizations 

implementing it.  

Targeting the wrong customer segment 

In relation to the above mentioned weakness, it is interesting to explore the one, concerning 

targeting the wrong customer segment, and the related consequences. It has become clear 

throughout the conducted interviews that organizations find it difficult to find and target the 

right customer segment, which consequently can affect their success. Kalo Kopenhagen highly 

experiences this weakness, and the founder acknowledges the mismatch between their rental 

offerings and their chosen customer segment. She emphasizes:  

 

“[...] there might be a mismatch, because the people with this monthly disposable tend 

to be the more mature women, although it might be the younger target group, who are 

more curious regarding our service, but the prices are simply too high compared to 

their monthly income. So it is fair to say that we experience some imbalance with our 

target group, but as this young group of people, who are more into it grow older and 

may earn more, then it will be easier to attract them” (Kalo Kopenhagen, 2020, p. 5, l. 

6-12).  
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As indicated above, Kalo Kopenhagen experiences a tension between finding a customer 

segment, who value their rental solution, and a customer segment, who can actually afford to 

pay the cost of their take-back solution. Kalo Kopenhagen additionally emphasizes that they 

find the most interested customer segment very young, and thereby not capable of paying the 

rental prices. Landbo from Veras Vintage agrees that the younger customer segment is caring 

more about a sustainable path: “[...] “people are really young. I think it is because of this 

increased focus on sustainable consumption, especially among them” (Landbo, 2020, p. 7, l. 

3-4). She also explains that this segment also finds their prices of their upcycling collection too 

high. Therefore, Veras Vintage also experiences a mismatch between the upcycling collection 

and their chosen customer segment, which negatively affects their economic growth (Landbo, 

2020).  

 

In order to succeed with a take-back system, organizations should therefore target the interested 

customer segment and match their price range accordingly. Immanuel from Organic Basics 

emphasizes: ”[...] and where we still take into consideration that the consumer has a 

consumption pattern, which we need to take into account. Because, if you don’t make something 

that the consumer finds interesting, well, then they won’t buy it and then there will be no 

transition”(Immanuel, 2020, p. 6, l. 17-19). A vital weakness for organizations with a take-

back system is therefore the tension between finding the customer segment, who are interested 

in their products and at the same time capable of paying the prices of the products. 

Consequently, this weakness will additionally affect an organization’s economic growth, which 

makes an implementation of a take-back system less desirable.  

Lack of knowledge 

When implementing a take-back system, it is important to have the needed knowledge in order 

to succeed. Based on the conducted interviews, it has become clear that many organizations do 

either not possess this knowledge, or find it difficult to obtain it, which consequently prevent 

them from the transition towards closing the loop through a take-back system. This is certainly 

a weakness, which is acknowledged by Organic Basics: 

 

”[...] we have not succeeded with a fully circular business model yet. I mean, we use a 

lot of fabrics that are reused, but we don’t have any circularity, since we don’t recollect 

it. So, our dream scenario is to implement some kind of deposit system, where we take 
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our products back and then reuse them. But we don’t do this yet, it is something we are 

working on” (Immanuel, 2020, p. 1, l. 11-16).  

 

Immanuel hereby explains that Organic Basics does not have a take-back system yet, since they 

do not have the needed knowledge to implement it. He furthermore emphasizes: “We have 

talked a bit with different actors within the industry in order to hear how they do it. Patagonia, 

just to take an example, has the biggest take-back program [...] they have been really helpful 

in relation to a transition” (Immanuel, 2020, p. 2, l. 35-37, p. 3, l. 3-4). Thus, Organic Basics 

is reaching out to companies who have succeeded in take-back systems, in order to obtain the 

needed knowledge to implement a desired take-back system.  

 

Upcycling Scandinavia is experiencing this weakness as well, which Helborg explains through 

the following quote: “We have to collaborate with organizations, who are further in the process 

than us. Someone, who knows more about sustainability and the materials” (Helborg, 2020, p. 

4, l. 25-26). Thus, Upcycling Scandinavia does not possess the needed knowledge to close the 

loop through a cradle-to-cradle design principle (Helborg, p. 4). TAKT agrees, since they 

question how a take-back system could work for them. Sophie explains: “We could implement 

a take back system for instance. We could put more furniture out there, but what about the 

furniture? Do the people already own our furniture?” (Østergaard Neble, p. 3, l. 10-11). TAKT 

hereby explains that they currently do not have the needed knowledge to implement a take-

back system, although they would like to do so in the future (Østergaard Neble, 2020). Another 

vital factor that hinders organizations from implementing take-back schemes is the lack of 

knowledge in terms of the logistics. It can be overwhelming with all the practicalities in relation 

to how to carry out the service, which Else Skjold (2020), Professor at Danish Royal Academy 

of Fine Arts emphasizes: “There are of course the challenges of logistics, storing and sorting, 

but there are quite evolved systems, also digital systems that can help solving that” (Skjold, 

2020, p. 2, l. 10-12). 

 

Consequently, organizations such as Organic Basics, Upcycling Scandinavia, and TAKT, who 

are relatively small organizations, struggle to implement take-back systems due to lack of 

knowledge. This is therefore preventing the organizations from closing the loop through take-

back systems, since they do not know how to do it. An internal weakness for organizations, 

who want to implement a take-back system is therefore the lack of knowledge to do so.  
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Opportunities 

Economic growth 

Consumer behavior can have a vital impact on an organization’s success with a take-back 

system, since the consumer’s demands highly affect an organization's ability to sell their 

products or services. It has previously been elaborated that take-back systems can be a 

weakness for an organization, due to increased product prices, even though this opinion is not 

shared by all the interviewees. Consumers have slightly started to lean towards circularity and 

sustainability, hence this creates a new opportunity for organizations to make profit. Kaysen 

from Kvadrat explains: “I see not only there’s focus, but also you, you see that there is another 

awareness and that the consumer is asking for circular products also. So in the behavior there 

is another demand in the markets” (Kaysen, 2020, p. 4, l. 24-26). She hereby emphasizes the 

fact that there is a great demand for their circular products and take-back solutions, which 

results in a greater profit. Consumers are willing to pay a higher price when they know that 

they are contributing to a sustainable business model and hereby sustainable initiatives. Kaysen 

explains: ”So, people are willing to pay the price because they know what they get [...]” 

(Kaysen, 2020, p. 5, l. 12-13). Helborg from Upcycling Scandinavia agrees, and expresses the 

economic opportunity through the following example:  

 

“It should not exceed the price for producing with virgin, I mean, producing with new 

materials. As business case we decided that the price we took could be a bit more 

expensive, for example, if you have a pair of jeans that cost 200 kr., and you can get a 

100% sustainable pair of jeans for 300 kr., then there will be a demand for these 

sustainable jeans”(Helborg, 2020, p. 1, l. 32-26).  

 

Upcycling Scandinavia has therefore decided to demand a higher price for their sustainable 

products, since their consumers are willing to pay extra for products made by recycled 

materials. Upcycling Scandinavia furthermore sees this economic opportunity in relation to 

take-back, since they firmly believe that consumers are willing to pay a higher price for this as 

well (Helborg, 2020).   

 

Svensson from Continued Fashion furthermore experiences that consumer demand in relation 

to fashion is changing. Consumers currently want to renew their wardrobe several times per 
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year, which is why they increasingly look for ways to easily buy and sell clothes. He explains: 

”They are renewing more often” (Svensson, 2020, p. 1, l. 36). Consequently, Peter experiences 

that consumers demand ways to renew their wardrobes often, thus organizations can 

economically benefit from this demand. Svensson elaborates: “The market for secondhand 

clothes is currently growing more than the retail market. It is more popular. Thus, it is not the 

big and established brands who are experiencing economic growth now” (Svensson, 2020, p. 

2, l. 1-2). Organizations should therefore meet these circular consumer demands through take-

back systems in order to keep their consumers and obtain economic growth. 

 

Stenberg from Skagerak agrees and adds that they also experience great economic 

opportunities in relation to their take-back system, Skagerak RENT and resales of furniture: 

“The thing about used furniture is, there is a different focus and tendency. Not many years ago, 

people would not speak openly about buying used products, today people happily brag about 

it. [...] That is just lucky for us!” (Stenberg, 2020, p. 3, l. 24-26). Stenberg elaborates: “Because 

we do have an increasing sale of furniture” (Stenberg, 2020, p. 3, l. 30). Thus, Skagerak finds 

the resale concept as well as their rental solutions as a great opportunity for them, since they 

experience an increase in products sold.  

 

As illustrated above, some organizations working with take-back or working towards an 

implementation, highly see this circular business model as a great opportunity for economic 

growth, due to the present consumer demands. This affects their ability to sell more products 

as well as being able to demand higher prices.  

Competitive advantage 

A second opportunity relating to take-back systems in the lifestyle industry is the opportunity 

to obtain competitive advantage. Porter’s Generic Strategies (Andersen et al., 2016) present 

three approaches to apply to products or services, in order to create competitive advantage. The 

strategies are called: Cost Leadership, Differentiation, and Focus. Focus is furthermore 

subdivided into Differentiation Focus and Cost Focus. Helborg from Upcycling Scandinavia 

expresses how they experience the competitive advantage of circular business models through 

the following example:  
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“[...] we sold the chair, 30 thousand chairs in advance that is, even without anybody 

having physically seen it [...] We told the story of where the materials came from, what 

we had in mind, and why we choose our chosen factory for production, and so on. It 

was all storytelling! They did not even look at the design, and when they saw the chair 

for the first time they said: wow, it is even a very nice chair!” (Helborg, 2020, p. 2, l. 

4-9).  

 

The example above expresses the competitive advantage that organizations operating with 

circularity possess: Differentiation. Helborg is stressing the fact that Upcycling Scandinavia 

was able to sell their product, before the buyers had seen it. The chairs were merely sold 

because of the belonging resource recovery model; upcycling and the belonging storytelling 

that is why they delivered different products than organizations with a linear business model. 

Upcycling Scandinavia furthermore explains that they want to implement a take-back system, 

since consumers like the idea of sharing economy, which is possible through a take-back 

solution like renting. Take-back and its belonging storytelling is therefore in demand among 

consumers, and Upcycling Scandinavia sees this implementation as a further source of 

differentiation through storytelling and therefore creates a competitive advantage and 

consequently an economic opportunity. HolmrisB8 also experience their take-back system as 

a competitive advantage. When asked if HolmrisB8 experiences an increased demand 

regarding their different take-back solution products, Høgh replies: ”What is in demand after 

all, is the circular business model”(Høgh, p. 6, l. 12). He additionally adds: ”There is a process 

happening at the moment, which makes it more and more attractive to make sustainable 

products” (Høgh, 2020,  p. 7,  l. 4-5). Høgh hereby emplies that there is a shift in the industry 

and consumer demand, which makes specifically take-back solutions a competitive advantage 

and additionally underlines that this tendency is increasing.  

 

The competitive advantage created by differentiation is additionally expressed by Stenberg 

from Skagerak, since they experience the opportunity in another different way: “We actually 

experience a great demand on our products in used condition. Many people would like to buy 

our furniture, which are nicely patinated” (Stenberg 2020, p. 1, l. 28-30). The competitive 

advantage experienced by Skagerak is therefore an opportunity they experience due to the 

aesthetic effects their business model entails, since they resell their furniture through their 

concept re-classic (Stenberg, 2020, p. 2). Skagerak hereby differentiate their products from 
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linear products, which becomes a competitive advantage. Landbo from Veras agrees: ”I think 

there is a great potential in repairing clothes, but also in sewing new clothes from old clothes 

and thereby bringing a story along that lies within the old clothes. Because we see a great focus 

on storytelling. People want to buy products that contain a meaning” (Landbo, 2020, p. 13, l. 

20-22). Stenberg and Landbo therefore agree on the fact that reselling products is a great 

business opportunity, due to its qualities in used condition. The qualities of patination, 

storytelling, and meaningfulness are therefore creating competitive advantages, since these 

qualities enable organizations to differentiate their products from competitors using a linear 

business model. Generally, products in used condition contain these qualities, which 

consequently makes take-back systems a competitive advantage for organizations.  

Transparency 

A third opportunity regarding take-back systems as a circular business model is the opportunity 

to create more transparency regarding an organization’s suppliers and products, which is 

another increasing demand from consumers.  

 

Organizations have a desire to advertise their business as being sustainable, due to a change in 

the lifestyle industry (Høgh, 2020). Unfortunately, some organizations do this on misleading 

terms, which results in uncertainty among the consumers because of the false statements in 

terms of sustainability. Landbo from Veras Vintage expresses: “I think that sustainability in 

general takes up more and more space, and it has become some sort of buzzword to use, which 

both can be good and bad. There are many who use it to “green wash”, and there are also 

many who don’t look enough into what it really is, but just get flattered by the word 

sustainability” (Landbo, 2020, p. 8, l. 22-26). Landbo hereby explains that organizations, who 

advertise themselves as working with sustainability, sometimes fail to elaborate how they work 

with sustainability and to what level. Consequently, consumers find it difficult to navigate and 

figure out which organizations are trustworthy and thereby able to vouch for a sustainable 

supply chain, and who are greenwashing. Hence, consumers have become more critical towards 

organizations and their shared information, because of the high level of uncertainty (Immanuel, 

2020).   

 

A way to eliminate the uncertainty expressed above is for organizations to create transparency 

in order to document how they work with sustainability and take-back systems. This is 
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emphasized by Immanuel from Organic Basics, who explains that transparency is very 

important today in order to retain customers (Immanuel, 2020).  Thus, Organic Basics has 

chosen to be completely open towards their consumers and show the brand’s exact sustainable 

actions and their belonging impact, instead of merely focusing on articulating themselves as 

being a sustainable organization (Immanuel, 2020). Immanuel furthermore explains:” We can 

see that our consumers find it great to research on our website and be able to obtain more 

information regarding the products they buy” (Immanuel, 2020, p. 4, l. 15-16). Organic Basics 

therefore uses transparency as an opportunity to eliminate consumer’s fear of being 

greenwashed, which may prevent them from buying their products.  

 

Organizations must develop a way to keep track of every step in their supply chain, if they want 

to be able to document a product's journey fully throughout the supply chain. If they succeed 

in documenting a product’s journey, it can create a greater level of transparency and prevent 

consumers from being greenwashed as well as eliminate consumers' fear of being greenwashed. 

The digital technology blockchain can be used as a lever to create more transparency in the 

lifestyle industry, which is needed due to a low level of trust among organizations and 

consumers. However, Bundgaard-Nielsen emphasizes that organizations have to collaborate in 

order to gain advantage from the blockchain (Bundgaard-Nielsen, 2020). She furthermore 

stresses that organizations' willingness to participate in such a collaboration differs, which 

Stenberg agrees with. Stenberg explains that Skagerak does not want to share information with 

its competitors regarding their supply chain. She elaborates:  

 

”I think it is because of the supply chain. For instance, we don’t want everyone to know 

who exactly produces our furniture. It is very difficult to find good suppliers, who 

actually produce in a good quality. It requires a lot and it also risks others copying us, 

if they approach our suppliers and make a deal with them. It is that balancing act.” 

(Stenberg, 2020, p. 5, l. 9-12).  

 

This statement clearly shows that Skagerak is afraid of sharing confidential information about 

their supply chain with their competitors, due to the fear that the competitors will copy their 

product designs. Thus, they do not want to expose themselves for this risk to create more 

transparency. Bundgaard-Nielsen disagrees with Stenberg and states that it is ruthless 

behaviour and the organizations cannot be so secretive about their production. Organizations 
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must stand together in order to create more transparency in the industry. She adds: “It is like 

people still have too small shoes and would rather not do it, but they still want to be able to 

demonstrate the value, design and authenticity. So it has something to do with the value 

optimization and the retention of the value of their product. But they want to keep their secrets 

for themselves.” (Bundgaard-Nielsen, 2020, p. 11, l. 1-3). Landbo from Veras Vintage agrees 

with Bundgaard-Nielsen, who emphasizes that a bigger transparency is alfa omega on all 

aspects (Landbo, 2020, p. 14). It is moreover supported by Keaney from IKEA, who states: “I 

think transparency in the supply chain is a good thing. To know and show where your products 

come from and how they are made is crucial in order to have a real circular focus.“ (Keaney, 

2020, p. 4, l. 9-10 ).  

 

As the above has shown, an implementation of blockchain is a great opportunity for 

organizations within the lifestyle industry to create transparency, since the technology can 

contribute to a greater collaboration between the organizations and it can eliminate confusion 

among consumers. The tendency and fear of greenwashing will furthermore come to an end, 

which will result in a trustworthy relationship between organizations and consumers. An 

implementation of blockchain will furthermore make organizations able to document a 

product’s journey throughout the supply chain as well as providing a greater storytelling 

towards the consumer, which is perceived as an advantage for an organization. 

Threats 

Lack of knowledge sharing 

It has previously been presented that a weakness for organizations, who seek to implement a 

take-back system is the lack of knowledge in order to do so successfully. Organizations who 

do not possess knowledge regarding take-back products and solutions are dependent on 

knowledge sharing with more established organizations within take-back in order to make this 

transition successfully. Thus, a threat for organizations during this transition is if organizations 

in the industry do not wish to share this knowledge. 

 

When asking Høgh from HolmrisB8 about the threats and opportunities related to their take-

back system, he states: ”I do not wish to elaborate on that. It is a secret” (Høgh, 2020, p. 9, l. 

37). Høgh additionally explains that they have invented a set of take-back guidelines, which 
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are confidential, why he does not wish to share these. Consequently, less established 

organizations will not find inspiration from HolmrisB8’s guidelines in relation to take-back, 

since they do not wish to share their knowledge.  

 

Bundgaard-Nielsen explains that organizations, who work with take-back systems in the 

lifestyle industry are very competitive. She emphasizes: “I can see that organizations are 

competing with each other” (Bundgaard Nielsen, 2020, p. 10, l. 4-5). She furthermore adds: ” 

[...] they were a bit parsimonious because of their competitors, they only want to tell some 

information about their producers, but not everything, since the competitors will then be able 

to steal the producers from them. So there is not a mindset that encourages organizations to 

work together” (Bundgaard-Nielsen, 2020, p. 10, l. 9-12). Bundgaard-Nielsen hereby 

emphasizes that organizations currently keep their knowledge regarding implementation 

strategies and circular economy approaches to themselves, due to a fear of losing product value 

(Bundgaard-Nielsen, p. 10). This fear is also expressed by Skagerak, since they do not want to 

share information regarding their suppliers. Stenberg explains: “[...] we do not want everybody 

to know, who is producing our furniture. Because it is really difficult to find good suppliers, 

who have a high quality production, it takes a lot. There is also the risk of other organizations 

copying us, if they reach out to our supplier and make a collaboration with them” (Stenberg, 

2020, p. 5, l. 9-12). Thus, Skagerak is not willing to share their knowledge with other 

organizations either, due to the fear of being copied and competitors approaching their 

suppliers. Although, Bundgaard-Nielsen furthermore explains that this is an irrational fear:  

 

“[...] you do not want to share your information, because you don’t want anybody else 

to steal it from you. But the thing is, nobody is going to steal it from you. There is a 

ownership feeling in the industry, which also matches with the current paradigm shift 

we see, because we are only here for a short time. On this planet and maybe in your 

company as well. We have to share our knowledge and information in order to do this 

together” (Bundgaard-Nielsen , p. 10, l. 28-32).  

 

A feeling of ownership among the organizations within the lifestyle industry is therefore a great 

threat for organizations, who wish to work with take-back systems. Well-established 

organizations with rental solutions like Skagerak and HolmrisB8 want to keep their knowledge 

regarding take-back systems for themselves, which is a great threat for some organizations, 
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who seek to implement a take-back system. Upcycling Scandinavia is an example, since they 

are dependent on knowledge sharing with others in the industry, in order to succeed in their 

implementation of take-back, which Helborg explains through the following quote: “We have 

to collaborate with organizations, who are further in the process than us. Someone, who knows 

more about sustainability and the materials” (Helborg, 2020, p. 4, l. 25-26). Thus, Upcycling 

Scandinavia does not possess the needed knowledge to implement take-back, which is why 

they seek knowledge within the industry. A great threat for organizations working with take-

back systems is therefore the lack of willingness to share knowledge within the industry.  

Leading organizations 

The presence of big and well-established organizations using take-back in the lifestyle industry 

is another great threat, since it affects the possibilities for new and small organizations to enter 

the market. It is relevant in relation to the threat emphasized above, to present the threat of 

leading organizations in the lifestyle industry, who both possess great knowledge and economic 

resources to succeed with the circular business model. Big companies like IKEA and Ganni are 

often mentioned in relation to their take-back systems, since smaller companies find it difficult 

to compete with these leading organizations. Bundgaard-Nielsen emphasizes:”[...] it can be 

seen that H&M, Ganni, and Filippa K have started using it” (Bundgaard-Nielsen, 2020, p. 2, 

l. 15-16), she elaborates: ”These are companies, who have a certain size and who have an 

interest in marking themselves in this industry. But, in order to mark themselves they need to 

have some kind of economic capital as well as a network, which can help make it happen” 

(Bundgaard-Nielsen, 2020, p. 3, l. 4-7). Bundgaard-Nielsen hereby states that leading 

organizations possess the economic resources and the network needed in order to have a 

functioning take-back system, which smaller organizations struggle with: ”[...] it is more 

difficult for small designers to re-circulate, this is their challenge in relation to having a take-

back system. They simply don’t have the capacity to manage it. They need economic capacity 

to get it started” (Bundgaard-Nielsen, 2020, p. 4, l. 14-17).  Helborg from Upcycling 

Scandinavia agrees: ”[...] it can not work, if it is too expensive” (Helborg, 2020, p. 6, l. 29).  

 

When asked if IKEA perceive themselves as first movers, Keaney states: “[...] yeah, I would 

say IKEA has definitely been a front runner” (Keaney, 2020, p. 2, l. 17). She furthermore 

explains: “We are working closely with the global IKEA organization to work out the best ways 

to roll it out here in Denmark. From a global view it has been up and running in a few other 
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countries” (Keaney, 2020, p. 3, l. 22-24). IKEA hereby emphasizes that they are first movers 

regarding take-back systems in the global lifestyle industry. She furthermore implies that they 

work towards implementing a take-back system in the Danish lifestyle industry as well, which 

will be inspired by IKEA’s take-back systems in other countries. Considering IKEA’s size and 

well-established economic situation, IKEA are therefore able to experiment with take-back 

systems. Keaney explains: “We will have a trial period where we will try things out to see how 

it works” (Keaney, 2020, p. 3, l. 25-26).  Thus, Keaney adds that the experimentation with a 

take-back system will be based on already established take-back guidelines, which are 

implemented in other countries. IKEA’s size, profitable economic situation (IKEA Danmark, 

2018), and access to insider knowledge regarding already existing take-back systems in other 

IKEA departments, therefore enables IKEA Denmark to quickly and without great startup 

problems facilitate a take-back system in the Danish lifestyle industry.  

 

Due to a greater economy, the above have shown that big and well-established organizations 

are a threat for smaller organizations when entering the market of take-back systems. It is 

expensive to implement a take-back system and it requires a lot, which Østergaard Nebel  also 

emphasizes: ”[...] it requires a lot in, maybe not if you are like IKEA, but if you are still a young 

player, then yes” (Østergaard Nebel, 2020, p. 10, l. 22-23). Consequently, leading 

organizations have the economic resources to be innovative and therefore the possibility of 

being first movers in relation to sustainability and take-back systems, which smaller 

organizations do not have. This is a threat that Organic Basics also experiences:” I know that 

some of the big players are trying it” (Immanuel, 2020, p. 6, l. 1-2). Immanuel from Organic 

Basics herby emphasizes that they are struggling to reuse fibers from clothes in a take-back 

system, whilst some bigger competitors already have the knowledge to do so. Thus, small 

organizations like Organic Basics and TAKT find it difficult to compete with leading 

organizations in the lifestyle industry, since they are ahead on innovation due to their greater 

economy and knowledge. Consequently, it can be difficult to enter the market of take-back 

systems for new and small organizations, since they struggle to keep up with the competition 

and the fast pace of development.  

Summary of the analysis  

The analysis has been divided into two parts, whereas the first part sought to identify and 

analyze how the contributory organizations within the lifestyle industry have implemented 
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circular economy strategies through several approaches, different circular business models and 

take-back systems in order to create competitive advantage and economic growth. The first 

part of the analysis enabled the discovery of internal tensions and challenges within the 

organizations, which are presented and elaborated in the second part of the analysis in the form 

of a SWOT analysis. 

 

The performed SWOT analysis has shown the most common strengths, weaknesses, 

opportunities, and threats in relation to take-back systems in the lifestyle industry based on the 

conducted research. It has become clear that organizations agree upon different internal 

strengths that the take-back system can create, among which are the ability to create flexibility, 

motivation among employees and taking care of the environment. Opportunities have also been 

elaborated and have been identified as being competitive advantages, transparency through 

blockchain and economic growth, which an organization may gain from a take-back system. 

However, the analysis has also determined the weaknesses that a take-back system can cause, 

which include the weakness of lack of knowledge regarding take-back systems, targeting the 

wrong customer segment, as well as possible economic impact. The threats have been analyzed 

to include the threat of leading organizations in comparison to competing with take-back 

systems in the industry, as well as a lack of knowledge sharing between organizations in the 

industry. The findings from the SWOT analysis will be used to perform a TOWS matrix, which 

will contribute to discuss possible strategic opportunities for organizations in the lifestyle 

industry to implement a take-back system while creating economic growth and competitive 

advantage.  

Discussion 
A TOWS matrix is a useful tool to use in order to create strategies regarding a developing 

subject in question by combining the results from the SWOT analysis. The following will 

present a discussion on different strategies for organizations in the lifestyle industry to use, in 

order to address how to use a take-back system to create economic growth and competitive 

advantage. The goal of the discussion is to provide organizations with several strategies to use 

in practice, whilst discussing how and if the strategy can foster economic growth and 

competition for organizations within the industry. However, by comparing and discussing the 

four strategies against each other, a selected strategy will lastly be suggested as being the most 
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beneficial for organizations to use in order to create economic growth and competitive 

advantage. The discussion will be based on the following TOWS and belonging strategies: 

 

  O T 

S Transparency and blockchain Partnerships and collaboration  

W  
Find the right customer segment 

 

 
Be inspired by take-back first 

movers 
 

 
Table 4: TOWS matrix 

Create more transparency through blockchain 
The following strategy will consist of a combination of the strengths and opportunities involved 

with take-back systems. The strengths include sustainability, motivation and flexibility, while 

the opportunities include economic growth, competitive advantage and transparency.  

 

The analysis has shown that organizations in the lifestyle industry experience many strengths 

and opportunities in relation to having take-back systems. Being able to preserve earth’s scarce 

resources by working with take-back systems is seen as one of the strengths. Although, not 

only are the organizations seeing the potential in take-back systems, consumers are also 

becoming more interested in sustainability including sustainable solutions to fulfill their needs 

of getting new clothing and furniture. The employees working for organizations within the 

lifestyle industry are additionally highly driven by working for an environmentally friendly 

purpose and making a positive impact in the world, rather than being motivated by economic 

matters, which Skagerak (2020), Upcycling Scandinavia (2020), Veras Vintage (2020), TAKT 

(2020) and HolmrisB8 (2020) all agree upon. Organizations, who work with a circular business 

model, hereby want to communicate their environmentally friendly and circular initiatives to 

their consumers, since this is a consumer demand.  

 

Take-back systems have been shown to be associated with flexibility. Consumer demands have 

furthermore shifted towards flexibility, since consumers currently demand products that are 

flexible in terms of design and longevity (Bundgaard-Nielsen, 2020). Bundgaard-Nielsen, 
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Høgh and Landbo all agree that the consumer demand is shifting towards a more flexible 

direction, because consumers no longer use products for a long period of time, but instead value 

frequent replacements of products. Although, consumers also demand information in relation 

to where the products are from, how they are produced and by whom. This shows that 

consumers value storytelling, while desiring more information about production patterns and 

care labels. 

Take-back systems have shown to contribute to economic growth, due to consumers’ 

increasing interest in sustainable products. The findings show that Upcycling Scandinavia, 

Kvadrat and Skagerak experience that their consumers are willing to pay the higher prices for 

their products, because the consumers know that the organizations deliver products that are 

made in a sustainable manner and of a higher quality. However, to achieve economic growth, 

it is of vital importance that the organizations meet the consumers current demands presented 

above. 

 

The increasingly popular secondhand trend is seen as a great competitive advantage for 

organizations within the lifestyle industry, because resale as a take-back system is fulfilling 

consumers' demand while generating economic growth. Reselling products is acknowledged 

by Landbo and Stenberg, who emphasize that it is a great business opportunity because of the 

product’s aesthetics, patination, storytelling and the longevity of its lifecycle. Many of these 

qualities can not be obtained unless it is in a used condition. However, the analysis has shown 

that some organizations use greenwashing in the lifestyle industry to create storytelling on a 

false basis. Thus, consumers tend to be confused, as to whom they can trust in relation to their 

storytelling. Greenwashing is unfortunately frequently used within the industry, and to 

eliminate this confusion it is encouraged that organizations within the lifestyle industry follow 

a strategy that enables them to create more transparency in relation to their suppliers, products, 

and product’s life cycles. Hence, it will be difficult for organizations to brand themselves as 

being sustainable, when in reality they are not. A higher level of transparency is hereby useful 

in order to obtain the consumer’s trust by not keeping anything regarding their products and 

production a secret. Additionally, this will highly make organizations gain competitive 

advantage through a differentiation strategy, since they will provide more precise information 

about the products compared to the organizations who do not provide transparency. A higher 

level of transparency will therefore both benefit the organizations themselves and the 

consumers, since a greater level of transparency can eliminate greenwashing and enable greater 
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storytelling. However, to enable these opportunities, technology is necessary to apply in order 

to make the transformation, whereas blockchain can be a beneficial technological tool to use. 

 

Blockchain is a technology, which can enable the organizations within the industry to create 

more transparency in relation to their supply chain, products, and product’s life cycles. 

Blockchain is a reliable database, determined as a consensus of digital data, where 

organizations can gather and share information across boundaries. Blockchain can play a vital 

role in a network with many different actors, if there is a low level of transparency and a low 

level of trust (Svane and Mühlendorph, 2019).  

Thus, blockchain can be a useful strategic initiative in the lifestyle industry due to a low level 

of trust. Blockchain can contribute with a greater level of transparency to consumers, which 

can create competitive advantage and consequently contribute to economic growth. However, 

implementing a blockchain in the lifestyle industry may not be without challenges for many of 

the organizations. The findings have shown that there is a tendency within the industry that 

organizations do not share information related to their supply chain. There is a high level of 

competition in the industry, and it has been shown that organizations do not wish to share 

information, due to the risk of either being copied or outcompeted. This is both expressed by 

Skagerak and HolmrisB8, since they emphasize their fear of losing competitive advantage, if 

competitors copy their innovative take-back systems, use their suppliers, and copy their 

products. However, Bundgaard-Nielsen states that it is ruthless behaviour, when organizations 

keep information regarding circular innovation to themselves. Instead the organizations could 

contribute to make the industry stand stronger by sharing their knowledge regarding take-back 

systems and technology. Skagerak furthermore emphasizes that they would like to implement 

blockchain, although they currently do not have the required knowledge to do so. 

Paradoxically, Skagerak is therefore both facing the challenge regarding lack of knowledge to 

contribute to an implementation of a blockchain in the industry, as well as contributing to the 

tendency of keeping knowledge within organizations.  

 

The conducted research has shown that organizations do realize the benefits of a blockchain in 

the industry. This is supported by Skagerak, HolmrisB8 and Bundgaard-Nielsen. By following 

a strategy that aims at implementing a blockchain technology, organizations could hereby 

experience the following benefits. Blockchain makes it possible for organizations to share 

information regarding different stages within their supply chain and they can make sure that 
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their suppliers are not providing them with any misleading information. Blockchain would 

hereby assure organizations truthful information regarding products, suppliers, and care labels. 

If a product is equipped with a sensor such as a QR code, a certain type of sting or a crystal 

spray, the sensor can then recognize the product and thereby create a digital twin, which will 

register every time the product changes hands. This is emphasized by Veras Vintage, as a great 

action in order to provide a greater level of transparency towards the consumers in the lifestyle 

industry, which moreover is perceived as a competitive advantage for them. Blockchain will 

furthermore eliminate organizations from sharing false product information, and hereby create 

more transparency in the supply chain. Moreover, blockchain makes it possible for 

organizations to map out a particular product’s journey from its very beginning till the end, 

supporting compliance and strengthening the storytelling about the product’s presence in the 

use situation.  

 

Storytelling is observed to be a valued aspect of take-back products and services. The ability 

to follow a product’s full journey and previous ownership, furthermore, enables a whole new 

aspect of storytelling, which the consumers highly value. This is expressed by both Kalo 

Kopenhagen and Veras Vintage. However, although blockchain is highly beneficial for 

organizations to use in order to create transparency in the lifestyle industry and to create 

competitive advantage, the aspect of previous ownership is also highly valued among some 

consumers. 

 

Although there are great opportunities and benefits related to implementing a blockchain in the 

lifestyle industry, there are also challenges, which will make it difficult for organizations to 

follow this strategy in practice. The conducted research has shown that organizations within 

the lifestyle industry are currently not equipped with the required knowledge and data in order 

to implement a blockchain. The lifestyle industry is dominated and mainly driven by designers 

and merchants, who have great knowledge of product and design strategies, but do not possess 

the needed digital competencies (Wollbrink, 2019). The data that is needed in a blockchain has 

to be structured, systemized and must provide a continuous flow of data that identifies the 

incidents. Organizations furthermore need to decide upon where in the process the data should 

be stored. Organizations must ask themselves these questions: should there be data points 

throughout the whole process or only at a few points? This is not, however, where the 

organizations are yet in their digital development (Svane and Mühlendorph, 2019).  
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The lifestyle industry is dominated by designers and merchants, and the digital maturity is not 

sufficiently developed yet. The conducted research has hereby shown that organizations pursue 

to implement a blockchain, which can support their circular business model and their take-back 

system in order to create transparency in relation to their products and suppliers, although it is 

discussed that this strategy is not realistic for the time being. There is a gap that hinders 

organizations to implement a blockchain, because the organizations lack the required digital 

maturity. Many organizations perceive blockchain as a great source of creating competitive 

advantage, although organization’s capacity of data may not currently be sufficiently 

developed in order to make blockchain a reality yet.  

Find the right customer segment 

The following strategy will consist of a combination of the weaknesses and opportunities 

involved with take-back systems. The weaknesses include negative economic impact, targeting 

the wrong customer segment and lack of knowledge, while opportunities include economic 

growth, competitive advantage and transparency.  

 

There is a high level of uncertainty in relation to an implementation of take-back systems in 

the lifestyle industry, and it furthermore has shown to constitute a negative impact on 

organizations’ economic growth. Landbo, Høgh and Immanuel all express that although 

consumers increasingly demand sustainability, they will not necessarily pay more for the 

products. Høgh emphasizes that this attitude must change in order to make the take-back system 

more viable in the future, yet this is a process that will take time, due to the mindset consumers 

have about consumption patterns. Hence, there is a tension between consumers’ willingness to 

pay the prices, which leads to difficulties in relation to economic growth for the organizations 

implementing the take-back system.  

 

The conducted research has furthermore shown that some organizations fail to approach the 

right customer segment, why this is a possible prevention in order to create economic growth. 

Consequently, some organizations struggle to create great sales and revenue streams, since they 

have chosen to target consumers with products that do not match these consumers’ needs, style 

and price range. Kalo Kopenhagen is an example hereof, since they have implemented a rental 

take-back system, where they rent clothes to a chosen customer segment. Although, the 
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organization has experienced that the targeted customer segment does not consider 

sustainability and circular solutions when they purchase clothes. Kalo Kopenhagen’s customer 

segment, on contrary, value ownership over their own clothes, hence the majority of the chosen 

customer segment are not interested in rental solutions, due to their traditional mindset of 

purchasing clothes. Thus, targeting the wrong customer segment is negatively affecting Kalo 

Kopenhagen’s revenue streams and thereby their economic growth. Conducted interviews have 

on the other hand shown that a younger customer segment finds rental of clothes highly 

interesting (Veras Vintage, 2020). A younger customer segment may therefore be a better fit 

for organizations to target, when organizations seek to increase their revenue stream because 

of the younger generation’s openness and interest in sustainability and new trends, which 

Bundgard Nielsen agrees upon. Hence, organizations will most likely experience economic 

growth when targeting this customer segment. 

 

The conducted research has furthermore shown that Kalo Kopenhagen’s products are currently 

chosen to fit more mature women, due to the brands and styles available. When changing 

customer segments, an organization must therefore make adjustments to their business model 

as well. If an organization chooses a young customer segment, their product offerings must 

match this segment in order to experience economic growth. Kalo Kopenhagen would arguably 

have to change their clothing range to match the younger customer segment’s style and the 

price ranges accordingly.  

 

Some organizations currently experience the challenge of consumers finding their products too 

expensive. When choosing a customer segment, an organization must also consider what price 

range matches this segment. Consequently, organizations may need to furthermore adjust their 

cost structure in order to create a functioning financial condition and profitable revenue 

streams. Thus, a younger customer segment may not be the most influential segment to target 

for the organizations to derive profit from in terms of take-back solutions, since they do not 

have the financial means to pay the current prices. Thus, organizations must provide take-back 

products and solutions that match the customer segment’s current financial capabilities. By 

changing the customer segment in order to target the younger generation, organizations must 

therefore be aware that this customer segment does not have a great financial means in spite of 

the fact that their interest in take-back is high. Targeting a more mature customer segment may 
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therefore enable organizations to be able to charge higher prices for their sustainable initiatives, 

but they may not be as interested in take-back solutions.  

 

Veras Vintage is oppositely an example of an organization, who do not experience adversity in 

relation to sales of their take-back products. Landbo expresses that they experience great 

success and economic growth in relation to their resale of secondhand clothes. Veras Vintage 

did not target the younger generation as their customer segment to begin with, however they 

have now identified that it is this particular generation, who are most likely to buy their 

products because of their high interest in secondhand and sustainability. Consequently, it can 

be argued that Veras Vintage has succeeded in targeting the right customer segment with their 

product range and the matching prices. This hereby enables Veras Vintage to experience 

economic growth and competitive advantage, due to their popularity and great sales of reselling 

products to their customer segment.  

 

Skagerak and Ganni are organizations, who in the beginning of the implementation of their 

take-back system targeted a wrong customer segment, since the organizations experienced a 

lack of willingness from the consumers to buy their products for the associated price. However, 

Skagerak and Ganni perceive this as a natural experimental process, since they have gained 

new insightful knowledge from it. Both organizations emphasize that having started off with 

one targeted customer segment, they gradually realized that the given customer segment was 

not the right match for their take-back solution. Hereby, they found it beneficial to adjust their 

customer segment accordingly to a customer segment, who is a better match for them (Skjold, 

2020). Skagerak and Ganni hereby perceive the process of finding and reaching the right 

customer segment as a work in progress, in which organizations can highly benefit from 

experimenting and collecting data with and to eventually find the perfect match. However, it 

must also be considered that not all organizations have the financial resources to carry out such 

an experimentation in relation to finding the right customer segment for their given take-back 

system.  

 

Organizations are currently challenged by targeting the right customer segment for their take-

back systems, while creating economic growth through its revenue stream. Targeting the right 

consumers will to a high degree, benefit the organizations, since they will get the consumers, 

who sincerely are interested in buying their products as well as willing to pay the attributed 
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prices. Additionally, organizations would potentially experience an increase in sales. However, 

organizations within the industry must take into consideration that they have to offer products 

and services that the right customer segment can afford. 

Partnerships and collaboration 

The following will discuss how organizations within the lifestyle industry can experience 

economic growth and competitive advantage with a take-back system, through the strategy 

based on a combination of the strengths and threats of the SWOT analysis. The strategy 

combines the following strengths: sustainability and the environment and motivation. The 

threats contributing to the strategy are: lack of knowledge sharing, and leading organizations. 

By taking these components into account, a strategy regarding collaboration between 

organizations in the lifestyle industry is proposed as a suggestion to answer the research 

question. This strategy can be beneficial for organizations in order to create economic growth 

and competitive advantage, by jointly developing take-back systems and normalizing it in the 

industry. The following will discuss exactly how such a strategy would benefit the 

organizations and how it potentially can result in economic growth and competitive advantage.  
  

The analysis has shown that working with take-back systems as a circular business model 

through different circular economy approaches, creates great work motivation among the 

organizations’ employees. Being able to do good and make a positive impact in the world is 

perceived as a more satisfying motivational factor, rather than merely focusing on creating a 

great revenue stream. The analysis has furthermore shown that being able to close the loop by 

implementing a take-back system is considered a strength for the organizations, since it is 

sustainable and environmentally friendly. A take-back system simultaneously provides 

storytelling to the products and meaningfulness, which are perceived as internal strengths. 

Consequently, the conducted research and analysis has shown that employees and 

organizations find greater strength in working with sustainability and hereby being able to close 

the loop through take-back systems, compared to the strength they find in a big and profitable 

revenue stream (Høgh, 2020). It has been shown that Skagerak also stresses that they want to 

measure their success based on their ability to make a positive change in the world (Stenberg, 

2020). Earning money is therefore not considered as a primary criteria for success according 

to organizations within the industry, who are currently working with circularity. They are 

mostly motivated to work with take-back due to its environmentally friendly effects, whereas 
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a healthy economy is merely seen as a necessity in order to continue their positive impact on 

the environment.  

 

A threat for organizations in relation to take-back systems is the fact that organizations in the 

lifestyle industry currently keep the knowledge regarding take-back systems and circular 

economy approaches for themselves. Organizations with a take-back system want to keep their 

system, guidelines, and future plans as a secret, which indicates a lack of willingness to 

collaborate and share knowledge across organizations within the industry (Høgh, 2020). It has 

furthermore been elaborated that TAKT highly agrees to this notion, since Østergaard Neble 

stresses the importance of making a positive impact in the lifestyle industry and hereby on the 

environment. However, TAKT fails to share their future plan for implementing a take-back 

system, since they fear that competitors will steal their design ideas (Østergaard Neble, 2020). 

Organizations, who currently do not have a take-back system, but are merely working towards 

it, keep their knowledge to themselves which Organic Basics is an example of (Immanuel, 

2020). Consequently, this results in a domino effect in the lifestyle industry: when some 

organizations intentionally keep knowledge to themselves, then other organizations do not wish 

to share knowledge with them either (Bundgaard Nielsen, 2020). Organizations therefore 

struggle to firstly implement a take-back system, and secondly to create a take-back system 

that is economically profitable, since they do not have the desired knowledge to do so. 

Simultaneously, organizations fail to learn from each other by preventing sharing the needed 

knowledge regarding take-back systems, and that is why organizations end up working 

separately towards successfully adopting take-back system. Thus, this pattern makes the path 

to normalizing take-back systems uncertain, long and difficult for the individual organization 

to go through (Ibid.).  

 

Leading organizations are considered as a great threat for smaller organizations, who are either 

slowly working towards implementing a take-back system, or already have a less successful 

one. A leading organization like IKEA has shown to have a resourceful and well-developed 

internal community, which enables regional departments to collaborate across borders and 

learn from each other's strengths. By analyzing IKEA’s current status in relation to 

implementing a take-back system, it became clear that IKEA Denmark does not necessarily 

need to develop a take-back system themselves. Merely, IKEA Denmark reaches out to 

departments in other countries, who have already implemented a take-back system. IKEA 
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Denmark can hereby easier obtain the needed knowledge to create economic growth and 

competitive advantage with a take-back system in Denmark, since IKEA is sharing information 

across departments and borders. This is a possibility, which small and new organizations do 

not possess, due to their current lack of willingness to collaborate. Although, these 

organizations could obtain similar possibilities, if organizations chose to collaborate and share 

their knowledge, which the following will elaborate.  

 

The analysis has shown that several organizations perceive it as a big threat that organizations 

within the industry keep knowledge regarding take-back systems to themselves. However, it is 

the same organizations, who complain about the lack of knowledge sharing in the industry, 

who are contributing to the secrecy. It has been emphasized that organizations are afraid of 

losing competitive advantage by normalizing their products and services in the industry, which 

consequently hinders them from sharing their knowledge regarding circularity, suppliers, and 

take-back systems. As a result, several organizations are stuck in a state of development within 

their chosen circular approach, where they have a great desire and motivation to work with 

circular business models, hereunder take-back systems, although the majority of the 

organizations still do not know how to succeed with a take-back system in the first place. With 

that in mind, organizations in the lifestyle industry could therefore benefit from using a strategy 

based on collaboration between the organizations, in order to jointly develop take-back 

systems, based on different circular approaches, and implement them successfully as well as 

normalizing take-back systems in the industry. This means, organizations need to shift their 

focus from differentiation, in order to collectively compete against organizations using a linear 

business model and leading organizations within the lifestyle industry. However, the question 

is whether organizations would be willing to follow this strategy, and whether the strategy will 

prohibit organizations’ ability to obtain economic growth and competitive advantage at all.  

 

Bundgaard-Nielsen has explained that organizations often have a sense of ownership in relation 

to their suppliers, knowledge, and information (Bundgaard-Nielsen, 2020). Organizations 

perceive other organizations in the lifestyle industry as competitors, consequently they do not 

wish to collaborate and share knowledge between organizations, but rather differentiate 

themselves. Bundgaard-Nielsen furthermore emphasizes that this mindset is selfish and clearly 

shows that organizations value economic growth and competitive advantage over sustainability 

and the environment. A paradigm shift is needed, in order to shift this ownership feeling of 
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knowledge into valuing the environment and circularity more (Ibid). Thus, Bundgaard-

Nielsen’s statements disprove common statements from organizations in the conducted 

research, which underline that the organizations find greater strength in sustainability, than 

they find strength in a great revenue. In order to eliminate the common competitive way of 

doing business in the lifestyle industry, organizations must therefore understand how 

knowledge sharing could benefit the entire industry and hereby themselves. Hereafter, it is 

possible for organizations to undergo such a paradigm shift.  

 

In order to promote collaboration among organizations, the organizations must believe that 

they can create economic growth and competitive advantage through a collaborative strategy. 

The lifestyle industry is highly competitive, thus the organizations, who want to create 

economic growth and competitive advantage with a take-back system, see each other as 

competitors in the industry. However, several organizations also perceive it as a great 

opportunity for themselves, if take-back systems become more normalized in the lifestyle 

industry. The founder of Kalo Kopenhagen explains that she believes that Kalo Kopenhagen 

will experience an increase in sales and thereby greater revenue, if take-back solutions and 

products become more common in the lifestyle industry (Kalo Kopenhagen, 2020). 

Collaborating towards creating and implementing successful take-back systems, will therefore 

normalize take-back systems in the lifestyle industry, while consumers will become used to 

take-back solutions and hereby be more likely to choose this option over linear solutions and 

products (Bundgaard-Nielsen, 2020).  

 

The analysis has shown that consumers value sustainability and circular solutions over linear 

solutions and products, although they generally tend to follow trends in the lifestyle industry 

as well. Thus, consumers tend to make purchases based on accessibility and convenience, as 

well as following the normalized way of consumption (Kalo Kopenhagen, 2020). Consumers 

would therefore presumably prefer take-back in comparison with unsustainable and linear 

solutions, if it became the normal, accessible, and convenient way of consuming. If 

organizations collaborate and jointly develop take-back systems by sharing knowledge 

regarding circular business models and take-back systems, take-back systems will hereby 

become easier for organizations to implement. Additionally, the more organizations with a 

take-back system in the lifestyle industry, the more normal, accessible and convenient it will 

be for consumers to purchase. Consequently, this will have a positive impact on consumer 
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behavior. If take-back systems become normalized in the lifestyle industry, consumers will 

presumably follow the trend and be more likely to choose take-back solutions and products 

over the linear ones, which is supported by Kalo Kopenhagen, TAKT and Upcycling 

Scandinavia. Hence organizations with a take-back system within the lifestyle industry will be 

able to increase sales and thereby the organization’s revenue streams, which will consequently 

result in economic growth.  

 

By collaborating across organizations, it would also become possible to obtain competitive 

advantage. The analysis shows that organizations fear their competitors and they want to create 

competitive advantage through a differentiation strategy. However, the organizations who 

work towards a take-back system or already have one, should not compete against each other 

but rather perceive each other as key partners to create competitive advantage over 

organizations with linear business models. Normalizing take-back solutions in the lifestyle 

industry could potentially increase sales and thereby result in greater revenue streams. By 

collaborating across organizations within the industry in order to collectively develop take-

back solutions and products, organizations will therefore be more likely to succeed with a take-

back system. Consumers will simultaneously experience an increase in take-back solutions 

available, which will make take-back systems and products normalized. For this reason, 

organizations may experience competitive advantage in comparison to organizations with a 

linear business model, and thereby also be able to compete with leading organizations such as 

IKEA. Consequently, organizations will hereby fulfil the organization's main motivation, 

which has been emphasized as taking care of the environment. 

 

As the presented strategy has discussed, by jointly moving in a circular direction and 

normalizing take-back systems by having a collaborative partnership among organizations in 

the lifestyle industry, consumers will presumably follow this development and be more likely 

to buy take-back solutions over linear products. Consequently, organizations with a linear 

business model will find it difficult to compete with organizations with a circular business 

model, since linear solutions will no longer be considered as a trending and normal way of 

purchasing. Organizations with a take-back system will thereby create competitive advantage 

over linear organizations in the lifestyle industry. Additionally, the organizations with a take-

back system will also be able to compete with leading organizations like IKEA. Following a 

strategy based on collaboration among organizations to jointly develop take-back systems, 
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organizations in the lifestyle industry will hereby normalize take-back solutions in the lifestyle 

industry. Thus, consumers will find take-back solutions more accessible, convenient and 

normal and thereby prioritize take-back solutions over linear solutions. Consequently, 

organizations with a take-back system will experience an increase in products and solutions 

sold, which will cause economic growth.  

Be inspired by take-back first movers 
A fourth strategy an organization within the lifestyle industry can use in order to experience 

economic growth and competitive advantage with a take-back system, is by being inspired by 

first movers and leading organizations with a take-back system. This strategy combines the 

weaknesses and threats observed in the SWOT analysis. The weaknesses in focus are targeting 

the wrong customer segment, and lack of knowledge, while the threats include lack of 

knowledge sharing, and leading organizations. The following will discuss this strategy, and 

how it could be implemented in practice as well as the belonging challenges.  

 

The SWOT analysis has shown that a weakness for organizations in relation to implementing 

and creating economic growth and competitive advantage with a take-back system is that they 

do not possess the needed knowledge to do so. It has furthermore been shown that organizations 

fail to target the right customer segment, which affects their ability to create a great revenue 

stream. Threats for these organizations are simultaneously that there is a common concern 

regarding knowledge sharing among organizations, since they perceive each other as 

competitors in the lifestyle industry. Organizations are therefore individually working towards 

developing and implementing a take-back system, without sparring with each other. Leading 

organizations are oppositely sharing knowledge between departments and countries, hence 

leading organizations like IKEA can seemingly easier implement a take-back system. Keaney 

from IKEA has emphasized that the organization perceives themselves as first movers, since 

they already have implemented take-back systems in some countries. IKEA Denmark will 

therefore establish their take-back systems on existing guidelines in a trial period, where after 

they will evaluate how it works in the Danish IKEA departments (Keaney, 2020). 

 

IKEA is not only inspiring their own departments regarding an implementation of take-back 

systems, they are furthermore taking up the role as first movers and encouraging and inspiring 

smaller organizations to follow their lead and implementing a circular business model 

hereunder a take-back system. IKEA have published a Circular Product Design Guide, which 
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main purpose is to help organizations navigate through the process of designing circular 

products (Circular Product Design Guide, 2019). Organizations, who wish to implement a take-

back system, can hereby be inspired by IKEA and follow their example. The positive aspect of 

this is organizations’ increasing ability to easier adapt a take-back system even with small or 

no knowledge regarding circular business models. However, organizations must also consider 

the fact that IKEA may have chosen a different implementation strategy and circular economy 

approach, than smaller organizations can operate with.  

 

The conducted interviews have shown that organizations often experience startup difficulties, 

where they struggle to find and target the right customer segment, the right product price and 

good suppliers in relation to take-back systems. This highly affects the organization's ability to 

create economic growth and competitive advantage, since they struggle to implement a 

successful take-back system. Getting inspiration from leading organizations with a take-back 

system may for this reason be tempting (Bundgaard Nielsen, 2020). However, organizations 

must take into consideration that leading organizations like IKEA are able to make 

experimental actions due to their stable revenue streams, which startups and small 

organizations have not yet developed. Thus, startups and small organizations must be careful 

in relation to how they get inspired, since they have less economic freedom to experiment in 

comparison with leading organizations.  Therefore, an organization like IKEA possesses a big 

economic disposable, which enables them to make a trial period for the take-back system in 

their Danish department without risking the stable condition of the whole organization. 

However, small organizations, who do not have an equivalent stable revenue stream, may 

perceive it too risky to follow in the footsteps of leading organizations and make similar 

circular actions.  

 

Another aspect that small organizations must consider when being inspired by other 

organizations’ take-back systems is that organizations use different circular economy 

approaches to implement a take-back system. The analysis has illustrated several organizations 

within the lifestyle industry and respective circular economy approaches. It can hereby be 

observed that organizations have widely different approaches and implementation strategies. 

Consequently, one approach may therefore suit one kind of organization and not another. The 

analysis has shown that TAKT is a furniture startup, who have chosen the Design and 

Distribution and Sales circular economy approaches (Østergaard Neble, 2020).  
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Organic Basics is a startup as well, though they have chosen the Resource and Recovery 

circular economy approach (Immanuel, 2020). These two organizations are therefore both 

startups in the lifestyle industry, yet they have chosen different circular economy approaches. 

Consequently, one way of implementing a take-back system may for this reason not match both 

organizations. Organizations must therefore keep in mind that leading organizations may have 

chosen a different circular economy approach, than they wish to pursue and must therefore 

firstly evaluate, which kind of circular economy approach they will pursue. Ganni is a big and 

well-established organization as well, who has chosen a Consumption and Use, as well as a 

Collection and Disposal circular economy approach (Ganni, 2020). Organic Basics would 

hereby not benefit from being inspired by Ganni’s circular business model, since they have 

chosen a different circular economy approach. Small organizations, who wish to establish a 

take-back system, must therefore search for inspiration among leading organizations with a 

well-established take-back system with an identical circular economy approach.  

 

A threat in relation to implementing a take-back system is furthermore that organizations do 

not wish to share knowledge regarding take-back systems. This is also the case with big and 

seemingly well-functioning first movers, since they often keep knowledge to themselves 

regarding their success of the take-back system. Ganni and Skagerak are organizations with a 

take-back system, who seemingly experience economic growth with their systems. Skagerak 

emphasizes that they experience great interest in Skagerak Rent and that they furthermore 

experience increasing sales (Stenberg, 2020). Ganni furthermore states that they experience 

success with their take-back solution Ganni REPEAT (Svensson, 2020). However, both Ganni 

Repeat and Skagerak Rent may not be truthful in their statements regarding their success. Else 

Skjold, Professor at Danish Royal Academy of Fine Arts, is researching in sustainability, and 

emphasizes that both Ganni Repeat and Skagerak Rent are in fact not experiencing economic 

growth or success with their take-back systems. Skjold explains that these organizations are 

experiencing great difficulties regarding their take-back solutions, since they find it challenging 

to create economic growth (Skjold, 2020). However, Ganni and Skagerak are both not being 

transparent regarding these challenges, which is why organizations in the lifestyle industry may 

believe that they are successful with their take-back systems. Due to the leading organization’s 

tendency to embellish the truth regarding their success with take-back systems, small 

organizations are therefore facing the risk of misjudging the success of first mover’s take-back 

systems. Thus, they must be cautious when they take inspiration from first movers. 
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When being inspired by first movers in take-back systems, small organizations must also 

consider their own willingness to attain the role as a follower in the lifestyle industry. As the 

above has shown, organizations can highly benefit from being cautiously inspired by first 

movers in the lifestyle industry, when implementing a take-back system. However, when 

organizations are being inspired by first movers, it will consequently complicate their own 

probability of creating competitive advantage through differentiation. Porter’s Generic 

Strategies has presented three approaches to gain competitive advantage (Andersen et. al., 

2016). Thus, if small organizations choose to follow the first movers lead, they will exclude 

the Differentiation generic strategy, since they will merely follow in the footsteps of other 

organizations. Likewise, the analysis has shown that some organizations struggle to create a 

functioning revenue stream in the first place, which is why these will find it difficult to pursue 

a Cost Leadership Strategy as well. In order to bring costs down, great capital is often needed 

to develop such technology, which small and new organizations often do not possess. Also, if 

organizations choose to be inspired by leading organizations' sources of cost reduction, then 

the strategy will not be unique, and the organization will not gain competitive advantage. The 

Focus Strategy will hereby become the last possible strategy for organizations to pursue, since 

organizations can be inspired by first movers and hereafter pursue a niche market. However, 

the conducted research has proven that many organizations want to implement a take-back 

system in order to become leaders in the lifestyle industry, therefore a merely focus on niche 

markets will presumably not be fulfilling for them (Østergaard Neble, 2020, Helborg, 2020, 

Høgh, 2020, Landbo, 2020, Stenberg, 2020).  

 

The conducted research has proven that organizations highly value their ability to use a 

Differentiation Strategy and hereby develop new take-back solutions themselves, since this can 

result in creating competitive advantage and become first movers in the lifestyle industry (Ibid). 

Thus, organizations may for this reason not want to be inspired by first movers in the lifestyle 

industry, since this complicates their own probability of differentiating from first movers and 

thereby obtaining competitive advantage over other organizations with a take-back system.  
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Strategy discussion 
The above has presented different strategies for organizations within the lifestyle industry to 

use, in order to create economic growth and competitive advantage with a take-back system. 

However, the strategies have shown to both include benefits as well as challenges, thus the 

following will discuss which strategy organizations will benefit the most in order to create 

economic growth and competitive advantage in practice.  

Blockchain 
Blockchain has shown to be a strategy that can have great potential in the lifestyle industry, 

since the digital technology blockchain can enable organizations to create more transparency 

in the supply chain and in care labels. It can moreover enable a new aspect of storytelling 

towards the consumers, which is in high demand. However, in order to implement a blockchain 

in the industry, the organizations need to be data-driven and possess a certain degree of digital 

maturity. It is therefore necessary for the organizations to be in a position of having data that 

is structured and systemized, while providing a continuous flow of data that identifies the 

incidents in progress. Although some organizations have the desired maturity in terms of being 

data-driven, there is still a long way to go for many organizations, since they currently do not 

have the needed knowledge. Blockchain is only beneficial if the industry manages to stand 

together and share information with each other, in order to make the blockchain more reliable. 

This strategy is therefore perceived as a competitive advantage and can contribute to economic 

growth, however as illustrated above organizations can not use blockchain as a short-term 

strategy. The strategy is therefore considered as a long-term strategy that benefits the 

organizations eventually, after they become more data-driven and manage to use the data in the 

needed way.  

Collaboration 
Creating partnerships through collaboration between organizations in the lifestyle industry has 

shown to be a strategy that includes benefits as well as challenges. Moving towards a circular 

direction and normalizing take-back systems by having a collaborative partnership among the 

organizations within the industry, consumers will presumably follow this development and be 

more likely to buy take-back solutions over linear products. Consequently, organizations with 

a linear business model will find it difficult to compete with organizations with a circular 

business model, since linear solutions will no longer be considered as a trending and normal 
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way of purchasing. Organizations with a take-back system will thereby create competitive 

advantage over linear organizations in the lifestyle industry and likewise be able to compete 

with leading organizations. However, this strategy may not be beneficial for organizations to 

pursue as a short-term strategy, since normalizing take-back solutions in the lifestyle industry 

will seemingly take time to happen. Organizations can therefore merely benefit from sharing 

knowledge regarding take-back systems with each other, in order to jointly move the lifestyle 

industry in a circular direction and enable organizations to easier implement a take-back system 

in the first place. Desirably, the more organizations with a take-back system, the more 

normalized it will be in the future to create economic growth and competitive advantage for 

organizations with such circular business models. Although, pursuing this strategy as a short-

term strategy in order to create economic growth and competitive advantage, will therefore 

most likely not benefit organizations. The strategy’s impact on economic growth and 

competitive advantage will therefore merely be noticeable for organizations with a take-back 

system in the long run but take-back systems have to be normalized first. 

Targeting the right customer segment  
Finding and targeting the right customer segment for an organization's take-back system is 

accordingly very challenging. It has been discussed that it is difficult for organizations to find 

a customer segment that is both interested in the products available in organizations’ take-back 

system, as well as being capable of paying the attributed prices. Finding the right customer 

segment is therefore perceived as a work in progress, which includes experimentation and 

collecting data in order to find the perfect match. However, experimenting with finding the 

suitable customer segment is not reasonable for every organization within the industry, since it 

requires certain financial resources to carry out. Thus, smaller organizations and startups will 

most likely find this experimentation hard to afford. Organizations are therefore challenged by 

targeting the right customer segment for their take-back systems, whilst simultaneously 

creating economic growth through its revenue stream. However, if the organization eventually 

manages to target the right customer segment, it can be highly beneficial to the organizations, 

because they are assumed to experience increasing sales due to the consumers’ interest and 

willingness to pay the product prices. This strategy is therefore perceived as a beneficial short-

term strategy, since it can provide a rapid economic effect on the organization, if the 

organization manages to identify and target the right customer segment. However, it can also 

be perceived as a long-term strategy, because organizations may need to experiment in relation 

to products, prices, and customer segments, in order to find the right match. Thus, this may be 
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time consuming, costly and demand severe data regarding their consumers, which only time 

and experimentation will provide.  

Inspiration 
As discussed, first movers are perceived to be great sources of inspiration for organizations 

within the industry, who want to create economic growth and competitive advantage with a 

take-back system. However, it has also been elaborated that first movers often fail to be 

transparent in relation to their own success with take-back systems. Some organizations, who 

appear as successful first movers, may not experience economic growth and competitive 

advantage after all. Therefore, it has been discussed that organizations can benefit from 

cautiously being inspired by first movers in the lifestyle industry, when implementing a take-

back system. Thus, organizations must carefully draw inspiration from organizations, who 

seemingly have take-back systems with economic growth and competitive advantage. 

Additionally, organizations must also bear in mind that following the footsteps of first movers 

in the lifestyle industry, can consequently complicate their own probability of creating 

competitive advantage through differentiation. However, if organizations use first movers as 

sources of inspiration to create economic growth and competitive advantage, they can 

eventually decide to furthermore develop the take back systems themselves and hereby 

differentiate themselves. Organizations must furthermore keep in mind that leading 

organizations may have a different circular economy approach, than they wish to pursue. 

Firstly, organizations must therefore evaluate, which circular economy approach they will 

pursue, and hereafter draw inspiration from first movers in the lifestyle industry with a 

matching approach. This strategy is therefore a beneficial strategy for organizations to use, if 

they seek to create economic growth and competitive advantage in the short run.  

 

Although, this strategy also has its limitations. If first movers in the lifestyle industry 

experience challenges regarding creating economic growth and competitive advantage, they 

will due to their own role as a first mover, not be able to be inspired by other organizations. 

This strategy therefore meets a limitation, since it merely approaches smaller organizations in 

the lifestyle industry.   
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Strategy suggestion 
The strategies presented have shown to encompass both benefits and challenges. An 

organizations’ ability to create economic growth and competitive advantage with take-back 

systems have furthermore shown to be possible, although some strategies enable short-term 

results, whereas others enable long-term results. Thus, the following strategy suggestion will 

firstly present a strategy for organizations to follow in the short-term and provide prompt results 

in relation to economic growth and competitive advantage. Furthermore, a strategy providing 

long term impact on an organization’s economic growth and competitive advantage will also 

be presented. By following a combination of both strategies, organizations will hereby 

experience maximum effects regarding economic growth and competitive advantage with a 

take-back system in the lifestyle industry.  

 

A short-term strategy that organizations within the industry can engage with right away is the 

strategy related to targeting the right customer segment. The conducted research and discussion 

have shown that some organizations with a take-back system experience poor sale, revenue 

streams, and competitive advantage, since they seek to sell take-back solutions and products to 

a customer segment, who do not find interest in sustainable solutions and take-back systems. 

Sustainability is currently experiencing increasing attention, although mostly from a young 

customer segment.  Thus, it is vital for the organizations within the lifestyle industry to find 

and target the right customer segment in order to create economic growth. However, the process 

of finding the right customer segment can also be challenging.  

 

Finding the right customer segment is considered as a work in progress, hence organizations 

can take advantage of experimenting with different targeting approaches in order to find the 

perfect match. Hereby, organizations can find a matching customer segment, who are both 

interested in the available take-back products and willing to pay the price. However, finding 

the right customer segment often requires experimentation and data collection on consumers, 

before the organization can identify what customer segment is most suitable in order to create 

economic growth. Thus, organizations must prioritize this experimentation and data collection, 

since they will highly benefit in terms of economic growth and competitive advantage, once 

they find the matching customer segment.   
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Simultaneously, organizations can benefit from using a long-term strategy to anticipatedly 

ensure economic growth and competitive advantage in the long run. If the organizations within 

the industry, who either have or wish to implement a take-back system contribute to creating 

partnerships and collaboration regarding take-back systems across the organizations, both 

organizations, the industry, consumers and the environment will experience great benefits. If 

organizations decide to become more transparent in relation to sharing the knowledge they 

have gained from their take-back systems or current take-back development, this will enable 

more organizations within the industry to implement and succeed with take-back systems. 

Hereby, organizations will be able to create competitive advantage over organizations with a 

linear business model. Additionally, organizations will also be able to compete with leading 

organizations and first movers, since they will now also have the needed knowledge to have a 

successful take-back system. The conducted research has shown that many organizations lack 

the needed knowledge of how to create economic growth and competitive advantage with a 

take-back system, and therefore are hindered from taking the plunge. Thus, take-back solutions 

and products will anticipatedly become the normalized, convenient and accessible way of 

purchasing in the lifestyle industry. Consumers will hereby be more exposed to this circular 

business model and consequently be more likely to buy into these solutions  

 

In order to create economic growth and competitive advantage with a take-back system, we 

discuss that organizations within the lifestyle industry should follow the partnerships and 

collaboration strategy and find the right customer segment strategy. We discuss that these 

strategies constitute the most efficient suggestions in order to create economic growth and 

competitive advantage with take-back systems within the industry. Thus, organizations will 

experience these as both beneficial short-term and long-term strategies.  

Implications of the study 
The lifestyle industry is moving towards becoming more circular and take-back systems are 

increasingly becoming popular for organizations to integrate. Organizations are gradually 

offering more sustainable solutions and take-back systems, and an increasing number of them 

become interested in such initiatives. This is highly due to consumers increasing interest in 

circular products and solutions, which is why take-back systems are one take on a circular 

business model to use in order to meet these demands. However, the industry is still primarily 

driven by a linear production pattern, for which reason the industry still needs to change.  



103 

Linear business models are due to a long history of industrialized production and consumption 

traditions deeply embedded in both organizations’ and consumers’ habits and mindsets. 

Consumers are used to frequently consuming clothes and furniture, whereas they often replace 

products with small economic sacrifices. The majority of organizations are likewise used to 

have a linear business model, why take-back systems are a relatively new and different way of 

doing business. Therefore, different implications must be taken into account, when considering 

how organizations can create economic growth and competitive advantage with a take-back 

system. Thus, the following chapter will provide implications based on our research findings, 

respectively focused on the lifestyle industry, organizations and consumers. 

Implications for the industry 
Organizations within the industry have shown to be very secretive in relation to sharing 

confidential information about their supply chain and their respective knowledge regarding 

take-back systems. This clearly shows that the lifestyle industry is highly competitive, and that 

the organizations are afraid of being copied or outcompeted by its competitors. An implication 

for the organizations within the lifestyle industry is therefore competitiveness, and whether 

organizations are willing to replace this competitiveness with collaboration in order to 

normalize take-back systems. It has been shown that the industry needs to jointly develop 

knowledge in relation to take-back systems and furthermore collaborate in order to normalize 

circularity and take-back systems. However, the organizations must change their mindset and 

believe that collaborating towards normalizing take-back systems in the lifestyle industry is 

beneficial for both themselves, the lifestyle industry, and the environmental well-being. 

Organizations must therefore not solely focus on how each organization performs and their 

own ability to create economic growth and competitive advantage, but merely perceive 

partnerships as a source to create economic growth and competitive advantage. However, it is 

questionable whether organizations are willing to make this change and collaborate through 

knowledge sharing, this resulting in an implication. 

Government 
In relation to the industry, a vital implication is the current lack of regulatory requirements set 

by the government. It has been emphasized that the United Nations with its SDGs have a certain 

goal that constitutes sustainable production and consumption. However, there are currently no 

regulatory requirements regarding sustainability and circularity. If the lifestyle industry should 
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become entirely circular, moving away from the make-use-dispose model and all organizations 

oppositely implement circular business models, this would most certainly require regulatory 

requirements set by the government. Therefore, in the conducted research we could have had 

a greater focus on the government’s effect and feasibility on circular business models and take-

back systems within the industry. We hereby emphasize that the lifestyle industry and the 

belonging organizations may want to remain linear without any regulatory requirements. Thus, 

in order for the lifestyle industry to challenge the status quo and become fully circular, the 

Danish government must introduce regulatory requirements regarding a minimum level of 

circularity in the industry. In the meantime, the lifestyle industry will most likely still be 

dominated by linear business models, since this is “business as usual” and implies the cheapest 

production, overconsumption and is the most prevalent and well-known business model.  

Implications for the organizations 
As the conducted research has shown, the lifestyle industry is primarily driven by designers 

and merchants, who particularly have a great sense for product and design strategies. Even 

though it is important to possess the knowledge of how to create and design products that can 

have a longer life cycle, it is likewise important for organizations to possess digital 

competencies. An implication for organizations in the lifestyle industry is therefore the lack of 

digital competencies that the organization currently are in possession of. Digital maturity is 

needed by the organizations to be in a position of creating more transparency in the industry 

going forward. However, the digital maturity is currently not sufficiently developed and 

therefore organizations may attempt such digital strategy in vain. Organizations are currently 

attempting to use technology, hereunder blockchain, in order to create transparency in relation 

to their supply chain, circular products and solutions. The organizations’ digital competencies 

are in a state of development, and organizations can therefore not derive advantage from a 

blockchain in the industry yet. Currently, organizations do not have the required data capacity, 

so organizations must find a way to obtain this data in order to implement a blockchain. 

Hereafter organizations can most likely benefit from a blockchain, which the analysis and 

discussion have shown. Innovation and technological development can often be costly for an 

organization to pursue, since it is often associated with a high degree of experimentation. 

Consequently, an implication related to implementation of a blockchain in the industry is that 

small organizations with a limited economic capacity may find it difficult to find the economic 

resources to attempt such a strategy. Simultaneously, development and experimentation come 
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with a great level of uncertainty, and it is supposedly not suitable for small organizations with 

small economic resources.  

 

Additionally, an implication for organizations is likewise whether the organizations actually 

want to make a circular transition and implement a circular business model. Organizations are 

highly aware of the fact that take-back systems are costly to implement and that it demands 

severe experimentation and ongoing development to create competitive advantage and 

economic growth with such a business model. Thus, some organizations may merely 

communicate their desire to become circular, while they in reality wish to keep their linear 

business model, since this enables them to be certain of their economic well-being. In this way, 

organizations catch consumers' attention due to communicating circular interest and 

development plans, while in reality retaining their linear business model.  

Organizational size 
In the conducted research, we have analyzed organizations of various sizes in the industry. We 

have interviewed IKEA as being the biggest organization and Kalo Kopenhagen as the smallest 

organization. Therefore, an implication with this research is the fact that organizations with a 

high economic capacity and big size are capable of doing business as they like and whenever 

they like. Due to their size, capacities and economic resources, these organizations will most 

likely not be highly affected by emerging trends, consumer demands or normalized production 

and consumption behaviour. Thus, leading organizations can have the business model they 

please and prefer, opposite from startups and small organizations, who are dependent on 

following consumer demands and trends set by leading organizations. Startups and small 

organizations are most disposable of being a part of an ecosystem, because these organizations 

want to contribute with knowledge sharing, since they are dependent on others' experiences 

and knowledge due to their size, capacity and economic resources.   

Implications for the consumers 
Consumers have been used to consuming in a linear manner, since this has been the normalized 

way of consuming goods in the lifestyle industry for decades. Consumers have thereby 

previously paid little or no attention to their way of consumption as well as the consequences 

of their actions. In order to make circular business models and take-back systems more popular 

and the desired choice over linear solutions, consumers must therefore be willing to change 
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their way of consuming. Moreover, it is necessary that consumers reconsider their mindset and 

habits around their consumption patterns. However, the conducted research has shown that 

many consumers have already changed their mindset and consumption habits in a more 

sustainable direction, although some organizations emphasize that the older generation of 

consumers still need to make this shift. However, this transition may take time. Consumers are 

likewise easily affected by personal economic fluctuations as well as fluctuations in the general 

economic situation of a given country. Consumers’ willingness to buy sustainable solutions, 

which currently often include a bigger economic sacrifice for the consumers, may therefore 

fluctuate as well. An implication for the conducted research is therefore the consumer’s 

willingness to change their consumption patterns, which consequently may affect an 

organization's ability to create economic growth, since it highly depends on consumers’ 

willingness to buy take-back solutions and products.  

 

Additionally, an implication which must be taken into consideration as well, is the consumers 

current knowledge regarding sustainability and circularity. Some consumers may find it 

difficult to navigate with the different terms used by organizations and in the industry in 

general. Moreover, this may result in consumers not knowing the difference between products 

that are merely sustainable and products being circular. Consequently, consumers may perceive 

sustainable products as equally environmentally friendly as well as comparable to circular 

products. Consumers’ possible ignorance in relation to the difference between sustainability 

and circularity may therefore affect organizations’ ability to create competitive advantage and 

economic growth with take-back systems, if consumers find sustainable solutions adequate. 

Recommendations for future research 

After having performed the research aiming to find out how organizations in the lifestyle 

industry can create economic growth and competitive advantage with a take-back system, we 

have thus described the prevailing theoretical and practical conceptions. The following chapter 

will present options for future research and the improvements these will provide to the 

conducted research.  

First of all, due to time limitations and the coronavirus COVID-19, it has only been possible to 

conduct one round of interviews. Consequently, second and/or third rounds of interviews were 

not conducted with the organizations, although this could potentially have provided a more 
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clarifying aspect of the research. This furthermore eliminated our chances of asking any follow-

up questions that occurred throughout our research and thereby prevented us from expanding 

our knowledge beyond the conducted interviews. Future research would therefore imply 

second and possibly third rounds of interviews with the same interviewees, whereas the focus 

would be on the elaboration of questions, which had emerged during the research process. 

Simultaneously, future research could also include qualitative interviews on a macro-level. 

This could for example be with individuals on a governing level in order to obtain a macro-

level view on circular business models and take-back systems through interviews.  

Future research could furthermore focus on how take-back systems are perceived from a 

consumer’s point of view, instead of focusing solely on how organization can derive advantage 

and economic growth from having one. Organizations are highly dependent on consumers, 

since they function as organizations’ livelihood. However, our research has merely conducted 

data on consumers based on the organizations’ point of view through interviews with 

organizations. Carrying out a research based on a consumer’s perspective hereby enables 

another point of view on take-back systems and would moreover make it possible to create an 

understanding regarding their interest in take-back solutions. Such research could be done 

through a quantitative research process by making a survey. This would provide a broad 

spectrum of interviewees and not be as time consuming as qualitative interviews and contribute 

with more concrete data. Simultaneously, quantitative data would enable us to easily and 

precisely compare the collected data through statistics, since surveys often only provide the 

interviewees with simple multiple-choice questions. This research would hereby contribute 

with another aspect to the research by providing consumer’s interest in take-back systems. It 

would moreover be possible to examine what the consumers are willing to pay for take-back 

products and solutions and what they value if choosing a take-back system.  
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Conclusion 
Circular economy, circular business models and take-back systems have started to leave its 

mark in the lifestyle industry, since it enables the organizations to foster sustainability and 

circular solutions. Working with circular economy can be done in several ways, hence there 

are different circular economy implementation strategies that organizations can make use. The 

9 different parts within a circular economy value chain are namely: 1. Materials Sourcing, 2. 

Design, 3. Manufacturing, 4. Distribution & Sales, 5. Consumption and Use, 6. Collection and 

Disposal, 7. Recycling and Recovery, 8. Remanufacturing and 9. Circular inputs. Thus, the 

analysis has shown that the contributory organizations use different circular approaches in 

order to implement take-back systems. This research has furthermore used the framework of 

Accenture's five circular business models, whereas Circular supplies, Resource recovery, 

Product Life Extension and Product as a Service have been shown to be particularly relevant 

in relation to take-back systems. Thus, these circular business models have been used in order 

to analyze how organizations currently can create competitive advantage and economic growth 

with take-back systems.  

 

The conducted research has been carried out on following organizations: TAKT, Kvadrat, 

Organic Basics, Upcycling Scandinavia, Kalo Kopenhagen, Ganni REPEAT, Veras Vintage, 

HolmrisB8 and Skagerak. These organizations vary in size and maturity, thus they cover a 

broad range of organizations within the lifestyle industry.  The analysis has presented how the 

contributory organizations approach take-back systems and which circular economy 

implementation strategy they use. It has been shown that the organizations’ approach to take-

back systems varies, which therefore complicates the organization’s ability to be inspired by 

other organizations' take-back system. 

 

A SWOT analysis has been conducted based on the chosen organizations in the lifestyle 

industry. The SWOT has collectively analyzed the strengths, weaknesses, opportunities, and 

threats that organizations face in relation to take-back systems as a circular business model. 

The analysis has shown that organizations perceive take-back systems as an internal strength, 

since it provides the organization with the ability to take care of the environment and do good 

in the world. Furthermore, this is also a great motivational factor for employees in the lifestyle 

industry, since circularity and perceiving the environment motivates them. It has surprisingly 

shown that some organizations are more motivated to work due to their ability to do good, 
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rather than creating great revenue. Thus, economic growth is for some organizations merely an 

extra bonus, but not what motivates them in their job.  

 

Weaknesses for organizations in relation to take-back systems have shown to be that 

organizations do not have the needed knowledge to implement a take-back system and create 

economic growth and competitive advantage with it. There is a high level of secrecy in the 

lifestyle industry, and organizations highly perceive each other as competitors. Consequently, 

some organizations do not know how to implement a take-back system from scratch. 

Organizations furthermore find it difficult to create economic growth with a take-back system, 

since some consumers find the associated prices too high and thereby are less willing to 

purchase. They also find it difficult to target the right customer segment, which consequently 

affects their ability to sell products through their take-back system thus their economic growth 

and competitive advantage is negatively affected. 

 

Opportunities in relation to take-back systems have also shown to be organizations’ ability to 

experience economic growth by implementing a take-back system. Consumers increasingly 

find circularity and take-back systems desirable, since they are starting to be more cautious 

about preserving the environment. Hence, there is an increasing demand for circular initiatives. 

For this reason, organizations furthermore experience competitive advantage with take-back 

systems, since consumers increasingly prioritize such products and solutions over linear ones. 

Organizations with a take-back system furthermore experience an opportunity by having better 

chances for contributing to more transparency in the industry, which can support a new aspect 

of storytelling. Additionally, transparency also enables organizations to document their supply 

chain and products by implementing a blockchain in the industry. Although, the discussion has 

eventually implied that this is currently not an opportunity that the organizations can seize now, 

due to a common lack of digital competencies in the industry and organizations’ inability of 

being data-driven. 

 

However, organizations also experience threats in relation to take-back systems, since some 

find it difficult to create economic growth and competitive advantage. Organizations do not 

often want to share the possessed knowledge, which is why organizations work separately 

towards succeeding with take-back systems. Simultaneously, first movers in the industry, who 

are frequently constituted by leading organizations, often share knowledge between 
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departments and countries, therefore leading organizations can implement a take-back system 

without facing the same complications as start-ups. Likewise, these organizations also have the 

economic resources to experiment with a take-back system, which startups and smaller 

organizations do not have the economic resources to do.  

 

Based on the findings from the SWOT analysis, a TOWS matrix was presented to provide 

organizations with concrete strategies in order to create economic growth and competitive 

advantage with a take back system in the lifestyle industry. Finally, it was discussed that 

organizations should combine two strategies, in order to create short- and long-term strategies 

to foster and maintain economic growth and competitive advantage. Thus, organizations should 

use experimentation to target a suitable customer segment and create partnerships between the 

organizations within the industry in order to collaborate towards normalizing take-back 

systems in the lifestyle industry. Consequently, organizations will be able to implement a take-

back system, which will create economic growth and experience competitive advantage over 

linear organizations as well as being able to compete against leading organizations and first 

movers.  
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Appendices 
Appendix 1:  

Interview Guide 

General questions about circular economy and circular business models? 

1. How will you define a circular economy (sustainability) approach? 

2. How will you define a circular business model? 

3. How is your organization contributing to the adoption of circular business models and 

take-back approaches?  

4. How will you describe the incentives and strategies used, when you have worked with 

circular economy?  

5. What is your motivation for working with circular business models?  

6. (Advocating) How will you describe your maturity in relation to circular business 

models? 

- How is your maturity in comparison to your competitors? 

7. (Defining) Have you worked to establish formalized (specific) guidelines and 

practices (standards) for circularity and take back systems?  

8. (Theorizing) How would you differentiate your organization's approach to circular 

economy and circular business models compared to others in the industry?  

9. (Vesting) Is there a need for a governing initiative in relation to circular economy and 

circular business models?  

10. (Constructing identities) Do you consider yourself as being a first mover of 

implementing circular business models and why? 

11. (Changing normative associations) Do you think that the increasing focus on circular 

economy has changed consumer's behavior? 

- How is consumer behavior today compared to previous? 

- Do your company currently experience an increase in your sales? 

- Are the consumers willing to pay the prices of your products? 

- What initiatives are needed in order to increase your profit in the future? 

12. (Constructing normative networks) Are you currently collaborating with other 

organizations, if so how? 
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13.  (Mimicry) Does your work with circular business models build on existing 

structures?   

14. What do you think is the future business model in the lifestyle industry?  

- Have you considered leasing your products?  

- Have you noticed a demand for leasing and resale in the industry?  

- Have you considered possible the challenges in relation to leasing of your 

products?  

- Are these challenges influencing the reason why you haven't implemented the 

business model? 

15. What do you see as the biggest opportunities and threats related to your business 

model and the industry in general? 

16. What is the future for your organization?  

- What are you working on at the moment?  
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Appendix 2: 
 

First Order Coding of One Interview Extract 
#1 Sofie Østergaard Neble 

 
Interview extract 1st order code  
A circular economy approach is a way 
where you think every part of the business 
model into a circle, if you can say so. It's 
where everything is connected. It's not just a 
straight line. 
 

Circular Economy 

But with a circular business model, it's 
where every bits and paths go in a circle. So 
it's right from when you have a design brief, 
to how you produce, to how you ship, to 
how the customer uses the product. And 
once the customer doesn't need it anymore, 
you can sort of rethink it into a new loop.  
 

Circular Business Models  

So we tried to rethink everything. But a lot 
of the ways we go to market and everything 
about how you weave design on furniture is 
four days. Design for disassembly for 
instance.  
 

Strategy 

So it's easy to change a part if something is 
worn or it's broken. 
 

Competitive advantage  

it should be common sense. Circular 
business models, it should be the way 
businesses just approach their everyday life. 
 

Social Responsibility  

And that was why there was a room, one of 
the reasons why there was a room for 
another company, for someone who, who 
could sort of challenge the way things 
always have been done. But still do it with a 
deep perspective for the traditions of design 
and the design history, which we are so well 
known about here and there like, right. 
 

Opportunity  

I hope it has changed consumer behavior 
and I'm almost convinced that it will and it 
needs to change consumer behavior for the 
future. 
 

Consumer behaviour 

But it's a matter of also communicate bit by 
bit and also sort of repeat ourselves again 

Challenge  
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and again and keep working on different or 
other approaches to circular economy, 
because it's not only about how you design. 
It can also be, there are so many loops. 
 
We are one of the first furniture companies 
doing it in Denmark. All of our furniture is  
certified with them in Danish, it's called 
[…], but it's a label, which also ensured that 
our value chain meets the highest standards 
within standards. And that is a very 
important certification for us because it 
really proves that we are on the right track 
and we do something 
 

Competitiveness 

All our furniture has been made up of 
different parts. So you can always change 
component if you need. 
 

Strength  

We should tap into those who are in 
support, those who are already there and to 
get people to know more about them, for 
instance, what they equally will stands for 
 

Formalization 

We also talk a little bit about being a first 
mover or to get other, maybe other brands 
on board too. Let them know that this is can 
actually, or to agree on that this could be a 
relevant way to, to move forward. It's, sort 
of strong creating greater forces if you can 
say, so synergies across brands. I think, for 
one brand only to, to do this is, it requires a 
lot 
 

Collaboration 

Now I'm thinking a little bit more broad in 
terms of different industries and I think 
maybe not as like I think regulation wise it 
could be interesting and also quite relevant, 
um, to, to set some standards because we 
also know that companies they follow, they 
have to follow the standards 
 

Regulations and policies  

But if I have to look only at the furniture 
industry, I would say we are one. We are, 
we are some of the first driving the 
conversations in, in this way, at least, but 
we also do see that there comes positive 
movements in our industry and which is just 
very great because we also still very 
unknown when we are aware of that 

Industry  
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Maybe it's not directly affecting the 
customers. I don't think so. But I think it 
definitely reflects, how companies drive 
their business and in that way it affects the 
customers. 
 

Regulations and policies 

That means that we can cut out, if you look 
here in the traditional retail and tact and we 
have cut off the retailer, the sales agency 
and distributor. 
 

Financial matters  
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Appendix 3 
Visualization of data 


