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Goal Instructions 3. Indicate on the scales their awareness of Compatibility
The aim of the user persona is to understand the needs 1. First, agree on how many user and partner circularity and their willingness to change You can create personas with tool 7.

and challenges of the main target group in order to
design a sustainable value proposition that is
appropriate for the user. 2.
The purpose of the partner persona (e.g. supplier,
investor) is to map the objectives and needs of a key
stakeholder in the value chain in order to build strong
collaborative relationships that enable circularity.

personas you will create. We suggest two to
three in both categories.
For each persona, first describe their profile: 4.
who they are, how they live their life and what
role they play in your organisation’s ecosystem
(see tool 3).

(moving towards circularity can mean changes

for both users and partners).

challenges.

Then, based on the insights from the research,
describe the persona'’s purpose, values and

5. Map out what they are and are not prepared to
spend money on.

You can apply personas with tools 9, 10, 12
and 14.

Additional materials: Spotify personas/
Sitra's sustainable transition personas /
Jobs to be Done video introduction

Source: Hl advisory
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User persona

Name:
Role in your ecosystem:

lllustrative
photo

Age:
Location:
Work:

Where do they sit on the scales?
Awareness
of circularity

Readiness
for change

Who are they?
social background/lifestyle/home,
family, car, communication style

What are their goals (jobs to be done) and behavioural patterns?
What are their needs, what do they want to achieve? How are they doing it now?

Values

they trust?

Challenges

What is stopping them from achieving their goals? What gives

them a headache, makes them afraid or annoyed?

What are they willing to spend money on? What kind of spending

are they trying to avoid?

What is important to them? What affects them? What or who do

~N
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Partner persona

Name:
Role in your ecosystem:

lllustrative
photo

Y Find a balance between

. details and
generalisations — focus
on behavioural patterns,
needs and challenges.
Think of it as an exercise
in empathy.
Try to step into the shoes
of the persona and rely
on validated data.

Field of activity:
Number of employees:
Turnover:

Location:

Where do they sit on the scales?
Awareness
of circularity

Readiness
for change

Who are they?
role in the organisation/
responsibilities/educational background

What are their goals (jobs to be done) and behavioural patterns?
What are their needs, what do they want to achieve? How are they doing it now?

Values

they trust?

Challenges

them a headache, makes them afraid or annoyed?

What is their organisation willing to spend money on? Which costs

do they avoid?

What is important to them? What affects them? What or who do

What is stopping them from achieving their goals? What gives

~N



https://www.researchgate.net/publication/269930410_Thematic_analysis
https://spotify.design/article/the-story-of-spotify-personas
https://www.sitra.fi/en/publications/pathways-to-1-5-degree-lifestyles-by-2030/#meet-the-people-four-characters-with-different-lifestyles-and-values
https://www.youtube.com/watch?v=RQjBawcU_qg

