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THIS IS HOW WE CREATE A

Circular
economy'

IN FINLAND

Use

Thee procuct should be used for as long a5
prosssibile, it mast be serviced and repairad
and parts changed when necessary. Al the
end of its life cyde, Lthe parls or malesial
car e reused in e life oycle of some
other product.

Consumer o

Demand creales a

supply of sustainable

products and commoditios. Every

comsumption decision either takes
s towards ar away from a circular

sronomy.

From company to company

Companies will procune and requine thelr
subcontractons Lo provide parls and
componenls thal can be easity repaired
instead of fixed and single-use parts. y
They will also provide maintenance o i
They will2 mainter Retail o
sernvices for the products they sell
Retailers will sell more services
instisad of goods and nfogm
customers aboul malntenance and
repair sepvicos, ervironmental
impacts, materials and further use in
the final phase of the life cycle.

Distribution
Iransporl co-ordinaled belween
different sectors, renewable fuels
and jointly owned transport
equipment will provide a mose
sustalnable basis for the ransfer of
products and materials,

same life cycle o t
another product. It is

impossible or vary
uncormmen for it to

Initiaily, Finland's circular economy will grow
from the following five areas.

@ Sustainable food system

The life cycle
continues In
anew loop
At the end of its fife cycle,
the product and material

Forest-based loops

Hnland 15 a circular bioeconormy leader because of its forestry and forest
industry. Global competithveness will Increase with new commercial
poducts, services, co-opedation models and digital tTechnology.

@ Technical loops
Mirirmisireg Lhe wse of virgin raw materals ceates 2 competilve edge.,
M the same tme, we will maxrmise the length of matenal and product
life cyches and opportunities for reuse.

@ Transport and logistics

Transport will devedop into a seamiess, smart system that uses fossi-free
Tuels, MaGDIBEY 35 3 Service (Maaby, the sharing econormy and oplimised
and clean ansport will ke motslily 1o a new lovel.

@ Common actlon

L P(;l".|al0l§, companies, Eniversities and raseanch InsHiutes, consumers
and czens, and vibrant reglons ane all neaded to achieve systamic
change. Communication and diverse Interaction are particularky
srnpariant when implementing jont acion

Primary sector

Thes faw miaterials are capital for the prirmary
sector Sustainable solutions are dependent an
the protection of raw materkals. The aim ol a
circular sconomy is o keep Fnland vibrant for
people and natune.

Material processing

Process planning will decrease the energy need for
processing huge amounts of mw materials and the amount
of surplus materal. The use of side streams will be taken
Entor corvideration in, lod examplie, anvironmental mpact

assessmenls and environmesndal permil processes.
Manufacturing bl

Industry

Industry will recenve accurate information about
Lhee malerials it wses, so thal they can be identified
and separated at the end of the product’s fife
cycle Long-term products that can be repaired
and maintained will be brought onto the market.



Sustainability & Food

Animal protection objectives
¢ Animal welfare
# e Animal rights N\
Cultural objectives Social objectives
e Cultural identity Human health
¢ Upholding traditions Participation
e Maintaining social Empowerment
order Social cohesion

\_ Y, - J

Sustainable
food

\ consumption /
Environmental objectives / \ Economic objectives
e Biodiversity e Equity
e Carrying capacity o Efficiency
¢ Addressing global issues ¢ Development

Fig. 1 Dimensions of sustainability in relation to food consumption (objectives are collected and
modified from: Munasinghe 1992; Goodland and Daly 1996; Maxwell and Slater 2003; Rawles 2010)

A Framework for Sustainability Transition: The Case of Plant-Based Diets. Vinnari, Markus; Vinnari, Eija.Journal of Agricultural and Environmental Ethics; Dordrecht Vol. 27, Iss. 3, (2014): 369-396

TURKU AMK

TURKU UNIVERSITY OF
APPLIED SCIENCES



TURKU AMK

UUUUUUUUUUUUUUUUU
EEEEEEEEEEEEEEE

How to overcome the obstacles
presented?
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We need

1. strategic,

2. tactical and

3. operational governance activities for enabling a
transition towards plant-based diets.

financing research, taxation, prohibition on advertising
certain products, support to help the transition, creating
nudges etc.

A Framework for Sustainability Transition: The Case of Plant-Based Diets. Vinnari, Markus; Vinnari, Eija. Journal of Agricultural and Environmental Ethics;
Dordrecht Vol. 27, Iss. 3, (2014): 369-396
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How can the food system be fixed?

Here are just 4 examples:

1) Biotechnics

2) New ways of production

3) Processing

4) Digitality & servicalisation

Suvi Auvinen, Lihan loppu. 2019.
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Alternative food system?



Contribution
to circular
economy
scenario
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Sitra. TACKLING ROOT CAUSES — halting biodiversity loss through the circular economy. 2022.



TURKU AMK

TURKU UNIVERSITY OF

The future of food industry

« By taking circular business action, meat consumption will fall by 50 % and dairy
consumption by 67 % by 2035 (Sitra)

* 50% of vital land is used for agriculture > from this 77% is used for animal-
originated production

o However, only 18% of calories produced globally, come from this source

* Animal-originated products have a great impact on the environment and climate,
so throw-away practices should be especially considered with these products

o Households produce about half of all food waste
* Finland aims at halving the amount of food waste by year 2030

*+By taking circular business action, food waste will fall by 50 % by 2035
(Sitra)

Source: UN Food & agricultural organization > https://ourworldindata.org/global-land-for-agriculture
Sitra. TACKLING ROOT CAUSES — halting biodiversity loss through the circular economy. 2022.
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Key Partners

Wha are our Key Partners?

Wno are our key suppliers?

Which Key ResOurces are we acquainng from partners?
Which Key Activities do partners perforrm?

MOTIVATIONS FOR PARTNERSHIPS.
Optimiration and econamy

Pechix t0m o rick and uncertan)

ACUIION Of PATICUAAT FYUICES and ACTVTTAS

Who helps you?

é

Key Activities n

What Key Activities do our Value Propositions require?
Our Distribution Channeis?

Customer Relationships?

Revenue streams?

g What do you do?

Prattorm/Network

A
Key Resources “i
What Key ReSOUrces do our Value Propositions requine?

Our Dstribution Channels? Customer Relationships?

Revenue Streams?

T reonen cor V0L ATE YOU, ANA

ronc what do you have to
do?

Value Propositions

at value do we delver to the customer?
Which or customer’s problems are we
heiping to soive?

bundies of products and services are we
each Customer Se

Cost Avduction
sk Recucton
Accessbaty
Comrerven

Customer Relationships @

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

s How do you relate?

Porsonal aisistance

e

Actomated Services
Communces
Co-creaton

Channels Ns
e e
Through which Channels do our Customer Segments

want to be reached?

e

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

Tame What medium do they use?

o 00 W 856 awareness ADOUL Our COMPANY'S BFOCLS and services”
2. Evaksation
How 00 e Aelp customers evaliate our organization’s Vakse Proposition

How 00 % OIVEY 3 VAR PYODISNION 10 CUtomers?
5. After sales
o (0 e IOV DU CUBOMeY PPOrT?

Customer Segments

For whom are we creating vakue?
Who are Our MOSt IMPOMant Customers?

L

Mass Market
Poche Market
Segmented
Doversitied

WAt e Platform

Who is satisfied?

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

 voum

What do you give?

CO8E Driven (MANEEE CORE SILCENE, Iow (08 Wl DAOPOREION, IMAXIMUM AUCOMATION, SXTBALAE OUEIOUTTING)

Vil Drivert (OCU360] O vl CRoSEion, fremium vk Dropostion)

Economes of scooe

Trees

LengnRentrg Lessng
Licensing

Brckerage fees
Adwerting

Revenue Streams

For what value are our customers really wiling to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How Much does each Revenue Stream contribute to overall revenues?

What do you get and how?

rues pmcive [EpTe—

List Price gt A (D)
Broguct feature dependent Yo Mana ¢
Customer segment Real tame Marvet

Sependent
Volume dependent




