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Business level

Goal
The circular business model canvas aims to place the circular 
solution in the context of an existing business and map how it relates 
to the organisation. The tool summarises the entire previous journey 
on a single page and helps to identify the �nancial and other 
resources needed to implement the new business model.

Instructions
1. and 2. Start �lling in the worksheet by moving from inside to outside, �rst 

describing the value proposition (building on the business model developing 
tool 12) and the measurable objectives of the business model.

3. Map the main users and stakeholders (based on tools 7 and 8). What 
behaviour change does the circular business model assume from them?

4. and 5. Note how you communicate with them, both reciprocally 
(feedback) and unilaterally (information sharing).

6. Next, map out the most important stakeholders in the value chain who 
ensure that your circular business model works. What motivates them? 

7. and 8. Indicate which activities and resources are essential to achieve the 
objectives set.

9. and 10. Plan possible costs and expected revenues. Calculate whether 
the sum of the revenues exceeds all the costs.

11. and 12. Assess the impact of your activities on society.
13. and 14. Assess the impact of your activities on the environment.

Validate the business model within the organisation and with key partners. 
If necessary, develop alternative solutions.

Compatibility
Input from tools 7, 8, 12 and 13.

1. Value proposition
What value do we create?

6. Partners
Who is involved in our value chain?
Who will play a signi�cant role in making the model a reality?

14. Bene�ts for the 
environment
Positive impact

13. Kahju
keskkonnale
Negatiivne mõju, ka tahtmatu 8. Resources

What tools do we need?

2. Business goals
How do we measure success?

Society and environment level

Di�iculty level

you can 
manage by 
yourself

you need 
support

7. Key actions
What do we do to create value?

3. Users and participants
For whom and with whom do we create value? 
Who else is a�ected by our activities?

5. Channels
How does our value and 
information reach them?

9. Costs
What does it cost to implement 
the model?
Who will �nance it?

10. Revenue
What are the expected �nancial 
bene�ts? What are the sources 
of revenue?

4. Relationships
How do we get 
feedback from them?

12. Bene�ts for society
Direct and indirect

11. Damage to society
Negative impact, including unintended


