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Circular Economy and
Sustainable Lifestyles
Round and round we go – Discovering
lifestyles in the circular economy innovation lab
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What if your lifestyle suddenly turned… circular?
The CSCP Workstudio on Circular Economy and Sustainable Lifestyles was
kicked-off with in an unconventional approach, fitting well with the flow of
the Unconference. A short theatre play was performed bringing to life the
opportunities and challenges of circular lifestyles! Going beyond individual
products and services, the actors communicated how circular solutions can
be part of our daily lifestyles and sparked ideas on how the future of the
circular economy could look like when consumer behaviour, aspirations, and
actions are part of the picture.
Integration of the Consumer Perspective into the concept of
Circular Economy
The workstudio aimed at integrating the consumer perspective into the
circular economy by bringing the circular economy to the lifestyle context.
Promising strategies that better match consumer needs to circular economy
solutions were discussed in a high-level panel discussion and in groups. In
doing so, the workstudio aspired to produce a hands-on framework of
circular business model innovations for sustainable lifestyles. Speakers in
the panel discussion included Mr. Maximilian Hansen from Nordwerk
recyclingDESIGN, Prof. Ali Harlin from VTT Technical Research Centre of
Finland, Mr. Kari Herlevi from Sitra/The Finnish Innovation Fund, Mr. Markus
Laubscher from Philips, Ms. Birgit Klesper from Deutsche Telekom, Mr. Stefan
D. Seidel from PUMA SE and Ms. Christine Schneider from Henkel.

Revisiting life-cycle stages by integrating the consumer perspective
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By using personas, participants were
enabled to put themselves into the
shoes of 5 different consumers
archetypes and to reflect together in
groups upon various circular
economy business models, to explore
their added-value, opportunities, and
challenges as well as to tap into their
potential to contribute to circular
lifestyles. If I am suddenly turned
into Sven who is into sharing and
repairing, my time and cost savings through the circular economy become
evident and I start to see it with brand new eyes.

“We need to support the transition.
Recycling of products and materials
will become the new black and it is
going to be everywhere.” speaker-quote

Workstudio guiding questions
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Key insights
•	Efforts towards a circular economy still interact marginally with the
consumer, although a truly circular economy would require full consumer
engagement.
•	Understanding lifestyles means attaining the diversity of people’s
behaviours, needs, and aspirations, which are essential information for
developing and tailoring circular economy solutions and business models.
•	Circular lifestyles practices need to be brought from the current niche
market to the broader market segments.
•	Each life-cycle stage of products can be challenged, reviewed, and
reinvented when cross-cut with lifestyle practices: consumer actions can
range from material provision through to prosumerism and product
lifetime expansion.

“It is difficult to effectively engage
consumers. We need to rethink
existing schemes and opportunities.
Sustainable lifestyles solutions need
to be easy and accessible.” speaker-quote
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Challenges
•	Consumers are largely driven by price and quality; product circularity is
often not of direct interest. There must be a clear incentive for consumers
to change their behaviour, which requires understanding behaviour and
aspirations in the first place.
•	There is a need for more cross-sector cooperation so that circular
economy solutions are more easily accessible for consumers.
•	There is a need for clearer signals from policy makers to encourage the
development of circular products and solutions (e.g. green taxation, labelling
with information on recyclability, reparability and recyclable content).

“Changing consumers’ behaviours is an
everyday task; it does not only happen
at work but we can also contribute by
talking to our families, friends,
neighbours. We can start to spread the
word in a small nucleus and then move
towards a bigger audience.” speaker-quote
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What is next? The opportunities ahead!
There is a need to speed up the understanding of what a circular economy
means to business, consumers, and policy makers:
•	Start exploring the hidden business potential – yes, it’s more than
recycled packaging!
• Start creating compelling narratives for consumers – circular is beautiful!
•	Start testing solutions with consumers in living labs – real life experience
is worth more than 1,000 words!
There is a need to create the right environment for consumers and business
to encourage a broader uptake of circular economy solutions:
•	Start analysing what drives behaviour change and enabling consumers to
use circular economy solutions – our behaviour is hardly as rational as it
may seem!
•	Start innovating with policy solutions to develop the necessary
frameworks and infrastructure – disrupt instead of being disrupted!
•	Start going circular at a local level and work to scale up – this gives the
opportunity to experiment and try out different options!
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