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MAPPING THE CIRCULAR MARKET  

“The Nordic Market for Circular Economy” is a 
complete mapping of  the maturity of the market 

regarding circular business models. Based on the 
consumer perspective, and completed with market 
evaluations from some of the Nordics’ leading 
experts on Circular Economy, the study seeks to 

examine the current attitudes, knowledge, 
behaviours and focus areas of consumers as well as 
the implications of these for business, organisations 

and agencies.  

The report consists of the following parts: 

✓ The Current State of Circular Economy 
(Definition, trends & knowledge) 

✓ The Experts view of the market for Circular 

Economy 

✓ The market for Circular Economy from the 
consumer perspective  

✓ Conclusions and implications for corporations, 
organisations and agencies  

The study was founded in 2017 and is carried out 

annually in Sweden, Norway, Denmark and 
Finland.

UNDERSTANDING CIRCULAR POSSIBILITES 

The purpose of this report is to help decision-makers 

in the Nordic Countries understand the market for 
Circular Economy as well as what needs to be done 
in order to speed up the development.  

The report gives you knowledge and understanding 
of the interest, behavior, knowledge and opinions of 
Nordic consumers.

WHAT? 02 METHODOLOGY

03 WHY?

ABOUT

THE CONSUMER STUDY    

The Nordic Market for Circular Economy is a study 
based on a quantitative consumer survey study. 

✓ The target group was defined as follows: The 
general population – Swedish, Norwegian, 
Danish and Finnish consumers, from 16 to 70 

years old. 

✓ Total number of respondents: 2700 

✓ The quantitative study was conducted via web 

surveys during January 2018.  

DATA DEVELOPMENTS 2018   

In order to examine the Nordic market for circular 

economy more thoroughly, SB Insight have chosen 
to alter the measured parameters in our data 
between 2017 and 2018. For example, reparation 

and buying second hand have been divided into 
two separate behaviours instead of being measured 
as one single behaviour like last year. This means 
that the development between 2017 and 2018 in 

some of data are hard to measure, since it measures 
different factors. However, we expect this alteration 
to give meaningful results in the long-term 

perspective, since we expect circular markets to 
grow and that the importance of data on narrowed-
down circular behaviours will increase.
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WHAT IS A CIRCULAR ECONOMY?

OPTIMISING RESOURCE YIELDS 

In a circular economy, there are both biological 
and technical cycles. The technical cycles manage 

stocks of finite materials, while the biological cycles 
manage renewable materials. Optimising resource 
yields demands the effective circulation of products 
and materials in both the technical and biological 

cycles. In a circular economy, material flow as 
many times as possible in the tighter loops before 

they enter the outer loops. For example, reusing a 
product is more highly valued than recycling when 
looking at the technical cycles. Also, the more times 
a material is circulated within each cycle, the 

higher is the utility. In the biological cycles, 
products are designed, consumed and 
decomposed so as to become feedstock in a new 

cycle and thus create new value in the economy.

https://www.ellenmacarthurfoundation.org/circular-economy/interactive-diagram

Figure 1

The SB Insight analysis is based on the principles of a circular economy stipulated by The Ellen 
MacArthur Foundation in its report “Towards a Circular Economy: Business Rationale for an 

Accelerated Transition". According to the report, a Circular Economy rests on 3 principles:

01

THE PRINCIPLES OF CIRCULAR ECONOMY

Cascades

Collection

Consumer

Biosphere

User

Biogas

Regeneration

Farming/collection1

1. Hunting and fishing 
2. Can take both post-harvest and post-consumer waste as an input 

Biochemical 
feedstock

Extraction of 
biochemical 
feedstock2

Collection

Minimise systematic leakage 
and negative externalities

Maintain/prolong

Reuse/redistribute

Refurbish/remanufacture

Recycle

Finite materialsRenewables

Substitute materials Virtualise Restore

Share

Stock managementRenewables flow management

Regenerate

Parts manufacturer

Product manufacturer

Service provider
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FOSTER SYSTEM EFFECTIVENESS & 
DESIGNING OUT NEGATIVE EXTERNALITIES 

To be straightforward, this stage means minimizing 
damage on existing systems and control and 

manage for negative externalities. A negative 
externality is a situation where an economical 
transaction do not take the negative effect for a third 
part into account (as for example with air pollution). 

This means that no one is prepared to pay for the air 
pollution since no one is “directly responsible” for 
the economic transaction that caused it. Therefor, 

negative externalities causes market failures. 
Managing for negative externalities can thus mean 

e.g. designing systems that do not cause as many 
negative externalities in the first place, or control 

externalities with means such as taxation.  

PRESERVING & ENHANCING NATURAL 
CAPITAL 

In a circular economy, resources are selected 

carefully when needed, and are provided through 
renewable and/or resource effective processes and 
technologies. A circular economy makes sure that 
the value of natural capital is increased by creating 

good conditions for regenerative flows.

https://www.ellenmacarthurfoundation.org/assets/downloads/TCE_Ellen-MacArthur-Foundation-9-Dec-2015.pdf

02

03

THE FUNDAMENTAL CHARACTERISTICS OF A CIRCULAR ECONOMY

✓ There is no waste. Biological materials can 

always be decomposed into new cycles 
and technical materials are designed in a 
way to be constantly upgraded so as to 

retain the value of the resources 

✓ The economy is diverse with different 
actors benefitting from different scales of 
business 

✓ All energy is renewable 

✓ The economy is focused on system-thinking 
and on links between different actors and 
the consequences of these links 

✓ Prices should reflect the full cost of a 
product and hence internalize negative 
externalities 

Under the assumption that the three previous stated conditions are 
fulfilled, a circular economy means that:

THE PRINCIPLES OF CIRCULAR ECONOMY

OPTIMIZING MINIMIZING 
DAMAGE 

PRESERVING

WHAT IS A CIRCULAR ECONOMY?
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In order to make the concept of Circular Economy tangible and more understandable, SB 
Insight uses a model consisting of 7 steps that are vital in the circular supply chain of a 

product. This supply chain builds on the principles of the Ellen MacArthur definition and the 
EU model for the circular life cycle of a product. The 7 steps are also presented graphically 

in the model below. On the following page the seven steps are more thoroughly explained. 

RAW 
MATERIALS 

RESIDUAL 
WASTE

RECYCLING

DISTRIBUTION 

PRODUCTION/ 
REMANUFACTURING

DESIGN

COLLECTION USE & REUSE

1. Raw Materials for Products 

2. Design of Products 

3. Production/Manufacturing of Products 

4. Distribution of Products 

5. Use & Reuse of Products and their components 

6. Collection of Products and Waste 

7. Recycling

PRINCIPLES IN 7 STEPS  (fig2):

Figure 2

THE SEVEN STEPS OF A CIRCULAR ECONOMY

² Figure 2: http://ec.europa.eu/regional_policy/en/information/publications/factsheets/2016/cohesion-policy-support-for-the-circular-economy
9
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IWOP is a Spanish company that designed a 

module LED-light with a 20 year life-time. Also, 
since it is a module lamp, you can switch broken 
components of the lamp instead of the lamp itself. 
The goal is altogether to reduce the waste of 

aluminium and inspire consumers to reuse their 
lamps.  

COLLECTION

Tomorrow Machine is a Swedish design studio 
with a vision to mix creative design with research, 
new technologies and intelligent material. Their 
focus is package and food concepts, and their 

olive oil packaging is made of caramelized sugar 
coated in wax. You crack the package like an 
egg, and the oil is released. When the package is 

cracked the material melt in contact with water. 
Also, their rice packages are made from 
biodegradable beeswax which you can peel like 
the skin of a fruit. 

RAW MATERIALS

In a circular economy, raw materials should be 
carefully chosen and possible to retain and 

regenerate for new value creation for as long as 
possible. 

01

02
Products should be designed in order to save the 
maximum amount of resources and energy used. 

They should also be designed to be successfully 
reused, recycled and repaired in the future.  

Norwegian outdoor furniture company Vestre 
designed and produced the first town bench with 

the Nordic Swan Ecolabel in the world. It is 
produced with renewable energies and designed 
with minimal resource waste . It also have a 
lifetime warranty against rust which gives it an 

estimated lifespan of several decades.

THE CIRCULAR VALUE CHAIN – STEP BY STEP

10
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Swedish food delivery service Mathem.se started 
offering customers to bring their return packages 

with Mathem’s staff when delivering their 
groceries. Mathem cooperate with postal 
operator Postnord. This is a great example of how 
distributive advantages can encourage circular 

behaviors. First, some customers will return certain 
products they would have kept out of laziness, 
despite not fitting. Second, Mathem.se manages 
to collect more return packages in one single 

transport, decreasing private transports for this 
purpose.

DISTRIBUTION

Swedish stockings produce pantyhose from 
recycled yarn and uses environmentally friendly 

dues, post-dyeing water treatment and solar 
power  in the manufacturing process.

PRODUCTION/ 
REMANUFACTURING

The production and manufacturing of products 
should be made with maximal energy efficiency in 

heating, water usage, etc., in order to minimize 
waste. All energy sources should be renewable.

03

04
Distribution processes could be logistics, 
transportation, warehousing, storage, inventories, 
etc. Using logistics as an example, companies can 

provide customers with incentives to participate in 
the circular economy by offering for example pre-
paid shipping labels, smart packaging, and 

innovative take-back mechanisms. This might spur  
backhauling.

Retoy is a Swedish non-profit organisation that 

hosts toy swaps for children in order to encourage 
sustainable consumption. Also, you can bring your 
old toys to the Retoy Lab, where children can give 
the items new life by using recycled material. 

USE & REUSE

The use & reuse stage contain a lot of different 

features. It means using old things instead of 
consuming new products; it means repairing 
broken products in order to be able to use it again, 
and it means reusing others’ non-wanted products 

by for example buying second-hand products. In 
addition, it also contains sharing principles.

05

THE CIRCULAR VALUE CHAIN – STEP BY STEP
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IKEA Kuwait is a good example of an actor 
thinking outside the box about waste collection. 

IKEA Kuwait’s local Kids club want to encourage 
kids to sort their waste in order to start circular 
behaviors early in life. By bringing in old books or 
magazines to an IKEA store for recycling, they 

earn 1 point for each 10 kilograms. After 
achieving a result of 12 points they receive a gift 
from the IKEA Children assortment. Despite being 

a local initiative, this case shows perfectly how 
innovative solutions can enhance waste collection. 

COLLECTION06
Collection processes are vital in order to prepare 
for recycling and take advantage of existing 

resources. The collection phase inherent more 
activities than providing consumers with containers 
for separating their plastics from their glass waste. 
It also means finding innovative methods to get 

people to collect their resources and provide it to 
the right actor for recycling. It is hence closely 
connected to step 4 and logistics. The goal is to 
reach a stricter separation of waste streams at the 

source instead of after the collection. 

Danish operator Trasborg is specialized at 
recycling textiles. Trasborg have 1700 textile 
containers for clothes and shoes placed across 
Denmark. They collect the containers, sort the 

items based on color and quality and then export 
it to customers using it in new products. 

RECYCLING07
Recycling is the most outer loop in a circular 
economy. Although recycling is an extremely 
important part of the circular economy, many 
mistake recycling to be synonym with the circular 

economy itself. It is rather the last option to use 
when there is no possibility to reuse, repair or 
remanufacture a product. 

THE CIRCULAR VALUE CHAIN – STEP BY STEP
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A NOTE ON CRADLE TO CRADLE

THE C2C CERTIFICATION

The Cradle to Cradle Products Innovation Institute are the one sole distributor of the Cradle to Cradle 
certification for products. A Cradle to Cradle Product Standard is a clear mark that the relevant actor has 
designed and produced the product after the principles of the C2C concept. You have to satisfy 5 quality 

categories; material health, material reutilization, renewable energy and carbon management, water 
stewardship and social fairness. One products receives either Basic, Bronze, Silver, Gold & Platinum in each 
category. The different stages of certification give room for a gradual improvement. To maintain the 
certification, you are obliged to improve the product until reaching platinum level. Progress has to be 

documented every second year in connection with recertification.

Talking about the seven steps of a circular economy 

without mentioning Cradle to Cradle is rather 
ambiguous. Cradle to cradle is a design principle 
for products and systems that seeks to copy organic 
systems, where material and resources are used 

effectively and cyclically instead of being consumed 
from Cradle to Grave. Cradle to Cradle is the vision 
that patterns of consumption and production create 
positive effects for the economy, people and 

society. All material are eco-friendly and can be 
looped within biological or technical cycles. This 
means that material should either be degradable 

into biological nutrients or be recycled into new 
products as technical nutrients.  

A key difference between the linear economy and 

the circular economy is the fact that the circular 
economy is eco-effective instead of eco-efficient. 
This means that instead of a linear flow of materials 
in industrial systems (which enhances long-term 

downcycling of material quality) there is a 
transformation of material flows that generates 
upcycling of materials i.e. a state where material 
inherent their status as resources and gain 

intelligence in a long-term perspective. This creates 
a positive correlation between the economy and the 
ecology.

PRODUCE
& ASSEMBLE

COLLECT &
DISASSEMBLE

PRODUCT LIFE

DECO
M

PO
S I

T I
ON

REC
O

V
ERY

BIOSPHERE
TE

CHNOSPHERE

CIRCULAR DESIGN & CRADLE TO CRADLE

Figure 3

³ Figure 3: http://kreol.se/produktutveckling/hallbar-produktutveckling/cradle-to-cradle/
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Combining economic development with ecological 

sustainability craves improved resource 
productivity. For example, using 0,1 kg of material 
per 1 dollar of the GDP is more desirable than 
using 8 kg of material per dollar of GDP. Circular 

Economy and Cradle-to-Cradle design are ways to 
reach such a state of resource productivity. The link 
between Circular Economy and the Sustainable 

Development Goals thus becomes evident. The 
Circular Economy improves resource productivity 
and can therefore increase economic growth in a 
long-tem sustainable manner. It can help raise 

employment, reduce environmental impact on 

existing ecological resources and thus save lives, 

especially in development countries and LDCs 
(least developed countries). Thus, the Circular 
Economy is crucial for reaching several of the 
targets of Agenda 2030, not only goal 13 

(Climate Acton) which might be the first goal 
coming to mind. Below, you find 10 of the targets 
that will be hard to reach without circular 

approaches, identified by Dr. Patrick Schröder who 
is an expert on circular economy within the context 
of sustainable consumption and production & the 
SDG’s. 

HOW ARE THE SDG’S AND THE CIRCULAR ECONOMY INTERLINKED?

THE SDG’S & THE CIRCULAR ECONOMY

THE TOP 10 PRIORITY TARGETS FOR THE CIRCULAR ECONOMY

By 2030, ensure sustainable food 

production systems and implement 

resilient agricultural practices that 

increase productivity and production

TARGET 2-4

By 2030, substantially reduce the 

number of deaths and illnesses from 

hazardous chemicals and air, water 

and soil pollution and contamination

TARGET 3-9

By 2030, improve water quality by 

reducing pollution, eliminating dumping 

and minimizing release of hazardous 

chemicals and materials, halving the 

proportion of untreated wastewater 

and substantially increasing recycling 

and safe reuse globally

TARGET 6-3

By 2030, double the global rate of 

improvement in energy efficiency

TARGET 7-3

14
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Promote inclusive and sustainable 

industrialization and, by 2030, 

significantly raise industry's share of 

employment and gross domestic 

product, in line with national 

circumstances, and double its share in 

least developed countries

THE TOP 10 PRIORITY TARGETS FOR THE CIRCULAR ECONOMY

Improve progressively, through 2030, 

global resource efficiency in 

consumption and production and 
endeavour to decouple economic 

growth from environmental 

degradation, in accordance with the 
10-year framework of programmes on 

SCP, with developed countries taking 

the lead

TARGET 8-4 TARGET 9-2

By 2030, reduce the adverse per 

capita environmental impact of 

cities, including by paying special 

attention to air quality and 

municipal and other waste 

management 

TARGET 11-6

By 2030, achieve the sustainable 

management and efficient use of 

natural resource

TARGET 12-2

By 2030, substantially reduce waste 

generation through prevention, 

reduction, recycling and reuse

TARGET 12-5

By 2025, prevent and significantly 

reduce marine pollution of all kinds, 

in particular from land-based 

activities, including marine debris 

and nutrient pollution

TARGET 14-1

To read more 

about the SDG’s 

CLICK HERE 

15
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CLOSING THE LOOP 

Closing the loop is the EU Circular Economy 
Package. As a pat of the Circular Economy Action 
Plan several actions are taken in 2018. Besides the 
plastics strategy (treated separately below) these 

actions include e.g. a monitoring framework on the 
progress towards circular economy. 

THE EU STRATGY ON PLASTICS 

In January 2018, the first strategy on plastics on a 
European level, was adopted by the European 
Commission. The aim is to protect the environment 

from plastic pollution and increase growth and 
innovation as a part of the circular economy. The 
strategy include new rules tackling marine litter, 

new rules on packaging to improve the 
recyclability of plastics and support for innovation 
in regards to more recyclable plastics, making 
plastics increasingly recyclable, etc.  

THE ECODESIGN INITIATIVE 

The European Commission launched the Ecodesign 
initiative in 2016 resulting in the Ecodesign 

Working Plan 2016-2019. The initiative is meant to 
stimulate design efficiency in certain product 
groups with high resource saving capabilities. The 
initiative contain reviewing the regulations on the 

area today, and a study on ICT products. It also 
means new rules regarding product design for 
certain products such as electronic displays and 
mandatory rules for manufacturers to give recyclers 

certain information about the product design, in 
order to enhance the recycling process.

THE EU & THE CIRCULAR ECONOMY
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WASTE EXPORTS AND THE NATIONAL 
SWORD POLICY 

The EU produces way more plastic waste than it 

can handle due to the fact that much plastic cannot 
meet the quality that European recycling 
companies demand. Therefore, the EU export low-

qualitative plastic waste to China, just like many 
other regions in the wold. In the beginning of 
2017, China enacted its one-year National Sword 
Policy which targeted illegal smuggling of plastic 

and paper and introduced increased inspections of 
the legal waste. In just the three first weeks of the 
National Sword period, China confiscated 22’000 

tons of material. China launched a similar proposal 
called the Green Fence in 2013, leading to the 
surveillance of about 70% of all imported waste 
containers. This initiative led to increased quality of 

the imported waste, especially from American 
exporters. 

CHINAS' WASTE IMPORT BAN CHANGE  
WASTE MARKETS ALL OVER THE WORLD 

In July 2017, the World Trade Organization 

(WTO) received the information that China would 
be imposing a ban on imports for 24 waste groups 
by the shift 2017/2018. A lot of this waste is 
plastics and textiles. The reason for this import ban 

is the large emission that China imports from other 
countries. Therefore, it get extreme effects on waste 
industries in several exporting countries. We do not 

no yet which long-term effects this ban will have for 
China, the U.S. and other markets in the future. 
There is certainly a risk of larger pollution in home 
markets when waste cannot be shipped to China 

anymore. In the first days of January, The Guardian 
reported that the ban was already creating large 
stacks of plastic waste at recycling plants in the UK, 

since many stopped shipping plastics to China 
already in the autumn out of fear that the waste 
would not make it there in time.

CHINA, THE WTO & THE ISSUE OF TRADING WITH WASTE 
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GOVERNMENT INITIATIVES 

SWEDEN 

✓ The 1st of January 2017, VAT reliefs on repairs 
of bicycles, clothing, textiles and leather goods 

was reduced from 25% to12%. 

✓ The state investigation about Circular Economy 
summarized their conclusions in March 2017. 

The suggestions were a delegation for circular 
economy. It also suggested e.g. further tax 
relief on renting-, second hand- and repairing 

services and increased availability of car 
pools. The government agreed about the 
delegation for circular economy and they 
approved 5 million a year for this mission. 

✓ The budget proposition for 2018 included 
several initiatives related to the circular 
economy, e.g. 100 million SEK for decreasing 

the negative environmental effects of plastics, 
better traceability and statistics related to 
waste, and 15 million SEK a year between 

2018-2020 on sustainable textiles. 

NORWAY 

✓ In 2015, a roadmap of the waste sector was 
developed by the Norwegian Waste 

Management and Recycling Association. 

✓ In 2017, the government presented a white 
paper on waste policies in a circular economy, 

aiming to increase reuse and recycling. The 
paper also contained a strategy to strengthen 
the international commitment to combat marine 

litter by cooperating with the Nordics, the EU 
and through the mechanisms of the UN. 

✓ In 2017, the government also signed an 

agreement to reduce food waste by 50% by 
2030. 

✓ In October 2017, the government launched a 

strategy for green competiveness and green 
growth. Also, the 2018 state budget contained 
several concrete features related to circular 

economy, such as 10 million NOK to 
technology development for future bio 
economic and low-emission communities. 

This part contains information about important government initiatives to promote  
the development of a circular economy within the Nordic countries.

18
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DENMARK 

✓ In 2006, the Ministry of Environment and the 
three largest Danish municipalities entered a 

partnership for Green Public Procurement, and 
today it include 14 partners. These partners 
have committed to include green targets in 
their procurement policies and to make the 

procurement of 11 product groups greener.  

✓ In 2016, a white paper on the circular 

economy was launched by the Ministry of 
Environment and Food, aiming to exemplify 
and inspire to new innovative business models. 

✓ The advisory board for a circular economy 
was set up in October 2016 in order to 
provide recommendations to the Danish 
government on how it can support the business 

transformation into circular economy.  

✓ In June 2017, the advisory board came with it 

27 recommendations aiming to promote a 
Danish transformation into a circular economy. 
A few examples of the recommendation are; 
incorporating circular economy into the entire 

education system, promoting surplus capacity 
through sharing economy business models, 
promoting reparation and reuse through 

changes in the VAT scheme, and introducing 
an expanded circular producer responsibility 
scheme for waste of electronic products.  

FINLAND 

✓ First and foremost, in 2016 the road map for 
circular economy between 2016-2025 was 

launched. It is the world’s first roadmap on 
circular economy and it was prepared jointly 
by Sitra, relevant ministries and interesting 
stakeholders. The roadmap outlines the road 

ahead for a successful implementation of the 
circular economy. Sitra furthermore constructed 
an action plan for the circular economy. The 

main priorities of the action plan are platforms 
for testing the circular economy, sustainable 
and innovative public procurement and 
support for new products and service 

innovations.  

✓  Two key project of the transition towards a 
circular economy is the Strategy for Finnish Bio 

economy and clean solutions i.e. cleantech. 
The strategy for Finnish bio economy was set 
up in 2014 by three Finnish Ministries and it 

aims to increase economic growth and new 
jobs from an increase in the bio economy 
business. Also, it means to create a competitive 
operating environment for the bio economy, 

with a strong bio economy competence base. 
The cleantech initiative strives to promote 
sustainable use of natural resources and 

reduce environmental emissions by cleantech  
products, services and processes.

GOVERNMENT INITIATIVES 
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7 %

25 %

68 %

9 %

33 %
58 %

21 %

55 %

24 %

• 7% of Swedes know the meaning of Circular Economy. 

• 25% claim to have heard of Circular Economy.  

• The majority, 68%, have never heard of Circular Economy. 

• 9% of Norwegians know the meaning of Circular Economy.  

• 33% claim to have heard of the term Circular Economy. 

• The majority, 58%, have never heard of Circular Economy.

• 9% of Danish know the meaning of Circular Economy.  

• 28% have heard of Circular Economy. 

• The majority, 63%, have never heard of Circular Economy.

• In Finland, a total of 21% know what Circular Economy means.  

• 55% in Finland claim to have heard about Circular Economy.  

• Only 24% of the Finnish population have never heard of the 
Circular Economy. 
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9 %

28 %

63 %

Never heard of them Familiar with the term Knows the meaning of the term 

*Even though Circular Economy is a fairly established term in Finland, Finnish consumers are usually exaggerating their knowledge and sentiments 

when answering quantitative surveys like this one. This is a known fact. 

KNOWLEDGE LEVELS
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SWEDEN NORWAY

DENMARK FINLAND

Never heard of them Familiar with the term Knows the meaning of the term 

LARGEST CHANGE IN FINLAND  

In Sweden, Norway and Denmark, the 
development between 2017 and 2018 is not 

overwhelmingly large. Going into detail, the 
Swedish and Danish development is not worth 
digging deeper into since the changes are very 

small. In Norway, the share that never heard the 
term Circular Economy decreased with 5% and the  

ones familiar with concept have increased with 5%, 

which is a welcome result. However, the largest 
change we find in the Finnish market. Over the past 
year, the share that never heard of Circular 

Economy have decreased with 7% and the share 
that is familiar with the term have increased from 
46% to 55%. 
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RECYCLING + ROBOTICS = ❤  

The recycling industry is making huge progress 

when it comes to the development of robotics 
within their operations. During 2018 we will see 
more initiatives and implementation of such 

innovations. One good example of robotic 
recycling is Apple’s autonomous system Liam, 
which can recycle about 1.2 million iPhones in a 
year. In addition, the Finnish company ZenRobotics 

is a world leading developer of robot recycling 
systems. By using robotics, AI and machine vision 
they are constantly improving the recognisability of 
waste, making the recycling systems more efficient.  

SMART CITIES - COLLABORATION & 

SHARING 

Urbanisation creates an excellent possibility for the 
Sharing Economy to grow. The report 
Collaboration in cities, launched in December 

2017 by The World Economic Forum and PwC, 
concludes that cities need to move beyond a 
regulatory mindset and enable sharing business 
models. Furthermore, the report states that cities 

can have a role in implementing sharing solutions 
of public services and assets. We will see a large 
focus on smart cities in 2018, and implementing 

sharing norms is one of the most vital factors in 
order to help cities to become circular. An 
interesting case is presented within the report. The 
city of Amsterdam used the City Passes for public 

transport in order to spread the advantages of the 
sharing economy to those groups that are likely to 
be excluded. They started connecting sharing 

platforms to the City Passes (provided free to 
seniors and to people with low income). In this 
case, the city connected the City Pass to a meal-
sharing platform called “Thuisafgehaald”, which 

enabled those with City Passes to get free or 
discounted meals from home cooks in their area. 
The goal with the initiative was to inspire people to 
become more active in the Sharing Economy and 

also to demonstrate its advantages. We are going 
to see a lot of solutions on the same track from 
hereon now. 

THE OWNERSHIP OF WASTE BECOMES 

INCREASINGLY POLITICAL  

Today, regulations regarding the ownership of 
waste hinders Nordic companies from getting their 
own products back for the recycling process. 

Having access to your own used resources can 
make the recycling process more effective due to 
knowledge about components in the material. IKEA 
Sweden has recently written a policy document to 

the Swedish government to encourage the 
possibility of owning the recycling and reuse of 
their own products and resources. We are likely to 

see more of these kind of appeals as Nordic 
companies are getting further and further on their 
circular journeys and meet regulatory limitations. 
Waste ownership has been a political issue for 

quite a while, but as the circular economy grows 
and when what is categorized as waste become 
more valuable, the question of who owns the waste 
become even more important.

3 TRENDS AFFECTING CIRCULAR ECONOMY  
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The first Circularity Gap report was launched in 

January 2018 by the company Circle Economy with 
input from representatives at WBSCD, UNDP, 
Accenture Strategy and a other key stakeholders. 
The report was inspired by the UN Emissions Gap 

Report, and it aims to bring information about the 
gap between the recent state of the economy and an 
actual circular economy. The report concludes that 

the world economy is only 9,1% circular, and that 
we thus have a major Circularity Gap. Closing the 
gap is needed to fulfil the Sustainable Development 
Goals as well as the Paris Agreement. Bringing data 

like this forward is needed to bring knowledge about 
the relevance of circular initiatives. 

THE CIRCULARITY GAP REPORT

A recent £750 000 initiative by London mayor 
Sadiq Khan aims at reducing plastic waste by 
setting out drinking fountains and bottle-refill 

stations by twenty new locations in London from 
this summer and forward.  

DRINKING FOUNTAINS REDUCES 
 THE NEED FOR PLASTICS

4 RECENT INITIATIVES IN THE AREA OF CIRCULAR ECONOMY
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During 2017, Swedish sportswear brand Houdini 

composted their biodegradable gear into soil for 
vegetables. In six months the clothes turned into 
CO2, H20 and other fertilizable materials. After 
growing vegetables with the soil, the veggies were 

used in a fine dining dish and served to Houdini 
customers. Usually, Houdini sportswear are either 
returned to the store for reparation or recycled into 

to new clothing. 

FROM CLOTHES TO FINE DINING

During World Economic Forum in Davos in 
January 2018, 30 leading companies in 16 

different sectors (with a collective revenue of 
USD 1,3 trillion), joined forces in order to 
implement the circular economy through the 
initiative Factor 10 from World Business Council 

For Sustainable Development (WBCSD). The 
Factor 10 initiative aims to implement scalable 
solutions with no waste and where resources are 

used in a smart way with high value. During 
2018, Factor 10 will have three focus areas; 
developing transformative cross-value chain 
solutions that unlocks circular opportunities for 

business; generating knowledge about circular 
economy to help business understand the 
landscape, best practices and leading examples; 

and intensify the business voice in these question. 

THE FACTOR 10 INITIATIVE
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THE EXPERTS VIEW OF THE CIRCULAR MARKET

ABOUT ANNETTE  

Annette is the CEO of the Danish consultancy 

Vugge til Vugge Aps. She has a background as an 
environmental manager in private manufacturing 
companies and the public sector. Also Annette is 
an Accredited General Assessor for the Cradle to 

Cradle Products Innovation Institute as well as a 
board member of the Institute’s Certification 
Standards Board. 

ABOUT VUGGE TIL VUGGE 

Vugge til Vugge is the single Accredited 
Assessment Body for the Cradle to Cradle Products 
Innovation Institute in the Nordics, meaning that 

they help customers achieve the C2C Product 
Certification. Also, Vugge til Vugge helps 
companies design and optimize products and 
production that suits the circular economy, to create 

new partnership to develop business models, and 
with value chain collaboration to optimize products 
and materials for the circular economy. 

1. How do you define the concept circular 
economy? 

Nobody explains it better than the Ellen MacArthur 
Foundation: “The circular economy is restorative and 

regenerative by design. Relying on system-wide 
innovation, it aims to redefine products and services 
to design waste out, while minimising negative 

impacts. Underpinned by a transition to renewable 
energy sources, the circular model builds economic, 

natural and social capital.” In short it’s about 
creating products that are safe and healthy for 

people and planet, perpetually cycled and powered 
by renewable energy. There are many different 
kinds of business models on the path to reach the 

goal. They all aim to keep materials and resources 
in the loop forever or at least a very long time at 
highest possible value.

While the previous chapter gave a methodological overview as well as a resume of trends and 

initiatives on the area of the circular economy, a full comprehension of the circular market needs to be 
supplemented with strategical expertise. Therefore, we have let four experts from Denmark, Sweden, 

Norway and Finland speak their minds about market developments in their countries, as well as 

strategic business advices, perceived obstacles, solutions and cases in relation to the circular economy. 
Thus, this chapter helps you broaden your understanding of the Nordic market for circular economy. 

Also, it can help you to map your company or organization and its position in the circular market, and 
first and foremost – it can give you inspiration for future strategical development measures.   

ANNETTE HASTRUP

Vugge til Vugge, Denmark

INTERVIEW WITH:



02

27

2. What does the Danish market  
for CE look like? 

It is still in the beginning, but with rapidly increasing 
focus at all levels and sectors. For instance, there is 
still a lot of talking about green public procurement 

where we would like to see some action and “walk-
the-talk”. I see especially the building environment is 
getting to know and adapt Cradle to Cradle and the 

circular economy. But also the Fashion sector is on 
the move. They both have a large impact on the 
environment. One third of the waste in Denmark 
comes from the building industry and therefore it has 

a great potential to recycle at a higher value than 
today, when a lot of it ends up as filling in roads. In 
15 years we have doubled the clothing production 
which use a large amount of water and chemicals. 

Every second a truck full of clothes are landfilled or 
burned, and a lot of plastic fibres ends up in the 
oceans. It is therefore crucial to find solutions to 

secure a positive impact in the future. 

3. How do you experience the knowledge 
about circular economy at companies and 

within governmental institutions?  

During the last year, the focus on circular economy 
has increased. The advisory board of circular 
economy has given their recommendations to the 
government. The organization Local Government 

Denmark published a catalogue for local authorities 
to develop circular strategies, make public 
procurement and public buildings more circular. We 

still need to see these recommendations turn into 
actions, but there is no doubt, we are heading 
towards a growth in official demands on more 

circular solutions. In Denmark we have quite good 
regional and state funding programs for supporting 

especially SMEs in developing products and 
business models for the circular economy, so there 
are good opportunities for companies to test a 
circular business idea without risking too much. 

When I meet production CEO's and designers, they 
adapt the circular thinking very fast. It is meaningful 
to them, and it very often becomes a passion that fits 
well with their business mind set. No company does 

this if they can not make money on it, but most of 
them actually like to do good while making better 
business. 

4. Have you seen any progress in the market for 

circular economy during the last 5 years? 

Yes indeed. Especially in the building industry, 
architects have had a leading role in the demand. 
They were the first to see the potential in CE and 

C2C. Hotel businesses have also been demanding 
documentation for the product chemistry in e.g. 
carpets and other building materials for some time. 
During the past years we have also seen an increase 

in demand for certified buildings. Until now the focus 
is mostly on sustainability in the linear economy 
thinking - cradle to grave, but with EU and 

government legislation in design demands and 
eliminating waste, the focus will now turn into 
sustainability in the circular way. 

ANNETTE HASTRUP

Vugge til Vugge, Denmark

INTERVIEW WITH:
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5. What is the first step for a company wanting 
to initiate their circular transformation? 

I will answer this on behalf of producing companies.  

1. Make sure, you know WHY you would want to 
make the change and go for it 100 %.  

2. Look at the market and your current position, 

identify opportunities to create added value and 
(re-)position your business.  

3. Look at your product through the whole value 

chain - what’s in your product? What’s next after 
its first use? What resources does it require to 
make it? Is innovation needed?  

4. Make a strategy for your new business model. 

identify the areas you can impact yourself - and 
which you cannot.  

When the strategy is finalized; have necessary 
resources ready, find collaborators who share your 
vision, test the business case to, make sure that 

everyone in the organization work towards the same 
goal, and use good storytelling, marketing and 
branding. 

6. Which are the primary obstacles for Danish 

companies in order to readjust and become 
circular? 

First of all we still need more demand from private 
and public sector. More demand will push the 

companies to take action. At the moment first movers 
do so but we still see that too many large 
procurements and building projects are decided 
from the short-term economic view rather than in an 

analyze of total cost and environmental impact. 

7. What is most urgently needed in order to 
move towards a CE? 

Demand, demand, demand. And this is of course 
knowledge related and a matter of creating 
awareness about the need for CE products and 

business models. First movers play a great role in 
telling their stories, to show it is not just a vision but 
does have an impact. Legislative reforms in e.g. the 

building sector will be able to push the change. 
Danish Building Research Institute and the Danish 
Transport, Building and Housing Authority are on 
their way to develop a voluntary sustainable 

building regulation. This will be a game changer. 

8. Can you name an example of a progressive 
Danish actor performing well when it comes to 

circular economy? 

One good example is our customer Troldtekt A/S 
who are considered one of the circular economy 
frontrunners in Denmark. Troldtekt produces acoustic 
panels that are C2C-certified and made from 100% 

natural materials; wood and cement. They are 
dedicated to the concept of circular economy and 
they are brilliant in telling their story.   

ANNETTE HASTRUP

Vugge til Vugge, Denmark

INTERVIEW WITH:
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ABOUT STINA 

Stina is a sustainability strategist who works with 
sustainable business development internally and 
for customers. She is a designer, sociologist and a 
board member of Cradlenet; a platform aiming to 

increase the knowledge about the circular 
economy. 

ABOUT TRANSFORMATOR DESIGN 

Transformator Design works with service design, 
designing services and organizations based on 
customer needs. Amongst other things, they are 

involved in a research project with Chalmers 
University and several large Swedish retailers 
which is focused on understanding the needs and 

behaviours of the customers in order to build new 
service systems for the sharing economy.

1. How do you define the concept circular 

economy? 
To keep it simple I would say that nature is the best 
example of what a circular economy is; a system 
designed to imitate nature’s cycle where you do not 
need to add new resources to the cycle to keep it 

going. It is a system of new business models, 
products and services that mimic nature's cycle and 
thus create a more sustainable world. 

2. What does the Swedish market for circular 

economy look like? 
We need to stop treating CE as just a good deed for 
the environment, there is great potential for new 
business in this shift. Still, there’s a long way to go 
and I must say that there seem to be a state of 

freeze in Swedish boardrooms. Several larger 
Swedish companies have made crucial strategical 
decisions, but in practice there’s still a lot that needs 

to happen e.g. daring to offer products as services 
or subscriptions and co-develop these with clients/
customers. Also, consumers are becoming 
increasingly positive to the idea of the sharing 

economy which create endless possibilities for 
companies that dare to change. 

3. How do you experience the knowledge 

about circular economy at companies and 
within governmental institutions?  
The interest is growing stronger, and slowly the 
necessity of the CE is being acknowledged. 

However, we can see that knowledge is sometimes 
lesser than interest and that many actors are unsure 
on where to begin. 

4. Have you seen any progress in the market for 

circular economy during the last 5 years? 
Yes, a lot has happened! The government has 
signed Agenda 2030 and are taking other actions 
and the EU has set goals for a circular economy by 
2030. This will have an effect but we still have a 

long way to go. We can also see that several 
companies have begun to offer services within the 
sharing economy. 

STINA BEHRENS

Transformator Design, Sweden

INTERVIEW WITH:
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STINA BEHRENS

Transformator Design, Sweden

INTERVIEW WITH:

5. What is the first step for a company wanting 
to initiate their circular transformation? 
To start and dare to try! Involve customers and 
develop solutionstogether with them! In regards to 

the internal work, it is about involving someone from 
every department, create ambassadorships, involve 
the board, it’s only then that you’ll start seeing 

results. 

6. Which are the primary obstacles for Swedish 
companies in order to readjust and become 

circular? 
The way we approach profit in such a short-sighted 
way. We need to keep in mind that future businesses 
won’t exist without a dimension of sustainability. To 
ensure tomorrow's business, companies need to 

rethink how to be relevant in the future’s market and 
change their business models. Initially this might 
create costs, but for several industries and 
companies, it’s an issue of survival in a 10-15 year-

perspective. 

7. In your opinion, is there any specific industry 
that is especially important in the transformation 

into a circular economy? 
After having worked with a waste company in 
Stockholm, Sörab, and how to streamline Stockby 
Returpark (a reuse & recycling hub), I’d say that we 
need to work with the waste issue. Today, around 

80 % of all consumer goods are turned into waste 
and garbage each year. That is not sustainable for 
our planet or for future businesses, pointing to the 

urgency to move to a circular system. 

8. What is most urgently needed in order to 
move towards a CE? 
From my perspective as a service designer looking 
at customer behaviors and needs, companies’ 

abilities and competence for innovation needs to 
increase to meet the needs of their customers in a 
new and maybe even better way with circular 

solutions. With that said, we also need political 
solutions to drive this development. 

9. Can you name an example of a progressive 
Swedish actor performing well when it comes to 

circular economy? 
I hope and truly believe, that H&M’s new strategy, 
aiming to become 100 % circular and renewable by 
2030, will be realized and impact the entire 

industry in the next 10 years. It will create costs in 
the beginning, but in the end it will hopefully secure 
their businesses as well as drive change in an 
industry that today is unsustainable. 
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ABOUT KIA 

Kia is a partner of PURE and has worked within 
sustainability for 20 years, the latest 10 years as a 
strategy advisor for companies transforming their 
business strategy to become more sustainable. 

ABOUT PURE CONSULTING 

Pure Consulting is a well-known Norwegian  
sustainability consulting company. Amongst other 
things, they give lectures and internal workshops to 

help companies understand the concept of circular 
economy and their role in such a transition, as well 
as to inspire them to adopt circular business 

practices. 

1. How do you define the concept circular 

economy? 
Circular Economy is a way to ensure resource 
efficiency, economic benefits and sustainable 
improvements. The main idea is to use existing 
resources over and over again, rather than to 

discard them. 

2. What does the Norwegian market for 
circular economy look like? 
For the last two years the concept has grown and 
gotten a lot of attention in Norway. In 2015 the 

waste sector came up with a roadmap. During 
2017, the government presented a strategy for 
waste including circular economy as well as a 

strategy for green growth in Norway which includes 
parts on circular economy. Many different sectors 
are now working with different aspects of circular 
economy, and though it is still a new concept, it is 

becoming a growing field of interest amongst our 
clients. In regards to circular focus areas, ocean 
waste have received a lot of attention. We have also 
seen a massive growth in the sharing economy 

through flee markets, second-hand stores and 
different apps and services. However, we still have a 
long way to go, as we consume way more than the 

earth can renew. 

3. How do you experience the knowledge 

about circular economy at companies and 
within governmental institutions?  
For companies working within the area of 
sustainability the knowledge is relative high, but 

many still associate circular economy only with 
waste management, and do not include e.g. shared 
economy, digitalization and turning products into 
services. 

4. Have you seen any progress in the market for 
circular economy during the last 5 years? 
Yes, from being a topic closely linked to LCA-
analyzes reserved for a few geeks, to being seen as 
inspiring and refreshing new business concepts, 

including new actors, co-creators and collaborations 
between various sectors.  

5. What is the first step for a company wanting 
to initiate their circular transformation? 
Understanding what they already are doing and 

finding out what kind of concept that would fit their 
business model, taking it step by step, testing and 
adjusting a long the way. 

KIA LUISE KLAVENES

Pure Consulting, Norway

INTERVIEW WITH:
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6. Which are the primary obstacles for 

Norwegian companies in order to readjust and 
become circular? 
From a business point of view, the market for 
secondary raw materials is low compared to virgin 

raw materials within many sectors. Also, consumers 
do not act in accordance to their statements about 
wanting to be circular. 

7. In your opinion, is there any specific industry 

that is especially important in the transformation 
into a circular economy? 
In the future we will be short of some minerals that 
we find in cellphones, computers and electronic 

devices, and these suppliers will need to rethink 
material use. Furthermore, the textile industry is 
responsible for huge amounts ow water and energy.   

8. What is most urgently needed in order to 

move towards a circular economy? 
Lower VAT on used goods and services (such as in 
Sweden), higher prices for virgin raw materials or 
facilitate an increased use of secondary raw 

materials.   

9. Can you name an example of a progressive 
Norwegian actor performing well when it 

comes to circular economy? 
Bergans, Tine, Orkla, Q merieriene and BAMA 

when it comes to pachaging and food waste. Also 
Flokk and Vestre (furniture).

KIA LUISE KLAVENES

Pure Consulting, Norway

INTERVIEW WITH:
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ABOUT DANIEL 

Daniel is a circular economy and sharing economy 

specialist. Daniel works with the revenue models of 
companies and has e.g. developed CE business 
models, defined corporate strategies and new 

operating models, used service design to create 
new ways of operating in the public sector and 
sparred start-ups. 

ABOUT SITRA 

Sitra is a Finnish Innovation Fund, which amongst 
other things works with studies, research, events 
and trainings in the area of the circular economy. 

Sitra published the Finnish national road map for 
circular economy for 2016-2025; which was the 
first one of its kind. Also, Sitra organized the first 

World Circular Economic Forum in 2017. At this 
years World Economic Forum in Davos, Sitra was 
chosen the world’s foremost leading driver of the 
circular economy within the public-sector category.

1. How do you define the concept circular 

economy? 
It is an umbrella term that aims to bring systemic 
change with many different tactics. An example of a 
definition: “It is a regenerative system in which 
resource inputs, waste, emissions, and energy 

leakage are minimized by slowing, closing, and 
narrowing material and energy loops, which can be 
achieved through long-lasting design, maintenance, 

repair, reuse, remanufacturing, refurbishing, and 
recycling”.¹ Ellen MacArthur Foundation website is 
a good resource for more information on the 
concept. It is important to note that CE is not only 

about optimization of material flows but also e.g. 
digital business model innovations and even more, a 
larger paradigm shift of the economy, including 

things like taxation model, regulation and so on.    

2. What does the Finnish market for circular 
economy look like? 
The market is quite advanced if comparing globally, 
with active supply and demand in the market. 

However, there are various barriers and CE is still 

not mainstream business. If looking at the full 
potential of CE, Finland is still at the beginning.  
Also, it is difficult to describe the market in numerical 

terms since CE-companies can not be examined 
through current industry focused statistics. Some hot 
focus areas in Finland the past year was bio-based 
solutions for replacing virgin and resource-intensive 

solutions, mobility as a service–solutions and 
manufacturing/tech/AI–solutions. 

3. How do you experience the knowledge 

about circular economy at companies and 
within governmental institutions?  
High in various industries and most governmental 
institutions. It was still low/medium a few years ago 

but a big change has been happening. The 
commitment and interest is very strong, not least due 
to the Finnish CE roadmap process in 2016. 

¹Geissdoerfer et al., 2017 

DANIEL KAUFMANN

Sitra, Finland

INTERVIEW WITH:
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4. Have you seen any progress in the market for 

circular economy during the last 5 years? 
Yes, we have seen growing amount of public and 
private investments in CE. CE is today often a part of 
the strategy of big, listed companies, and there are 

several new CE-related growth companies and 
concepts. Furthermore, a lot of various support 
mechanism have emerged such as competitions, 
networks, programs, etc.  

5. What is the first step for a company wanting 
to initiate their circular transformation? 
The steps are similar to any new business 
development processes. For example:  

1. Current state analysis  

2. Defining the opportunities and business case 

3. Defining the needed projects/actions  

4. Implementing, iterating and scaling-up 

6. Which are the primary obstacles for Finnish 
companies in order to readjust and become 

circular? 
Traditional business models are too “cheap” and 
incentives to change and take risks are not 
embedded in the current way of working. Other 

barriers are gathering a team with the right skills, 
getting funding, providing the concept, finding the 
revenue generation model, choosing customer target 
segment, creating overall concept and marketing 

message, scaling up, etc.; so similar obstacles to any 
new business venture. 

7. In your opinion, is there any specific industry 

that is especially important in the transformation 
into a circular economy? 
In the bigger picture they are all important. 
Personally I think that e.g. B2C sectors, information 

technology & tech and forestry (given its  
weight in the Finnish economy) are important.  

8. What is most urgently needed in order to 

move towards a CE? 
While it is hard to pick a single thing, legislative 

reforms can bring incentives for companies and 
facilitate effective consumption. For example, things 
that might sound marginal, like the lowered tax for  
repair services in Sweden, can bring a huge 
change. 

9. Can you name an example of a progressive 
Finnish actor performing well when it comes to 

circular economy? 
Neste - diesel from waste and residues -  is one of 
the almost hundred company examples listed on 
Sitra's webpage.

DANIEL KAUFMANN

Sitra, Finland

INTERVIEW WITH:

https://www.sitra.fi/en/projects/interesting-companies-circular-economy-finland/%23latest
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POSITIVE TO RECYCLING, BUT CAUTIOUS 
ABOUT CO-OWNING  

The Swedish population are generally positive towards 
circular behaviours although some circular activities are 
more popular than others. Swedes are most positive 

towards recycling, repairing things and selling things 
second hand, while co-owning things with others is less 
popular. The attitudes towards reducing overall 

consumption looks similar to last year’s results i.e. 

slightly more than 40% are positive towards reducing 
consumption while slightly less than 15% are negative 
towards it. Although these numbers do not reflect exact 

actual behaviour, it shows a wide-spread understanding 
of the necessity to reduce consumption for a sustainable 
development. 

THE ATTITUDE TOWARDS CIRCULAR BEHAVIOURS

Reduce consumption

Repairing Things

Buying Second-Hand

Selling Things Second-Hand

Recycling

Renting Things from Others

Renting Things to Others

Co-owning 13 %

18 %

46 %

82 %

64 %

44 %

71 %

42 %

36 %

35 %

37 %

15 %

30 %

37 %

24 %

43 %

51 %

46 %

16 %

3 %

6 %

19 %

4 %

14 %

Negative Open To the Concept Positive

ATTITUDES 

SWEDES ARE RATHER NEGATIVE  
TOWARDS SHARING BEHAVIOURS 

✓ Swedes are very positive towards repairing old  
things. This is one of the most popular circular 
behaviours due to the fact that it is not necessarily 
connected to an economic degradation (although it 

could be).  

✓ Swedes are overall positive towards selling things 
second hand but a lot more negative when it comes 

to buying things second hand (19% vs. 6%). Many 
people consider second hand to have bad quality 
or that the supply is inadequate but the result is also 

connected to the fact that selling second hand 
means earning money while buying second hand 
means losing money. 

✓ Recycling is extremely established in Swedish 
households and a total of 82% are positive towards 
recycling, while only 3% are negative.  

✓ According to Swedes, renting things from others is 
more interesting than renting to others. A total of 
46% is still directly negative towards renting your 

things to others. This is mainly due to fear that your 
things will be returned ruined or with degraded 
quality.  

✓ 51% of the Swedes are negative towards co-
owning, which is 7% more than last year. Only 13% 
are positive to it. Even though 36% are open to the 
concept, many associate the concept with risk.
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REAL-LIFE CIRCULAR BEHAVIOURS

REPAIRING IS MOST COMMON BUT THE 
CHANGE MAKERS BUY SECOND HAND  

Looking at actual behaviours instead of attitudes bring 

us closer to a real perception of the Swedish market for 
circular economy. However, just as when looking at 
attitudes, repairing things is the most frequent circular 
behaviour apart from recycling (see more on recycling 

on the following page). 64% have repaired something 
they own more than 3 times this year.  

Change Markers are the ones performing circular 
behaviours more than 10 times during the course of a 
year. 16% of the Swedish consumers have shopped 
second hand more than 10 times over the past year, 

which constitutes the largest share of Change Makers if 
we compare numbers between the different circular 
behaviours.  

SHARING MODELS ARE STILL CHALLENGING 

It is not hard to see where the largest challenge lays, 
namely the sharing models of a Sharing Economy. A 
total of 88% have either never or rarely (1-2 times) 

rented something during the previous year. The same 
number is 95% when it comes to renting your own 
things to others. This is despite the fact that new sharing 

platforms pop up more frequently than ever before, 
and that a lot of new initiatives are taken. 

Repaired Things

Bought Second-Hand

Sold Things Second-Hand

Rented Things from Others

Rented Things to Others 1 %

1 %

9 %

16 %

13 %

1 %

2 %

8 %

12 %

18 %

3 %

9 %

16 %

20 %

33 %

8 %

37 %

34 %

34 %

28 %

87 %

51 %

33 %

19 %

8 %

Never 1-2 times 3-5 times 6-10 times More than 10 times

AMOUNT OF TIMES DURING THE LAST YEAR  

THAT PEOPLE HAVE…
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ZOOMING IN ON RECYCLING & CO-OWNING 

HOUSEHOLD RECYCLING IS IN THE  
SWEDISH DNA – BUT THERE IS STILL A  
LONG WAY TO GO  

Recycling is a circular behaviour that is very well 
integrated in the Swedish lifestyle, at least when it 

comes to regular household waste such as plastics, 
glass, card board, etc. After the terrorist attack in 
Stockholm in April 2017, an image of a young couple 

recycling only hours afterwards, during full terror 
threat, became viral as it visualized the Swedish 
persona. 

However, still 7% never or rarely recycle, and 25% 
recycle only 3-10 times a year. Luckily 44% of Swedes 
recycle more than 30 times a year, which is 
presumably what is needed to properly separate all 

household waste. The development between 2017 and 
2018 has not been vast. A similarly large share of the 
Swedes recycled fewer than 10 times during the last 
year as in this year’s study. However, about 5% have 

transferred from those who recycle more than 30 times 
a year to the group that recycles between 11-30 times 
a year.

44 %25 %25 %7 %

Never or rarely 3-10 times 11-30 times More than 30 times

AMOUNT OF TIMES DURING THE LAST YEAR  
THAT PEOPLE HAVE RECYCLED

Yes (18%)
No (82%)

18%

% OF PEOPLE ACTIVELY  

CO-OWNING WITH OTHERS

No (75%)
Yes (25%)

CO-OWNING NUMBERS SUFFER DUE TO 
DECLINING TRUST   

18% of the Swedish consumers co-own a product 
together with others. Last year, the number was 25%. 
How come we see this negative development despite 
the fact that the market is developing in the opposite 

direction? It has to do with the increasing level of 
distrust that we have seen within the society in the latest 
years. Trust is a key enabler for making co-owning 
interesting for the consumers since you do not want to 

risk that your products become ruined by others, even 
if a third part would compensate you for your potential 
loss. 

25%

20
18

20
17
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THE RESPONSIBILITY FOR CIRCULAR BEHAVIOURS

CITIZENS THEMSELVES ARE MOST 
RESPONSIBLE FOR ACHIEVING A CIRCULAR 
ECONOMY  

The wide majority of the Swedes think that it is up to 
the citizens themselves to adapt circular behaviours. It 

is interesting that the bottom-up perspective is so widely 
implemented amongst citizens. 29% of the Swedes 
consider that companies are responsible for citizens’ 

circular behaviours, while 25% think that it is up to the 
government or municipalities. The fact that consumers 
place more responsibility on companies than on 
governmental institutions is interesting. This result could 

originate from a larger scepticism about companies, 
i.e. that you view them as more responsible of 
unnecessary emissions than the state and that they 

therefore are more responsible in order to counteract a 

negative development and encourage circular 
behaviours. On the other hand, this result could also 
originate from the opposite opinion, i.e. that companies 
have larger incentives and a larger freedom to 

develop innovative solutions for consumers, which give 
them larger responsibility for encouraging circular 
behaviours.  

FEW BLAME THE EU & THE UN 

Very few consider the EU, NGOs, The UN and the 
academia to be mainly responsible for circular 

behaviours. It is obvious that consumers place more 
responsibility on an institution that is geographically 
closer to one self such a municipality than on for 
example an intergovernmental organization like the 

UN.

0 %

25 %

50 %

75 %

100 %

Citizens Companies The government &  
municipalities

The EU NGOs The UN Scientists & academia

2 %2 %
5 %5 %

25 %
29 %

76 %

WHO IS RESPONSIBLE FOR  
MAKING PEOPLE LIVE MORE CIRCULARLY?  
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THE INCENTIVES TO LIVE CIRCULAR

I save money

It is better for the environment 

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough 17 %

29 %

46 %

52 %

71 %

Repair Things
THE REASON WHY PEOPLE: 

It is better for the environment

It feels wrong to throw it with regular garbage or waste

I think the recycled things will come to better use

I get a positive feeling from recycling things

It is a habit 29 %

35 %

38 %

57 %

81 %

Recycle

PRICE SENSITIVITY DOMINATES 

71% of the Swedes repair their things because it 
saves them money. The environmental benefit and a 
longer life-time of the product is also highly prioritized 
but is still secondary to price sensitivity.  

THE ENVIRONMENT IS THE MAIN INCENTIVE 
TO RECYCLE 

A total of 81% of the Swedes recycle because it is better 
for the environment, but it is also noteworthy that 57% 

chooses to recycle due to the fact that it feels wrong to 
throw it with regular garbage or waste, and 29% 
recycle due to habit. 
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THE INCENTIVES TO LIVE CIRCULAR

Buy Second Hand

Sell Second Hand

I save money

It is better for the environment 

I like that the lifetime of the product will be extended

It is not worth buying new because I will not use it enough

I get a positive feeling from reusing things

Things that are second hand have more character/are unique 13 %

18 %

23 %

28 %

44 %

69 %

It is better for the environment 

I save money

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough

Things that are second hand have more character/are unique 4 %

6 %

21 %

49 %

54 %

56 %

THE ENVIRONMENTAL ASPECT IS MORE  
IMPORTANT WHEN SELLING THAN BUYING  

There is a slight difference between the incentives to 
buy things second hand and selling second hand. 

While saving money is the largest reason for 
purchasing things second hand, the environmental 
impact is the most important factor when selling old 
things. This is partly due to the fact that many feel that 

they cannot sell their old things for a reasonable price 
and that the revenue is eaten up by stamps, shipping, 
etc. Thus, the environmental benefit from selling your 

things becomes more important.  

ECONOMIC SACRIFICES  
AFFECT OTHER INCENTIVES 

We can see the same pattern when it comes to those 
who like that the lifetime of the product will be 

extended. While it is 28% for those who buy second 
hand, it is 49% for those selling second hand. It is very 
interesting that people are considering the longevity of 
a product when they do not have to sacrifice economic 

resources, while this factor is much less important when 
buying something yourself.

SECOND HAND AND THE CIRCULAR ECONOMY
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CONSUMERS START TO UNDERSTAND  
THAT OWNERSHIP IS NOT NECESSARY  

Amongst those that co-own something, the economic 
incentive is most important just like last year. However, 

the purely environmental aspect has fallen from the 
2nd to 3rd position. In 2nd place we find the option of 
only needing the function and not the ownership. It is 
not necessarily a bad thing that the environmental 

aspect have fallen. Understanding and using sharing 
platforms is one of the key features of a circular 
economy and to opt out the ownership of things is 

crucial in order to get people to engage in sharing 
models.   

LEAST POSSIBLE HUMAN INTERACTION  
IS DESIRED 

We see the same effect when it comes to renting things 
as we saw for co-owning; the alternative of needing 

only the function has increased in importance relative 
to other options. Yet again, price is also an important 
factor. For both co-owning and renting, the interest of 
meeting other people is extremely low. People want the 

transaction part of a purchase to be fast and pain-free, 
with as little human interaction as possible. This is 
important to consider when developing new sharing 

platforms. 

I will save money

I only need the function, not the ownership

It is better for the environment

I like the thought of things being useful when more people take part of them

It feels good with fewer things at home

I get a positive feeling from co-owning instead of owning

I like sharing my things with others

I like meeting other people in these contexts 0 %

2 %

3 %

6 %

19 %

20 %

23 %

31 %

THE INCENTIVES TO LIVE CIRCULAR

Co-own

Rent from Others

It is not worth buying new because I will not use it enough

I only need the function, not the ownership

I save money

It is better for the environment

I cannot afford to buy certain things

I like the thought of things being useful when more people take part of them

It feels good with fewer things at home

I get a positive feeling from renting things instead of owning them

I like meeting other people in these contexts

It is interesting to take part of other people's things 0 %

1 %

4 %

13 %

15 %

19 %

21 %

35 %

38 %

39 %
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GUILT OF BREAKING NORMS  
– BEST TRIGGER FOR CIRCULAR BEHAVIOUR? 

Money is the strongest incentive to rent things to other 
people, but the fact that things will come to use is 
almost as important. We can clearly see that the 

positive feeling from renting things to others is not 
considered by many. It seems like overall when it 
comes to circular behaviours, feeling guilty about not 
doing something that is considered the norm (such as 

recycling) is a much better incentive than feeling good 
about doing something that is not considered the norm 
(such as renting our things).   

THE INCENTIVES TO LIVE CIRCULAR

Rent to Others

I make money 

I like the thought of things being useful when more people take part of them

It is better for the environment

I like sharing my things with others

It feels good with fewer things at home

I like meeting other people in these contexts

A get a positive feeling from renting out things instead of owning them 2 %

2 %

4 %

7 %

17 %

21 %

23 %
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CONSUMERS MOST EAGER TO REPAIR AND 
BUY CLOTHES SECOND HAND  

When looking at the categories of what people 

actually have repaired during the past year and what 
people are positive towards repairing in the future, we 
notice a slight gap. The same happens when we 
looking at the things that people have bought second 

hand and are positive towards buying second hand. 
For example, people are generally more likely to 
repair their clothes than for example their cellphone. 

The largest gap between past and future repairing is 

the product group washing machines. 14% have 

repaired an old washing machine in the last year, 
while 65% are open to it. Note that some things such 
as a washing machine, a camera or a car do not need 

reparations every year. But the gap analysis still 
provide interesting hints about the divergences in 
attitudes and behaviours of Swedish consumers. We 
can see a similar gap when it comes to buying second 

hand. The consumers have mostly bought clothes and 
furniture, but they have most positive attitudes towards 
buying a car or a bike second hand. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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31 %
36 %

43 %
48 % 49 % 52 %

58 %
62 % 65 % 66 % 68 % 71 %

76 %
83 %

8 %
2 %

9 %
2 %

19 % 19 % 21 % 21 %
14 % 17 %

50 %

36 % 35 %
43 %

Have Repaired Things the Last Year
Positive to reparation

REPAIRING

BUYING SECOND HAND
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15 %

26 %
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Have Bought Second Hand in the Last Year
Positive to Buying Second Hand
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PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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8 %

1 % 2 %

16 %

4 %

27 %

11 %
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Have Sold Second Hand in the Last Year
Positive to Selling Second Hand

SELLING SECOND HAND
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10 % 11 % 11 %
14 %

16 %

34 %

43 %
46 %

3 %
1 % 2 % 2 % 2 %

0 %
3 % 4 % 5 %

8 % 7 %

Have Co-owned Things in the Last Year
Positive to Co-owning

LARGE INVESTMENT PRODUCTS ARE MORE 

FREQUENTLY CO-OWNED  

When it comes to co-ownership, the situation is slightly 
different. Very few want to co-own clothes or a 
computer together with others, which might not be that 

surprising due to the general perception of privacy or 
hygiene factors. A more surprising finding is that only 
14% are open to sharing a bike, despite the fact that 
many do not use a bike daily even during good 

weather conditions. People are more open to wanting 
to co-own a car, tools or a vacation house, although 
not many do. This is due to the fact that a car and a 

vacation house demands large investments. The results 
show that consumer want to co-own mainly due to high 
prices. 

CLOTHES AND FURNITURE ARE MOST SOLD 

Furniture and clothes are highly ranked product groups 

to sell second hand as well. Tools is one of the 
categories that people are very positive towards selling 
second hand but where few actually do. Many 

consumers do not really care if someone have used a 
hammer or a saw before they do.

CO-OWNING
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RECYCLING OF CLOTHES ARE RATHER 

CONVENTIONAL BUT VERY FEW PROPERLY 
RECYCLE ELECTRONICS 

The gap analysis regarding recycling looks different 
than the analysis of the other circular behaviours. In 
fact, most consumers that are positive towards 

recycling plastic, cardboard, and glass have actually 
recycled those products during the previous year. 
Furthermore, 60% of the consumers have recycled their 

clothes during the past year. This result shows that the 
information on textile recycling that figured in media 
and commercials, as well as information on the actual 
possibility to recycle in the stores of many fashion 

chains, is actually reaching consumers. Still, very few 
recycle their electronics. This is a huge problem around 
the globe. Only 13% have recycled their computer and 
cellphone during the last year. 
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58 %

63 %
67 % 69 % 70 % 71 %
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83 %

89 % 91 % 92 % 93 % 93 %

14 %

3 %
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4 %

13 % 13 %

29 %

51 %

60 %

75 %
81 %

86 %
90 %

86 %
Have Recycled in the Last Year
Positive to Recycling

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

RECYCLING
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3 % 4 % 6 % 6 % 7 % 8 %
10 % 11 %

18 %

38 %

58 % 60 %
64 %
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4 %

18 %
15 %

19 %

Have Rented Things in the Last Year
Positive to Renting 

RENTING FROM OTHERS

FEW ARE WILLING TO RENT  
THINGS TO OTHERS 

Very few Swedes have either rented or rented out their 
things during the past year, and very few are also 
positive towards doing so in the future. Almost no one 

is interested in renting their cellphone and computer to 
others, which is not surprising. First, people are afraid 

to do so due to privacy reasons. Second, it as an 
availability issues; consumers want to have access to 
their computer at all times. The data shows that very 

few are actually willing to rent products from any of the 
product groups to others. However, it is more popular 
to rent from others. The most popular products groups 

to rent are cars, vacation houses, tools and bikes. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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RENTING TO OTHERS



03

48

SB Insight have categorized the collected qualitative 
data about experienced obstacles to performing 
circular behaviours below. Since the responds were 
open-ended, the percentage shares below might not 

look vast, but they are important to get a hint about 
factors hindering consumers to live circular. The largest 
obstacle towards selling second hand is getting the 

product back in worse shape than before. Furthermore, 

9% will not sell second hand because they feel that 
they lack a platform to do so. When it comes to buying 
second hand, bad quality is the largest obstacle. It is 
interesting that the largest obstacles in order to rent to 

others are effort and time. A platform solving these 
equations would therefore have a possibility to have 
positive effects in the rental market.

OBSTACLES TO CIRCULAR BEHAVIOUR

0 %

5 %

10 %

15 %

20 %

Bad quality Supply No need Unreasonable 
 prices

3 %

6 %7 %
9 %

0 %

5 %

10 %

15 %

20 %

Takes too much  
effort

Time  
constraints

Expensive  
(ads, shipping costs) 

2 %

6 %

13 %

0 %

5 %

10 %

15 %

20 %

Supply Expensive Laziness

3 %

7 %
9 %

0 %

5 %

10 %

15 %

20 %

Get back in  
worse shape

Lacks platform

9 %

19 %

Selling Second Hand Buying Second Hand 

Renting to others Renting from others 
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Not surprisingly, the largest obstacle to repair things is 
the cost, i.e. it is too cheap to buy new products in 
comparison to repairing your old things. 9% also feel 
that the lack knowledge or skills to repair a product, 

and hence they skip repairing the product at all.  It is 
interesting that when looking at the obstacles to co-
own products, 11% state that they do not co-own 

because they have no need to do so. This reply shows  
that many consumer just consider co-owning if they 
lack the economic resources to buy something 
themselves. Otherwise, they would have felt the need 

to co-own things due to for example environmental 
reasons. 

OBSTACLES TO CIRCULAR BEHAVIOUR

Repairing

0 %

5 %

10 %

15 %

20 %

Lack of  
availability

Have no 
 transportation

Lazinesss Time  
constraints

1 %2 %2 %

10 %

0 %

5 %

10 %
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20 %

No need Potential  
conflicts

No freedom of  
using the product
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11 %

0 %

5 %

10 %
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Cost Lacking 
 knowledge

Time  
constraints 

Laziness

3 %
4 %

9 %

18 %

Co-owning Recycling

The largest obstacle to repair 

things is the cost
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JUNIOR MILLENNIALS HAVE THE LARGEST  
KNOWLEDGE ABOUT THE CONCEPT 

Junior Millennials have the largest knowledge about 
the concept Circular Economy. They also constitute the 

largest share of the people familiar with the term 
circular economy if comparing amongst the different 
age groups. Those between 45-59 age old have the 
least knowledge about circular economy as a concept. 

In Norway, we see the similar trend, while in Finland it 
is the other way around – the oldest group have the 
largest knowledge about Circular Economy. 

DEMOGRAPHICAL DEVIATIONS 

ARE YOU FAMILIAR WITH CIRCULAR ECONOMY?

Never heard of them Familiar with the term Knows the meaning of the term 

12,9 %

30,2 % 56,9 %

19-28 years 
(Junior-  

Millennials)¹

9,9 %

23,2 %

66,9 %

29-44 years

4,7 %

22,1 %

73,2 %

60-70 years

3,2 %

22,3 %

74,5 %

45-59 years

¹There is no universal definition of the Millennials. Some researches use 

a categorization starting at 1980 and ending in the mid 90’s, while 

other use a different time span starting later in the 80’s or reaches further 

than the 2000’s. The SB INSIGHT definitions is narrowed and consist of 

those born between 1990 until the 2000’s i.e. those between19-28 

years old, which is why we call the group Junior Millennials. The reason 

for this categorization is to investigate circular behaviours amongst 

groups with different consumption patterns, and since those born before 

the 90’s are likely to have entered the working force, many born after 

the 90’s are still students and/or work in insecure employments. No 

matter what, they are likely to have different consumption patterns than 

older Millennials that are fully integrated in the working force.
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DEMOGRAPHICAL DEVIATIONS 

REDUCED CONSUMPTION & POLITICAL BELONGING

LEFT VOTERS MORE POSITIVE TO DECREASED 
CONSUMPTION 

When looking at the willingness to reduce future 
consumption, we find an interesting deviation based on 

party alignment. Sverigedemokraterna is the party that is 
the most negative towards reduced consumption, while 
Vänsterpartiet is the most positive towards it. Amongst 
the Government and the Opposition, the electors of the 

Government parties i.e. Socialdemokraterna and 
Miljöpartiet are more positive towards reducing their 
consumption than the oppositional parties. 

Approximately the same share of electors in favour of 
the government parties and the oppositional parties are 
open to the concept of reduced consumption, but 17% of 
oppositional electors are negative towards the concept 

in comparison to 7% of the government electors. 

Sverigedemokraterna

The Opposition (L, C, KD, M)

The Government (S + Mp)

Vänsterpartiet 45 %

54 %

44 %

27 %

52 %

39 %

40 %

53 %

3 %

7 %

17 %

20 %

Negative Open Positive
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DEMOGRAPHICAL DEVIATIONS 

THE JUNIOR MILLENNIAL GROUP ARE THE 

LEAST POSITIVE TO PERFORM REPARATIONS 

There are clear age differences between those who 
repair things and those who do not. The Junior 
Millennials i.e. those between 19-28 years old, are 

least positive towards repairing things out of the 
groups, while those between 60-70 years old are most 
positive towards repairing their things. This result rests 
partly on the fact that younger people are raised with 

other consumption patterns, and partly because of 

laziness. To clarify the latter accusation, younger 
participants state that it demands to much effort to get 
something old repaired and that it is easier and 

cheaper to buy new products instead. Looking below, 
we see the proclaimed age divergence looks similar 
when looking at actual behaviours. However, the 

group between 45-59 years old are those who repair 
most things. Amongst the Junior Millennials, 16% have 
repaired their things more than 10 times in the past 
year, but unfortunately, 54% have repaired only two 

times or less.

19-28 years

29-44 years

45-59 years

60-70 years 17 %

11 %

9 %

16 %

27 %

17 %

14 %

14 %

25 %

46 %

38 %

16 %

24 %

22 %

30 %

40 %

6 %

4 %

9 %

14 %

Never 1-2 times 3-5 times 6-10 gtimes More than 10 times

19-28 years

29-44 years

45-59 years

60-70 years 83 %

76 %

73 %

58 %

15 %

17 %

24 %

36 %

2 %

7 %

3 %

6 %

Negative Open Positive

REPAIRING



03

53

DEMOGRAPHICAL DEVIATIONS 

54 % 39 %

7 %

74 %

20 %

6 %

Negative Open Positive

MILLENNIALS MOST POSITIVE  
TOWARDS SELLING SECOND HAND  

An interesting finding is that Millennials are most 

positive towards selling things second hand. This 
result rests on several parameters. For example, 
many in this group have an uncertain economic 

condition. Also, Millennials tend to be internet 
savvy and therefor have access to digital 
platforms for selling their things. However, they do 
not actually sell much more than other groups, 

apart from those between 60-70 years old. 

WOMEN ARE MORE CIRCULAR  

Women show overall more circular attitudes and 
behaviours than men. When it comes to attitudes 

towards selling things second hand, the divergence is 
larger than usual. 74% of the Swedish women are 
positive towards selling things second hand while the 
number is only 54% amongst men. However, when it 

comes to sharing behaviours such as renting to others 
and renting from others, men are more active. 

Women Men

19-28 years

29-44 years

45-59 years

60-70 years 12 %

5 %

3 %

4 %

26 %

34 %

36 %

19 %

62 %

61 %

61 %

77 %

Positive Open Negative

19-28 years

29-44 years

45-59 years

60-70 years 4 %

8 %

10 %

13 %

6 %

11 %

9 %

8 %

12 %

14 %

21 %

17 %

38 %

37 %

28 %

30 %

40 %

30 %

31 %

32 %

Never 1-2 times 3-5 times 6-10 gtimes More than 10 times

SELL THINGS SECOND HAND
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0 %

15 %

30 %

45 %

60 %

Elementary school degree High school degree University degree

53 %

39 %

21 %

29 %

20 %

29 %

4 %

17 %

29 %

9 %

15 %14 %

3 %

7 %7 %

2 %3 %

0 %

Never 1-2 times 3-5 times 6-10 times 11-30 times More than 30 times

RECYCLING HABITS CORRELATE WITH 
EDUCATION LEVEL 

There is a large divergence between people with 

different educational level when looking at recycling 
habits. Amongst those with a university degree, 53% 
have recycled more than 30 times during the past year, 
while the same measurement for those with a high 

school education is 39%. Amongst those that did not 
finish high school, the number is even lower, namely 
21%. However, it is important to remember that the 

group not having a high school degree is declining. 
Regardless, the divergence amongst the groups is 
interesting and shows the importance of knowledge 
about the link between recycling and development. 

DEMOGRAPHICAL DEVIATIONS 

Amongst those with a university degree, 53% have recycled more than 30 times during the past year

RECYCLING
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SUMMARY SWEDEN
Below is a summary of key results from the Swedish market. The implications 

and insights based on this data can be found in the final chapter of this report. 

SHARING NORMS 
ARE CHALLENGING 

Sharing behaviours such as 

renting to others, renting from 
others and co-owning are still 
challenging. For example, 51% of 

the Swedes are still negative 
towards co-owning, and the 
actual share of those co-owning 
have declined from 25% to 18% 

over the past year. This is partly 
due to increased distrust in the 
society.  

CITIZENS MOST  
RESPONSIBLE THEMSELVES 

78% of the Swedes think that 

citizens themselves are mainly 
responsible for maintaining a 
circular lifestyle i.e. practising 

circular behaviours. 29% of the 
consumers place the main 
responsibility on companies, while 
25% think its mostly up to the 

government and municipalities.  

ENVIRONMENTAL 

INCENTIVES TO RECYCLE 

The circular behaviour that is 

mostly integrated in the Swedish 
lifestyle is recycling. 81% of the 
Swedes state that they recycle for 

the benefit of the environment. 
Also, 57% mean that it feels wrong 
throwing e.g. glass or cardboard 
in the regular garbage. This shows, 

recycling have become a 
normative behaviour.

MILLENNIALS VARY IN THEIR 

CIRCULAR BEHAVIOUR 

Millennials have the largest 
knowledge about the concept of 
circular economy in Sweden. 
Millennials are also most positive 

towards selling things second 
hand, but do not sell more than all 
other age groups, only more than 

those between 60-70 years old. 
However, when it comes to 
repairing things, Millennials stands 
out for being the group repairing 

the least. 

WOMEN LIVE MORE  
CIRCULAR THAN MEN 

Women have overall more 
positive attitudes towards living 
circular and perform more circular 
behaviours than men. The 

difference is especially large 
when looking at the attitude 
towards selling things second 

hand. However, amongst those 
who have rented things to others 
and rented things from others over 
the past year, men make up the 

morepart. 

RECYCLING HABITS 

CORRELATE WITH 
EDUCATION LEVEL 

The higher level of education, the 
more amount of times Swedes 

recycle every year. For example, 
53% of the ones with an university 
degree have recycled more than 
30 times over the past year, while 

the same number is 39% for those 
with a high school degree. 
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THE ATTITUDE TOWARDS CIRCULAR BEHAVIOURS

NORWEGIANS ARE BECOMING 
INCREASINGLY POSITIVE TOWARDS 
REDUCING OVERALL CONSUMPTION  

The Norwegian population are generally positive or at 
least open to the idea of circular behaviours, but the 

degree of positivism differ depending on the specific 
activity. Norwegians are most positive towards 
recycling, repairing things and selling things second 

hand, while activities related to the Sharing Economy 
such as renting things to others and co-owning things 
are less popular amongst consumers. Comparing the 

attitudes towards reducing consumption with the results 

of last year shows a welcome outcome. The share of 
Norwegians that are negative towards reducing 
consumption have decreased with 8% over the past 

year (from 24% to 16%), and the share positive 
towards reducing consumption has increased with 4% 
units (from 35% to 39%). Although these numbers do 
not reflect exact actual behaviour, it shows a wide-

spread understanding of the necessity to reduce 
consumption for a sustainable development. 

Reduce consumption

Repairing Things

Buying Second-Hand

Selling Things Second-Hand

Recycling

Renting Things from Others

Renting Things to Others

Co-owning 17 %

21 %

39 %

77 %

69 %

48 %

70 %

39 %

41 %

41 %

38 %

18 %

25 %

39 %

26 %

46 %

42 %

38 %

23 %

5 %

6 %

13 %

4 %

16 %

Negative Open To the Concept Positive

ATTITUDES 

NORWEGIANS ARE LEAST POSITIVE TOWARDS 

SHARING BEHAVIOURS, BUT THE 
DEVELOPMENT FROM 2017 IS POSITIVE 

✓ Norwegians are very positive towards repairing 
their old things. In fact, it is the 2nd most popular 

behaviour amongst the ones listed below. 70% are 
directly positive towards the concept, while only 4% 
are negative towards it.  

✓ Norwegian consumers are overall positive towards 
selling their things second hand, while about 20% 
fewer are positive towards buying things second 

hand. This result rests on the same basis as why 
people are positive towards repairing their things, 
namely that the consumers are more positive 
towards circular behaviours connected to earning 

money or saving their current economic resources 
compared to activities where they have to pay 
others, with the exception of rental procedures.  

✓ Recycling is the most established behaviour 
amongst Norwegian consumers. 77% are positive 
towards recycling while only 5% are negative. 

✓ Norwegians are more positive towards renting 
things from others than to others. However, 

Norwegian consumers are more positive towards 
both renting things from others and co-owning than 
last year. 5% more are positive and 5% less are 
negative towards renting from others and 6% are 

more negative while 2% are more positive when it 
comes to co-owning. 
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REAL-LIFE CIRCULAR BEHAVIOURS

REPAIRING IS MOST COMMON IN  
GENERAL AND AMONGST CHANGE MAKERS   

Looking at actual real-life behaviours instead of 

attitudes brings us closer to a real perception of the 
Norwegian market for circular economy. It is clear that 
repairing things is the most frequent circular behaviour 
apart from recycling (see more on recycling on the 

next page). 43% and 44% respectively have sold or 
bought second hand more than 3 times during the past 
year, so despite the fact that a larger share of 

consumers were positive towards selling rather than 
buying second hand, the actual behaviour does not 
vary much.  

Change Markers are the ones performing circular 
behaviours more than 10 times during the course of a 
year. The largest share of Change Makers we find 

amongst those who have repaired their things; 16% of 
the Norwegians have repaired something more than 
10 times the last year.  

SHARING MODELS ARE STILL CHALLENGING 

Sharing models are clearly posing the largest 
challenge if looking at actual behaviours. A total of 
60% have never rented something during the previous 

year. The same number is 73% when it comes to 
renting your own things to others. This is despite the 
fact that new sharing platforms pops up more than ever 

before, and that a lot of new initiatives are taken. With 
the revised method of categorizing behaviours in the 
report 2018 than in 2017 (see page 5) it is hard to see 
which direction the development points at. However, it 

is certain that the development of the actual behaviours 
is not as large as the development of attitudes. 

AMOUNT OF TIMES DURING THE LAST YEAR  

THAT PEOPLE HAVE…

Repaired Things

Bought Second-Hand

Sold Things Second-Hand

Rented Things from Others

Rented Things to Others 1 %

2 %

7 %

10 %

16 %

2 %

2 %

12 %

10 %

18 %

6 %

10 %

23 %

24 %

34 %

19 %

26 %

28 %

34 %

23 %

73 %

60 %

30 %

22 %

8 %

Never 1-2 times 3-5 times 6-10 times More than 10 times

1%
2%

1%

1%
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ZOOMING IN ON RECYCLING & CO-OWNING 

RECYCLING BECOMES MORE MAINSTREAM 
IN NORWEGIAN HOUSEHOLDS 

Recycling is the circular behaviour that is most 
practiced within all the Nordic countries, at least when 

it comes to household waste such as plastics and glass 
waste. The Norwegian development from last year’s 
study is very interesting. The share of consumers that 
recycle more than 30 times have decreased with 4% 

and the share that never or rarely recycle has also 
decreased with about as much. The largest change 

from last year is the increase from 32% to 39% of the 
share which recycles 3-10 times a year. This 
development can certainly be a good thing despite the 
fact that the share of those who recycle most has 

decreased. It seems that recycling is becoming more 
mainstream in Norwegian households, since those that 
never or rarely recycles are decreasing. The smaller 
share of Norwegians finding themselves in the red box 

above, the more normative recycling becomes. This in 
turn create incentive to recycle more in the future. 

30 %21 %39 %11 %

Never or rarely 3-10 times 11-30 times More than 30 times

AMOUNT OF TIMES DURING THE LAST YEAR  
THAT PEOPLE HAVE RECYCLED

Yes (22%)
No (78%)

22%

% OF PEOPLE ACTIVELY  

CO-OWNING WITH OTHERS

No (74%)
Yes (26%)

CO-OWNERSHIP DECLINE DUE TO DISTRUST   

There seems to be a challenge to get people to 

own-own things. In these year’s study, 22% claim 
that they are actively co-owning something, while 
78% state that they do not. Last year, 26% said they 
were co-owners. This result depends on the 

declining trust within the Nordic societies altogether. 
There are fewer incentives to co-own things when 
you do not trust your fellow citizens. Despite this 

decline, Norwegians co-own more than other 
Nordic populations. This is primarily due to the 
Norwegian co-ownership of vacation houses.26%

20
18

20
17
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THE RESPONSIBILITY FOR CIRCULAR BEHAVIOURS

GOVERNMENT MORE  
RESPONSIBLE THAN COMPANIES 

The overwhelming majority of consumers, namely 75%, 
think that citizens themselves are mainly responsible for 

adopting circular behaviours and promoting a lifestyle 
according to these behaviours. You want to decide over 
the behavioural aspects of your own life. However, 37% 
of the Norwegian consumers also think that government 

and municipalities are responsible for making people 
live more circular, while 28% consider companies to be 
mainly responsible. Norway’s large and powerful public 
sector is one factor explaining the fact that people place 

more responsibility on the government than on 
companies. The state is perceived to be present in 
people’s lives and to care for its citizens in another way 

than the companies. 

MORE RESPONSIBILITY ON  
GEOGRAPHICALLY CLOSER INSTITUTIONS 

Very few consider the EU, NGOs, The UN and the 
academia to be mainly responsible for circular 

behaviours. It is obvious that consumers place more 
responsibility on institutions that are geographically 
closer such as a municipality, than on an 
intergovernmental organization like the UN for example. 

0 %

25 %

50 %

75 %

100 %

Citizens The government  
& municipalities

Companies NGOs The EU Scientists & 
 academia

The UN

2 %2 %5 %6 %

28 %

37 %

75 %

WHO IS RESPONSIBLE FOR  
MAKING PEOPLE LIVE MORE CIRCULARLY?  
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It is better for the environment

It feels wrong to throw it with regular garbage or waste

I think the recycled things will come to better use

It is a habit

I get a positive feeling from recycling things 9 %

13 %

20 %

27 %

52 %

I save money

It is better for the environment 

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough

The lifetime will be extended and that will benefit me

Things that are second hand have more character/are unique 9 %

13 %

21 %

28 %

53 %

71 %

THE INCENTIVES TO LIVE CIRCULAR

Repair Things
THE REASON WHY PEOPLE: 

Recycle

PRICE PERSPECTIVE DOMINATES 

71% of the Norwegians repair their things because it 
saves them money. The environmental benefit is also 
highly prioritized but is still secondary to price. Only 
13% state that their incentive is an extended lifetime 

of the product. 

THE UNDERSTANDING OF CIRCULAR BENEFITS 

INCREASE AMONGST NORWEGIANS 

52% of the Norwegians recycle because of the fact that 

it is good for the environment. The result it widely 
improved from last year when only 39% stated that the 
environment were there primary incentive. Also, 3% 

more percentage units said that recycling is a habit 
compared to last year. However, despite the positive 
development, there is still a lot to do. 
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It is better for the environment 

I save money

I get a positive feeling from reusing things

I like that the lifetime of the product will be extended

It is not worth buying new because I will not use it enough

Things that are second hand have more character/are unique 4 %

10 %

29 %

39 %

47 %

61 %

I save money

It is better for the environment 

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough 16 %

37 %

37 %

56 %

70 %

THE INCENTIVES TO LIVE CIRCULAR

Buy Second Hand

Sell Second Hand

THE ENDOWMENT EFFECT AFFECT 
INCENTIVES   

Saving money is the largest incentive for purchasing 
things second hand, while the environmental impact is 

the most important factor when selling things second 
hand. This result follows the theory that you value 
things in your possession higher than you would value 
the price of buying the some thing from someone else,  

known as the endowment effect. (Kahneman et al  
1991). Thus, many feel that they do not get the right 
price for their old things and that the revenue is eaten 

up by shipping costs etc., which makes the price a 
smaller incentive when selling than buying.  

LONGEVITY INTERESTING FIRST  
WHEN IT BENEFITS YOURSELF 

In addition to the results presented above, more 
Norwegians appreciate the fact that a product will 

have a longer life when they buy second hand than 
when they sell second hand. It is interesting that people 
are considering the longevity of the item if it can 
benefit them for a long time, while it is not as attractive 

to give the product a long life in someone else’s home, 
i.e. people are greedy with the benefits of circularity. 

SECOND HAND AND THE CIRCULAR ECONOMY
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I only need the function, not the ownership

It is better for the environment

I like the thought of things being useful when more people take part of them

I will save money

It feels good with fewer things at home

I like sharing my things with others

I like meeting other people in these contexts

I get a positive feeling from co-owning instead of owning 3 %

3 %

6 %

10 %

14 %

20 %

24 %

25 %

ACTUAL OWNERSHIP DECREASES IN 
IMPORTANCE  

When looking at the incentives for co-owning things, 
we find a much welcome result. 25% state that they 

only need the function and not the ownership. This 
number was 19% last year, and the category was then 
ranked as the fourth most important incentive, while it is 
most valued incentive this year. Despite the fact that 

those choosing It is better for the environment  have 
decreased with 6% over the year, it is meaningful that 
people have understood that the the actual ownership 

is not necessary to enjoy the function, since this is the 
pure basis of the Sharing Economy.   

RELUCTANCE TO MEET OTHER PEOPLE 

37% of the Norwegians mean that they rent because 
of the fact that it is not worth buying new products that 
they will not use it enough. 35% rent since it saves 

them money. For both co-owning and renting, the 
interest of meeting other people is extremely low. 
People want the sharing activity to be fast and pain 
free with as little human interaction as possible. This 

reluctance is important to consider when developing 
new sharing platforms.

THE INCENTIVES TO LIVE CIRCULAR

Co-own

Rent from Others

It is not worth buying new because I will not use it enough

I only need the function, not the ownership

I save money

It is better for the environment

I cannot afford to buy certain things

I like the thought of things being useful when more people take part of them

It feels good with fewer things at home

I get a positive feeling from renting things instead of owning them

I like meeting other people in these contexts

It is interesting to take part of other people's things 0 %

1 %

4 %

13 %

15 %

19 %

21 %

35 %

38 %

39 %
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I make money 

It is better for the environment

I like the thought of things being useful when more people take part of them

I like sharing my things with others

It feels good with fewer things at home

I get a positive feeling from renting out things instead of owning them

I like meeting other people in these contexts 3 %

3 %

5 %

11 %

14 %

20 %

25 %

NORMS MATTERS IN THE CIRCULAR 

ECONOMY 

Saving money is the main reason for renting things to 
others, followed by the environmental benefit. Almost no 
one rents to others because it gives them a positive 

feeling. It is noticeable that this kind of behaviour do not 
give people a feeling of doing a good deed in the same 
way as e.g. donating to charity. Overall for the circular 
behaviours, it is clear that norms matter, and it seems 

that norms that creates guilt such as feeling bad about 
throwing different types of garbage in the same can, 
are good incentives to encourage circular behaviours. 

THE INCENTIVES TO LIVE CIRCULAR

Rent to Others
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THE MATURITY OF CIRCULAR MARKETS 
AFFECTS ATTITUDES   

When looking at the categories of what people have 

actually repaired during the past year and what 
people are positive towards repairing, we see a slight 
gap for all product categories, but for some more than 
others. 53% of the Norwegian consumers have 

repaired their old clothes during the past year, while 
68% are positive towards doing so. This is thus the 
smallest gap in the data. The largest gap is between 

those that have actually repaired a washing machine 
during the previous year and those positive towards 

doing so. However, a washing machine, just like for 

example a car, does not need repairing every year, 
which explains the divergence between past behaviour 
and attitudes. When looking at buying second hand, 

furniture and clothes are the most popular purchases. A 
total of 73% are positive towards buying a car second 
hand, while only 19% are positive towards buying a 
used washing machine. Overall, consumers are more 

positive towards buying products second hand when 
there is a more well-established market for this product 
group such as for cars and furniture, than for less 

developed markets such as for washing machines.

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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31 %
36 % 37 %

40 %
47 % 48 %

55 %
60 % 60 % 61 %

68 % 68 % 68 %
73 %

1 %
8 %

16 %

4 %

19 %
23 %

18 %
23 % 21 %

16 %

53 %

30 %
37 %

30 %

Have Repaired Things in the Last Year
Positive to repairation

REPAIRING

BUYING SECOND HAND
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34 %
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1 % 1 %

15 %

24 %

10 % 10 %

33 %

13 %

Have Bought Second Hand in the Last Year
Positive to Buying Second Hand
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6 % 6 % 6 % 7 % 8 % 10 %

15 %
18 %

31 %

41 %
45 %

4 %
0 %

3 % 3 % 3 %
5 % 6 % 6 % 7 %

13 %
11 %

Have Co-owned in the Last Year
Positive to Co-owning
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12 %
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24 %

33 % 33 %
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43 %

55 %
60 %

72 %

1 % 1 % 2 % 1 %
5 %

12 %
5 % 5 %

10 %
5 %

22 %

7 % 10 %

33 %

Have Sold Second Hand in the Last Year
Positive to Selling Second Hand

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

CO-OWNING

CLOTHES AND FURNITURE ARE POPULAR 

SALES 

Furniture and clothes are popular product groups to 
sell second hand. The shares of people selling the 
other product groups are otherwise low. Linens, 

sunglasses, suitcases and irons are in the bottom four, 
both when it comes to attitudes and behaviours.   

DEMAND FOR CO-OWNED TOOLS 

When it comes to co-owning the situation is slightly 
different. Very few want to co-own clothes or a 

computer together with others, which might not be that 
surprising due to privacy and hygiene factors. 
Consumers are most willing to co-own products that 

demand large investments such as a vacation house or 
a car. The exception is tools. Tools is the category most 
co-owned during the previous year (13%), and 41% 

are positive towards co-owning tools in the future. 
Although tools might not be the first thing coming to 
mind when thinking about co-owning, the result is 
reasonable since tools are neither very personal, used 

that often, or poses hygiene risks, which are all 
attributes that favours co-ownership.

SELLING SECOND HAND
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INCREASING WILLINGNESS TOWARDS 

RECYCLING TEXTILES 

The gap analysis regarding recycling looks different than 
for the other circular behaviours. All those 78% that are 
positive towards recycling plastics in the future, have also 
recycled plastics in the past year. We see a similar result 

when looking at glass, light bulbs and batteries. When it 
comes to cardboard, even more than those positive 
towards recycling in the future have recycled in the past. 
An interesting finding is that 65% of Norwegian 

consumers have actually recycled their clothing during 
the past year, and 79% are positive towards doing so. 
Last year, the number for those positive towards recycling 

textiles was 59%. Hence, the number has risen with 
20%. However, it is worth remembering that attitudes 
fluctuates more than behaviours.  

Although a causality cannot be proven, there are 
reasons to believe that the increased knowledge about 
textile recycling due to initiatives from various clothing 

operators, have contributed to this increase and made 
textile recycling more mainstream. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

RECYCLING
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RENTING FROM OTHERS

DECLINING SOCIETAL TRUST HURTS THE 

SHARING ECONOMY 

Very few Norwegians have either rented or rented 
their things to others during the past year. It is clear that 
tools, cars, bikes, and vacation houses are the most 

popular products to rent both from others and to 
others. The least popular products to rent to others are 

cellphones and computers. People are worried about 
this for two reasons. First, they are afraid of getting the 
product back in worse shape, just like all other 

products. Second, they are reluctant to rent these 
products to others since they feel that they are private. 
People do not want others to have access to their 

pictures, web history or contact information. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

RENTING TO OTHERS
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SB Insight have categorized the collected qualitative 
data about experienced obstacles to performing 
circular behaviours below. Since the responds were 
open-ended, the percentage shares below might not 

look vast, but they are important to get a hint about 
factors hindering consumers to live circular. Amongst 
the highest numbers we find that 18% do not rent from 

others simply because they do not have a need to do 

so. However, since we know that people like 
consuming and that demands are constructed, it is 
interest and not need that is missing. Furthermore 
14% feel that the obstacle of renting to others is getting 

the product back in worse shape than before. Also, 
13% are reluctant to buy second hand products due to 
bad quality.

OBSTACLES TO CIRCULAR BEHAVIOUR
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Selling Second Hand Buying Second Hand 
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13% will not repair old things since it is more expensive 
than buying new things. The rest of the numbers on this 
page are to small to have meaningful implications. 
However, they still show us the ranking of perceived 

obstacles. Looking at co-owning, the lack of trust is the 
largest obstacle. If examining the obstacles to recycle, 
we find that the distance to the recycling station is the 

most affecting obstacle for Norwegian consumers. 

OBSTACLES TO CIRCULAR BEHAVIOUR
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13% will not repair old things 

since it is more expensive than 

buying new things.
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JUNIOR MILLENNIALS HAVE MOST  
KNOWLEDGE ABOUT THE CONCEPT 

Norwegian Junior Millennials have the largest 
awareness about the term circular economy if 

comparing age groups, while people between 29-44 
years are the ones mostly familiar with the term. We 
see the same result within the other Nordic countries, 
except in Finland where we can see the opposite trend 

i.e. the older the person, the more knowledge about 
the term circular economy.  

DEMOGRAPHICAL DEVIATIONS 

ARE YOU FAMILIAR WITH CIRCULAR ECONOMY?

Never heard of them Familiar with the term Knows the meaning of the term 

14 %

34 %

52 %
19-28 years 

(Junior-  
Millennials)¹

9 %

45 %

46 %
29-44 years

7 %

26 %

67 %

60-70 years

6 %

27 %

67 %

45-59 years

¹There is no universal definition of the Millennials. Some researches use 

a categorization starting at 1980 and ending in the mid 90’s, while 

other use a different time span starting later in the 80’s or reaches further 

than the 2000’s. The SB INSIGHT definitions is narrowed and consist of 

those born between 1990 until the 2000’s i.e. those between19-28 

years old, which is why we call the group Junior Millennials. The reason 

for this categorization is to investigate circular behaviours amongst 

groups with different consumption patterns, and since those born before 

the 90’s are likely to have entered the working force, many born after 

the 90’s are still students and/or work in insecure employments. No 

matter what, they are likely to have different consumption patterns than 

older Millennials that are fully integrated in the working force.
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DEMOGRAPHICAL DEVIATIONS 

THE OLDER GENERATIONS PLACE LARGER 
WEIGHT ON INDIVIDUAL ACTION 

When looking at the perceived responsibility to live 

circular, we find an interesting age divergence. The 
older you get, the more responsibility Norwegians put 
on citizens themselves. Amongst the Junior Millennials, 
i.e. the youngest age group,  62% think that living 

circular is mainly up to the citizen themselves, while in 
the oldest group between 60-70 years old, 83% think 
that it is mainly the responsibility of citizens. Instead, 

Junior Millennials place larger responsibility on the 
government & municipalities. This result could partly 
correlate with the level of impact thinking, which would 
mean that developing your impact thinking as you get 

older means that you understand the responsibility of 
individual action and therefore place more 
responsibility on citizens themselves. 
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DEMOGRAPHICAL DEVIATIONS 

60-70 YEAR OLDS MOST  
POSITIVE TO REPAIRING 

Examining the attitudes of the different age groups help 
us understand that the oldest age group is the one that 

is most positive out of all the groups. The result rests on 
two factors. First, there is a stronger norm amongst 
people in this group to fix their own things. Second, 

younger generations seem to be “lazier” in that sense 
that they state more often that they do not behave 
circularly due to lack of energy.  Looking at the actual 
behaviour instead of attitudes, the divergence between 

the age groups is not as strong, but still existing. 
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DEMOGRAPHICAL DEVIATIONS 

JUNIOR MILLENNIALS SHOP MOST  
THINGS SECOND HAND 

The younger you are, the more gadgets you buy second 

hand. 58% of the Junior Millennials have bought things 
second hand more than 3 times in the past year. Several 
factors contribute to this trend. First, younger people tend 
to have less money than the other age groups meaning 

that there is an economic incentive to buy things second 
hand. Second, the Junior Millennials is the most digital 
group out of the ones above, and are therefore 

connected to more platforms than the other age groups. 

19-28 år

29-44 år

45-59 år

60-70 år 7 %

11 %

9 %

11 %

7 %

13 %

11 %

13 %

14 %

16 %

32 %
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29 %

32 %
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26 %

19 %

11 %

Never 1-2 times 3-5 times 6-10 times More than 10 times

BUY SECOND HAND
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DEMOGRAPHICAL DEVIATIONS 

MEN MORE ENGAGED IN RENTAL MARKET   

Our data shows that women are generally more 
positive towards the different aspects of circular 
behaviour and also live more according to these 

attitudes. However, when it comes to renting to others 
and renting from others, we see the opposite trend. 
Men have rented more things to others and from others 
in the past year. There are several plausible 

explanations for this result. Either men do not care as 
much as women about ownership, which would be 
surprising. Or could it be that the men, according to 

existing stereotypes, are more interested in the product 

groups that are the most rented items such as tools and 
cars? Or does the results rely on some sort of 
bromance culture, where men rent things to each other 
to validate each other? Well, the answer is still open 

for interpretation, but it is very interesting to speculate 
about since renting/renting to others are the only 
behaviours where men show stronger support of a 

circular economy than women. Also, men and women 
tend to co-own as much as each other, meaning that 
we find no gender division regarding this parameter. 
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SUMMARY NORWAY
Below is a summary of key results from the Norwegian market. The implications 
and insights based on this data can be found in the final chapter of this report. 

CIRCULAR ATTITUDES  
ARE IMPROVING 

Norwegians have more positive 
attitudes towards reducing their 
consumption than in last year’s 

study. Also, the attitudes towards 
sharing behaviours such as 
renting things from others and  

co-owning are improving, even if 
many are still sceptical about 
these type of behaviours.  

CITIZENS MOSTLY 

RESPONSIBLE, FOLLOWED 
 BY THE STATE 

75% of the Norwegian consumers 
think that the citizens themselves 
are mainly responsible for 
adopting a circular lifestyle. Also, 

37% state that the government & 
municipalities are mainly 
responsible, while only 28% say 
that encouraging circular 

behaviours is up to companies.  

THE MATURITY OF MARKETS 
AFFECTS BEHAVIOUR 

The Norwegians are more positive 
towards buying things second 
hand when there is a developed 

market for the specific product 
group, such as for cars and 
furniture, than for markets that are 

not as developed, such as for 
washing machines. 

TEXTILE RECYCLING 

BECOMES MORE 
MAINSTREAM 

In Norway, the attitudes towards 
recycling textiles have improved 

over the past year, and 65% have 
actually recycled their clothes in 
the previous year. It seems like 
initiatives on the area of textile 

recycling have paid off and that 
recycling your clothes is becoming 
more and more mainstream. 

YOUNGER CONSUMERS 

THINK INDIVIDUALS BEAR 
LESS RESPONSIBILITY 

The younger you are, the less 
responsibility Norwegians think 

that citizens have themselves in 
order to live circular. Also, the 
younger you are, the more 
responsibility you allocate to the 

government and municipalities.  

WOMEN OVERALL MORE 

CIRCULAR, BUT MEN 
ENGAGED IN RENTING 

Norwegian women generally 
show more positive attitudes 

towards circular behaviours than 
men. Also, women perform the 
actual circular behaviours more 
frequently. However, men are 

more engaged in renting things to 
others and renting things from 
others than women. 
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THE ATTITUDE TOWARDS CIRCULAR BEHAVIOURS

INCREASED POSITIVISM TOWARDS  
DECREASED CONSUMPTION PATTERNS 

Danes are overall positive or open towards circular 

behaviours although it differs between the different 
circular behaviours. Recycling is the most popular 
activity, followed by repairing things and selling things 
second hand. On a very positive note, the share of 

those who are negative towards reducing their overall 

consumption have decreased from 29% to 21% and 

the share that is positive towards reducing consumption 
have increased with 2%.  Despite the fact that this 
result shows the development of attitudes and not 

actual behaviour, it shows us that consumers are 
starting to understand the importance and benefits of 
changing their consumption patterns. 

Reduce consumption

Repairing Things

Buying Second-Hand

Selling Things Second-Hand

Recycling

Renting Things from Others

Renting Things to Others

Co-owning 18 %

16 %

31 %

76 %

66 %

50 %

69 %

28 %

38 %

34 %

44 %

19 %

26 %

36 %

26 %

51 %

43 %

50 %

24 %

5 %

8 %

14 %

5 %

21 %

Negative Open To the Concept Positive

ATTITUDES

DANES ARE VERY SKEPTICAL TOWARDS  
RENTING THEIR THINGS TO OTHERS  

✓ The shares of negative consumers are not high 
overall. However, when looking at the concepts 
related to the Sharing Economy such as renting from 

others, renting to others and co-owning, the Danish 
consumers are sceptical, especially when it comes 
to renting things to others. 50% are directly negative 
towards renting things to others. 

✓ Repairing things and recycling stand out since these 
categories have both the top two largest shares of 
positive consumers and the top two smallest shares 

of negative consumers. 

✓ Danes are overall positive towards selling their 
things second hand, while about 16% fewer are 

positive towards buying things second hand. This 
result can be explained by the fact that the 
consumers are more positive towards circular 
behaviours connected to earning money/saving 

their current economic resources than to  
activities where they have to pay others. The 
exception is rental procedures. In that case, people 

rather rent from others than rent to others, despite 
the fact that renting to others means earning money.  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REAL-LIFE CIRCULAR BEHAVIOURS

SHARING MODELS ARE CHALLENGING, BUT 
RECYCLING HABITS KEEP INTACT 

Looking at actual behaviours instead of attitudes brings 

us closer to a real perception of the Danish market for 
circular economy. A lot of Danes have never engaged 
in the Sharing Economy during the past year. 32% 
have never sold things second hand, 59% have never 

rented things from others, and 84% have never rented 
things to others. This is despite the fact that new sharing 
platforms are developed more than ever before. It is 

easy to see that recycling is the most common 
behaviour amongst Danes; 50% have recycled more 
than 10 times during the past year. This is very similar 
to the number from last year’s study.  

Performing a circular behaviour more than 10 times 
over year makes you a Change Maker. 18% of the 

Danes have repaired things more than 10 times and 
15% have bought second hand more than 10 times 
over the past year. 

Recycled

Repaired Things

Bought Second-Hand

Sold Things Second-Hand

Rented Things from Others

Rented Things to Others
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ZOOMING IN ON CO-OWNING

POSITIVE AND NEGATIVE DEVELOPMENTS 
COUNTERACT EACH OTHER 

When looking at the 2017 and 2018 results regarding 
the share of Danish consumers that are actively co-
owning things together with others, the development is 

flat. 16% were actively co-owning something last year, 
while 84% were not, and we find the exact same 
numbers this year. While one would have hoped for a 

positive development, it is noteworthy that in Sweden 
and Norway, the development is negative. It seems like 
in Denmark, the negative development due to 
declining trust in fellow citizens, and the positive 

development due to the start-up of new initiatives, 
counteract each other. 

Yes (16%) No (84%)

16%

% OF PEOPLE ACTIVELY  
CO-OWNING WITH OTHERS

No (84%) Yes (16%)

16%

2018

2017
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THE RESPONSIBILITY FOR CIRCULAR BEHAVIOURS

CITIZENS THEMSELVES ARE MOST  
RESPONSIBLE FOR LIVING CIRCULAR  

78% of the Danes think that citizens bare the largest 
responsibility in order to live circularly. They consider 

that things as recycling and co-owning are decisions 
that should be made by individuals. However, 30% 
state that companies are responsible for circular 
behaviours. Note that the respondents could answer as 

many options as wanted. When recognizing 
companies’ large responsibilities people have both 
negative and positive thoughts in mind. On one note, 
companies have large possibilities since they are 

perceived greedy and have enormous resources, 
which forces them to take responsibility. On the other 
hand, many consider companies to be responsible for 
circular behaviours because they are more innovative, 

have less restrictions than state institutions, and have 
the possibility to be daring actors. Very few consider 
the EU, NGOs, The UN and the academia to be 
mainly responsible for circular behaviours. Those 

actors are often perceived to be too far away to be 
able to impact consumer behaviour.

0 %

25 %

50 %

75 %

100 %

Citizens Companies The government  
& municipalities

NGOs The EU Scientists  
& academia

The UN

1 %2 %
6 %8 %

22 %

30 %

78 %

WHO IS RESPONSIBLE FOR  
MAKING PEOPLE LIVE MORE CIRCULARLY?  
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It is better for the environment

It feels wrong to throw it with regular garbage or waste

I think the recycled things will come to better use

I get a positive feeling from recycling things

It is a habit 12 %

12 %

18 %

32 %

47 %

I save money

It is better for the environment 

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough 12 %

35 %

37 %

46 %

64 %

THE INCENTIVES TO LIVE CIRCULAR

Repair Things
THE REASON WHY PEOPLE: 

Recycle

SAVING MONEY IS THE HIGHEST PRIORITY 

60% of the Danish consumers repair things because it 
will save them money, but 43% actually repairs for the 
sake of the environment. The fewer consumers who focus 
on the economic incentive to repair, the better, since it is 

often cheaper to buy new products than to repair old 
ones, which erodes the argument of saving money. 

RECYCLING IS SLOWLY ON THE WAY  
OF BECOMING NORMATIVE BEHAVIOUR 

47% of the Danish consumers recycle due to the 
environmental benefit of doing so. Furthermore, 32% 
recycle because it feels wrong to throw it with regular 
garbage or waste, and 12% recycle out of habit. It seems 

that recycling are becoming increasingly normative, but 
there is still a long way to go, especially when it comes to 
recycling product groups that are not household waste. 
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I save money

It is better for the environment 

I get a positive feeling from reusing things

Things that are second hand have more character/are unique

I like that the lifetime of the product will be extended

It is not worth buying new because I will not use it enough 13 %

14 %

21 %

28 %

42 %

69 %

It is better for the environment 

I save money

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

Things that are second hand have more character/are unique

It is not worth buying new because I will not use it enough 4 %

4 %

31 %

36 %

44 %

47 %

THE INCENTIVES TO LIVE CIRCULAR

Buy Second Hand

Sell Second Hand

THE ENVIRONMENTAL ASPECT IS MORE  
IMPORTANT WHEN SELLING THAN BUYING 

Danes have different incentives to buy second hand than 
to sell second hand. While saving money is the largest 
reason for purchasing things second hand, the 

environmental impact is the most important factor when 
selling old things. This result follows the theory that you 
value things in your possession higher than you would 

value the price of buying the some thing from someone  

else, known as the endowment effect. (Kahneman et al  
1991). This makes people think that other will not pay 
the appropriate price for their old things anyways, 
especially not when you consider shipping costs. This 

makes the economic incentive to decrease in importance.  

SECOND HAND AND THE CIRCULAR ECONOMY
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I will save money

It is better for the environment

I like the thought of things being useful when more people take part of them

I only need the function, not the ownership

It feels good with fewer things at home

I get a positive feeling from co-owning instead of owning

I like sharing my things with others

I like meeting other people in these contexts 2 %

4 %

6 %

6 %

8 %

9 %

21 %

28 %

It is not worth buying new because I will not use it enough

I cannot afford to buy certain things

It is better for the environment

I save money

I only need the function, not the ownership

It feels good with fewer things at home

I get a positive feeling from renting things instead of owning them

I like the thought of things being useful when more people take part of them

I like meeting other people in these contexts

It is interesting to take part of other people's things 0 %

0 %

3 %

5 %

6 %

9 %

9 %

11 %

12 %

13 %

DANES DO NOT WANT TO INTERACT  
WHEN SHARING 

The overall numbers related to renting things from 
others are rather low, but not using a product enough 
is the main reason for renting things from others. The 

price dimension is not as relevant here. For both co-
owning and renting, the interest of meeting other 
people is extremely low. People want the sharing 

activity to be fast and pain free with as little human 
interaction as possible. This is important to consider 
when developing new sharing mechanisms.  

OWNERSHIP IS IMPORTANT 
FOR DANES 

Saving money is the most important incentive to co-own 
things with others, even though it lost importance 
amongst Danish consumers since 2017. 21% also state 

that the largest incentive to co-own things is the 
environment. Only 8% of the Danes consider that they 
only need the function and not the ownership. 

Ownership is still an important factor which hinders 
sharing models. 

THE INCENTIVES TO LIVE CIRCULAR

Co-own

Rent from Others
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THE ENVIRONMENT IS THE LARGEST  
INCENTIVE TO RENT TO OTHERS  

The environment is the main incentive to rent to others, 
even though not many rented to others during the 
previous year. Only margins after the importance of 

the environment, we find the importance of saving 
money. Not many claim that they rent because they like 
sharing things with others, or that it feels better with 
fewer things at home.  

THE INCENTIVES TO LIVE CIRCULAR

Rent to Others

It is better for the environment

I make money 

I like the thought of things being useful when more people take part of them

I get a positive feeling from renting out things instead of owning them

I like sharing my things with others

It feels good with fewer things at home

I like meeting other people in these contexts 2 %

4 %

6 %

7 %

11 %

14 %

14 %
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DANES REPAIR THEIR BIKES AND BUY CLOTHES 
AND FURNITURE SECOND HAND  

In the charts below we can study the product groups 

that Danish consumers have repaired and/or bought 
second hand during the past year, as well as what 
product groups they are positive towards consuming in 
the future. Many of the Danish consumers have 

actually repaired their clothes, their car or their bike 
during the previous year, but it has been less popular 

to repair e.g. computers and cameras. It is worth 

noticing that all product groups below do not need 
reparation every year, which causes an increased gap 
between behaviours and attitudes. 65% of the Danes 

are however positive towards repairing their bikes 
instead of buying new ones. When it comes to buying 
second hand, most consumers are positive towards 
buying furniture and cars, while clothing is the most 

actually bought product group in the last year. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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Have Repaired Things in the Last Year
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REPAIRING

BUYING SECOND HAND
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PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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Have Co-owned Things in the Last Year
Positive to Co-owning Things

TOOLS TOP THE PRODUCTS  
THAT ARE MOSTLY CO-OWNED 

The most popular product groups to co-own are vacation 
houses, tools and cars. However, extremely few have 
co-owned one of these products during the previous year. 
The most popular thing to co-own with others are in fact 

tools, which 10% of the Danes have co-own during the 
past year. It is reasonable that products that demands 
large-scale investments such as vacation houses and cars 

are in the top three list, since the largest incentive to  
co-own something is saving money. In other words, it is 
more affordable to buy a bike on your own than to buy a 
vacation house on your own. 

4%

3%

CO-OWNING
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FEW RECYCLE ELECTRONIC DEVICES,  
BUT TEXTILE RECYCLING BECOMES  
MORE COMMON 

The gap analysis regarding recycling looks different 
than for the other circular behaviours. Instead of just 

showing circular attitudes, people have actually 
recycled batteries, plastics, cardboard, and glass 
almost as much/or more than what is expected by their 
future attitudes. Also, 69% are positive towards 

recycling their clothes, and 63% have actually done so 
within the past year. However, few still recycle their 
electronic waste.
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PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

RECYCLING
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Have Rented Things in the Last Year
Positive to Renting Things

RENTING FROM OTHERS

PRIVACY, HYGIENE AND PRODUCT QUALITY 

IMPORTANT FOR THE RENTAL MARKET 

The number of Danes that have rented products to 
others during the past year is very low. Renting from 
others is slightly more popular. 18% have rented a 

vacation house during the previous year, although 51% 
are positive to doing so in the future. The most popular 
object to rent to others are tools, which makes sense 

since tools are not personal, cannot be damaged 
easily, and are not related to personal hygiene. People 
are very afraid that products they rent to others will not 

be returned in the same quality, which is one reason 
why people are negative towards renting their 
computer, cellphone, and clothes to others. Another 

reason in regards to computers and cellphones is 
evidently privacy. 

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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SB Insight have categorized the collected qualitative 
data about experienced obstacles to performing 
circular behaviours below. Since the responds were 
open-ended, the percentage shares might not look 

vast, but they are important to get a hint about factors 
hindering consumers to live circular. The largest 
obstacles towards buying second hand is a perceived 

bad quality, while the largest obstacle for renting to 
others is the risk of getting the product back in worse 
shape than it was before. The other numbers on this 
page are to low to have meaningful results.

OBSTACLES TO CIRCULAR BEHAVIOUR

0 %

5 %

10 %

15 %

20 %

Bad quality Unreasonable  
prices

Time  
constraints

2 %

6 %

13 %

0 %

5 %

10 %

15 %

20 %

Get back in 
 worse shape

Takes too  
much effort

Lack platform

2 %
3 %

15 %

0 %

5 %

10 %

Bad supply Expensive

5 %
6 %

0 %

2 %

4 %

6 %

8 %

10 %

Takes too 
 much effort

Too bad  
quality to sell

Laziness Time constraints

1 %2 %

3 %

7 %

Selling Second Hand Buying Second Hand 

Renting to others Renting from others 
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The largest obstacle for any of the circular behaviours, 
is that it is cheaper to buy new things than to repair 
your old things. 32% of the Danish consumers state 
that this has hindered them from repairing before. 

Looking at recycling, we see that the distance to the 
recycling station is the largest obstacle. Also 8% state 
that recycling takes too much effort and 1% mean that 

they do not recycle out of laziness, which is practically 
the same thing. The issue of co-owning is the most 
problematic factor when co-owning. 

OBSTACLES TO CIRCULAR BEHAVIOUR

Repairing

0 %

5 %

10 %

15 %

20 %

Distance to  
recycling station

Takes too  
much effort

Time  
constraints

Laziness

1 %
2 %

8 %
10 %

0 %

2 %

4 %

6 %

8 %

10 %

The issue of  
responsibility

Takes too  
much effort

6 %

7 %

0 %

10 %

20 %

30 %

40 %

Cheaper to buy  
new things

Lack of  
knowledge/skills

Time  
constraints

3 %

9 %

32 %

Co-owning Recycling

The largest obstacle to repair 

things is the cost
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STRONG AGE DEVIATIONS IN ALL  
COUNTRIES EXCEPT DENMARK 

In all the other Nordic countries, the knowledge about 
the term circular economy is dependent on age. In 

Sweden and in Norway, the Junior Millennials have 
most knowledge about the concept, while in Finland it is 
the other way around. Denmark stands out in this data 
since there are no large age differences when it comes 

to the knowledge about Circular Economy. The oldest 
group, i.e. those between 60-70, knows slightly less 
about Circular Economy, but there are no meaningful 

deviations, which is an interesting result in itself.   

DEMOGRAPHICAL DEVIATIONS 

ARE YOU FAMILIAR WITH CIRCULAR ECONOMY?

Never heard of them Familiar with the term Knows the meaning of the term 

10 %

29 %

61 %

19-28 years 
(Junior-  

Millennials)¹

11 %

30 %
59 %

29-44 years

6 %

25 %

69 %

60-70 years

8 %

31 %

62 %

45-59 years

¹There is no universal definition of the Millennials. Some researches use 

a categorization starting at 1980 and ending in the mid 90’s, while 

other use a different time span starting later in the 80’s or reaches further 

than the 2000’s. The SB INSIGHT definitions is narrowed and consist of 

those born between 1990 until the 2000’s i.e. those between19-28 

years old, which is why we call the group Junior Millennials. The reason 

for this categorization is to investigate circular behaviours amongst 

groups with different consumption patterns, and since those born before 

the 90’s are likely to have entered the working force, many born after 

the 90’s are still students and/or work in insecure employments. No 

matter what, they are likely to have different consumption patterns than 

older Millennials that are fully integrated in the working force.
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DEMOGRAPHICAL DEVIATIONS 

OLDER GENERATIONS MORE POSITIVE 
TOWARDS CUTTING DOWN ON 

CONSUMPTION AND REPAIRING THINGS 

The Junior Millennials (1-28 years old) are the group 

most reluctant to decrease their consumption and to 
repair things. The two oldest generations, i.e. 45-59 
years old and 60-70 years old, are most into repairing 

things, which depends partly on a shift in consumer 
behaviour between the generations. The older 
generations are more used to repairing their products, 
while younger generations have learnt to consume 

new gadgets when old one breaks. 

19-28 years

29-44 years

45-59 years

60-70 years 41 %

35 %

20 %

20 %

56 %

55 %

54 %

49 %

20 %

11 %

26 %

31 %

Negative Open Positive

REDUCE CONSUMPTION

REPAIR

19-28 years

29-44 years

45-59 years

60-70 years 77 %

78 %

62 %

52 %

17 %

22 %

32 %

39 %

6 %

6 %

9 %

Negative Open Positive
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DEMOGRAPHICAL DEVIATIONS 

58 %
32 %

11 %

74 %

20 %

6 %

Negative Open Positive

INCOME EFFECTS THE ATTITUDE  
TOWARDS BUYING SECOND HAND 

When it comes to the attitude of buying second hand, 
we can see slight differences depending on income. 
The income group most positive to buying second hand 
are those earning between 200k-399DKK. 

Remembering that money was the main incentive to 
shop second hand, those with higher wages are not 
affected by this incentive as much as others since they 

can afford new things. Those with a pay check below 
200DKK might not have an economic possibility for 
excess consumption whatsoever, and therefor buy less 
second hand. But those between 200DKK and 

399DKK have enough resources for some excess 
shopping, but are still affected by the economic 
incentive to buy second hand instead of new products.  

Women Men

BUYING SECOND HAND

0 %

25 %

50 %

75 %

100 %

-200DKK 200k- 
399DKK

400k- 
599DKK

600DKK

47 %
37 %

62 %
51 %

30 %50 %

29 %

33 %

23 %
13 %9 %

16 %

Negative Open Positive

Income

DANISH WOMEN ARE OFTEN MORE 

CIRCULAR THAN MEN 

Women often show more positive attitudes and 
stronger behavioural commitment to live circular. 
In our data, women are generally more positive 

towards the different aspects of circular 
behaviour and also live according to these 
attitudes more frequently. We find a clear 
example when looking at the attitudes towards 

buying second hand products. 74% of the 
Danish women are positive towards buying 
second hand while only 6% are negative. For 

men, 58% are positive, while 11% are negative.  
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DEMOGRAPHICAL DEVIATIONS 

RECYCLING

RENTING FROM OTHERS

19-28 years

29-44 years

45-59 years

60-70 years 63 %

57 %

41 %

34 %

17 %

22 %

10 %

6 %

7 %

10 %

26 %

42 %

9 %

9 %

19 %

11 %

4 %

1 %

5 %

6 %

Never 1-2 times 3-5 times 6-10 times More than 10 times

MEN ARE MORE ACTIVE RENTERS 

As we have seen on the previous page, women often 
show more positive attitudes and stronger behavioural 
commitment to live circular. However, when it comes to 

renting things from others, we find the opposite trend. 
Men have rented more things to others and from others 
in the past year. Note that this results builds on the share 

that have rented 1 time or more during the past year. 
There are several plausible explanations for this result. 
Maybe, men are stereotypically more interested in tools  

and cars, which are amongst the most rented product 
groups. The result could also originate from some kind of 
bromance culture, were men rent things to each other to 

validate each other. No matter what, the result is 
interesting since renting behaviours are the only 
behaviours where men show stronger support of the 
circular economy than women. It is worth adding, that 

there are no interesting gender diversions when it comes 
to co-owning.

OLDER DANES RECYCLE MORE 

In Denmark, the older you get, the 
more you recycle. Junior Millennials 

have recycled >10 times a fewer 
amount of times than the other 
groups. However, it is important to 
remember that 42% of the Junior 

Millennials have actually recycled  
3-5 times during the past year.

Never

1-2 times

3-5 times

6-10 times

More than 10 times 1 %

2 %

8 %

25 %

64 %

1 %

2 %

6 %

36 %

55 %

Men Women

9 %

0,6%
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SUMMARY DENMARK
Below is a summary of key results from the Danish market. The implications and 

insights based on this data can be found in the final chapter of this report. 

POSITIVE TOWARDS REDUCED 
CONSUMPTION, NEGATIVE 

TOWARDS RENTING 

The Danes’ attitudes towards 
reduced consumption have 
improved between 2017 and 
2018. However, Danes are 

sceptical towards sharing 
behaviours, especially when it 
comes to renting things to others. 
In fact, half of the Danish 

consumers are directly negative 
towards renting to others.   

PLAIN DEVELOPMENT 
REGARDING CO-OWNING 

In similarity to last year, 16% of 
the Danish consumers co-own 

things together with others. The 
plain development depends on a 
counteraction of two trends. First, 
dealing trust in fellow citizens 

reduce the incentives to co-own. 
Second, the variety of upcoming 
co-owning initiatives increase the 

incentives to co-own.  

WOMEN ARE MORE 
CIRCULAR THAN MEN 

Danish women are more circular 
than men if looking at attitudes 
and behaviours. The gender gap 

is especially large when looking at 
attitudes towards buying second 
hand products. 75% of the women 

are positive towards buying 
second hand in comparison to 
58% of the men. However, men 
rent more things than women.  

THE LARGEST OBSTACLE  
IS NEW CHEAPER PRODUCTS 

When looking at the obstacles to 
perform different circular 
behaviours, one factor stands out. 

32% of the Danish consumers 
state that they do not repair their 
things because of the fact that 

buying new products are much 
cheaper.  

YOUNGER DANES ACT LESS 

CIRCULAR THAN OLDER 
GENERATIONS 

The Junior Millennials, i.e. those 
between 18-29 years old, are the 

group most negative towards 
reducing their consumption, the 
least positive about repairing their 
things, and also the group that are 

the least frequent recyclers.the 
past year, men make up the 
morepart. 

CITIZENS MOST 

RESPONSIBLE FOR LIVING 
CIRCULAR 

78% of the Danes think that 
citizens themselves are mainly 

responsible for adopting circular 
lifestyles. Furthermore, 30% state 
that companies are primarily 
responsible to get people to live 

circular.  
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THE ATTITUDE TOWARDS CIRCULAR BEHAVIOURS

Reduce consumption

Repairing Things

Buying Second-Hand

Selling Things Second-Hand

Recycling

Renting Things from Others

Renting Things to Others

Co-owning 16 %

19 %

37 %

79 %

70 %

54 %

70 %

54 %

40 %

39 %

38 %

18 %

26 %

32 %

27 %

37 %

43 %

41 %

26 %

3 %

4 %

13 %

3 %

8 %

Negative Open To the Concept Positive

POSITIVE TOWARDS RECYCLING AND  
NEGATIVE TOWARDS CO-OWNING 

✓ 70% of the Finns are positive towards both 
repairing and selling second hand, while 54% are 
positive towards buying second hand. Also, 13% 

are negative towards buying second hand, which is 
larger number than for repairing things and selling 
things second hand. The reason why people are 

more negative towards buying than selling is that 
many consider second hand products to have bad 
quality or that the supply is inadequate. It is also 
connected to the fact that selling second hand 

means earning money while buying second hand 
means losing money. 

✓ According to Finns, renting things from others is 

more interesting than renting things to others. While 
26% are directly negative towards renting from 
others, 41% are negative towards renting from 
others. This is mainly due to fear that your things will 

be returned ruined or with degraded quality.  

✓ Co-owning is the least popular behaviour in Finland. 
43% of Finns are negative towards co-owning and 

only 16% are positive towards it.

FINNS ARE MORE POSITIVE TO REDUCING  
OVERALL CONSUMPTION THAN IN 2017 

The Finnish population are generally positive to circular 
behaviours, especially when it comes to recycling, 
repairing things and selling things second hand. Also, if 

looking at the attitudes towards reducing general 
consumption, the numbers look better in 2018 than in 
2017. This year, 54% of the Finnish consumers are 

positive towards reducing consumption, while the 
number was 49% last year. The behaviours connected 
to the Sharing Economy such as renting, renting to 
others, and co-owning is by far least popular. 

ATTITUDES
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REAL-LIFE CIRCULAR BEHAVIOURS

SECOND HAND SHOPPING MOST PERFORMED 
ACTIVITY AMONGST CHANGE MAKERS 

Just as when looking at attitudes, it is evident that when 

looking at actual behaviour, the behaviours related to the 
Sharing Economy are the least common to perform, 
despite the development of new sharing platforms. 74% 
of Finns have not rented things to others during the past 

year, and 65% have not rented things from others in the 
same period of time. Repairing is the most common 
behaviour if considering those who have performed an 

activity more than 3 times in one year. However, if only 
looking at the Change Makers, i.e. those who have 
performed a certain activity more than 10 times in one 
year, buying second hand is the most common behaviour.  

Repaired Things

Bought Second-Hand

Sold Things Second-Hand

Rented Things from Others

Rented Things to Others 1 %

1 %

8 %

18 %

16 %

2 %

1 %

5 %

11 %

19 %

5 %

6 %

27 %

18 %

35 %

17 %

27 %

33 %

34 %

25 %

74 %

65 %

28 %

18 %

5 %

Never 1-2 times 3-5 times 6-10 times More than 10 times

AMOUNT OF TIMES DURING THE LAST YEAR  

THAT PEOPLE HAVE…
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ZOOMING IN ON RECYCLING & CO-OWNING 

FINNS ARE REGULAR RECYCLERS 

Recycling is the circular behaviour that is most 
integrated within the Finnish society. 60% of Finnish 
consumers have recycled more than 10 times in the 

past year. Also, only 10% recycle never or rarely, 
which is a low number compared to other circular 
activities. Although this result is welcome, 39% of Finns 
still recycle less than 10 times a year, which is clearly 

not sufficient for all household waste to be properly 
recycled, much less anything else. 

42 %18 %29 %10 %

Never or rarely 3-10 times 11-30 times More than 30 times

AMOUNT OF TIMES DURING THE LAST YEAR  
THAT PEOPLE HAVE RECYCLED

Yes (18%)
No (82%)

18%

% OF PEOPLE ACTIVELY  

CO-OWNING WITH OTHERS

No (81%)
Yes (19%)

A PLAIN DEVELOPMENT OF CO-OWNERSHIP   

The share of Finns that presently co-own something has 

decreased with one percentage this year compared to 
2017. This development is too small to have meaningful 
implications. However, it is interesting to mention since 
co-owning decreased in Sweden and Norway, and 

have stayed the same in Denmark between 2017 and 
2018. It seems like the negative trend in sharing markets 
due to declining trust is counteracted by the positive 

trend following the development of new platforms 
and initiatives related to the Sharing Economy.19%

20
18

20
17
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THE RESPONSIBILITY FOR CIRCULAR BEHAVIOURS

CITIZENS THEMSELVES ARE MOST 
RESPONSIBLE FOR ACHIEVING A CIRCULAR 
ECONOMY  

A vast share (82%) of Finnish consumers thinks that 
citizens are mainly responsible for having a circular 
lifestyle themselves. Also, 41% consider companies to 

have the main responsibility in order to get people to 
live circular, while only 22% think that the government 
and municipalities should be held mostly responsible. 
The reason why so many hold companies rather than 

the government responsible is twofold. First, companies 
are seen as actors that impose negative environmental 
effects on the Finnish society to a larger extent than 

governments. Therefore, they are appreciated to have 
the responsibility for solving ”their environmental mess”. 

Second, consumers think that companies are more 
innovative, daring and less restricted than state 

institutions, making it possible for them to influence 
people’s lifestyles. Few Finns blame institutions like The 
EU or the UN, since their own individual behaviour 

seems to be far away from the actions of international 
bodies like these.

0 %

25 %

50 %

75 %

100 %

Citizens Companies The government  
& municipalities

The EU NGOs Scientists & academia The UN

0 %1 %
5 %5 %

22 %

41 %

82 %

WHO IS RESPONSIBLE FOR  
MAKING PEOPLE LIVE MORE CIRCULARLY?  



06

102

THE INCENTIVES TO LIVE CIRCULAR

Repair Things
THE REASON WHY PEOPLE: 

Recycle

PRICE STILL MOST IMPORTANT 

60% of Finns repair things since it saves them money. 
This is kind of problematic since it means that people 
stop repairing things if it is cheaper not to. Luckily, 
43% also state state they repair due to its 

environmental benefit. 

THE ENVIRONMENT IS THE MAIN INCENTIVE 
TO RECYCLE 

77% of Finnish consumers recycle because it is better for 
the environment. Also, a much welcome result is that 

63% of Finns state that it feels wrong to throw recyclable 
products in the regular garbage and 29% mean that it is 
a habit to recycle. Hence, recycling is becoming more 
mainstream and more normative.

I save money

It is better for the environment 

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough 19 %

24 %

27 %

43 %

60 %

It is better for the environment

It feels wrong to throw it with regular garbage or waste

I think the recycled things will come to better use

It is a habit

I get a positive feeling from recycling things 23 %

29 %

34 %

63 %

77 %
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I save money

It is better for the environment 

It is not worth buying new because I will not use it enough

I get a positive feeling from reusing things

I like that the lifetime of the product will be extended

Things that are second hand have more character/are unique 5 %

14 %

16 %

28 %

37 %

67 %

THE INCENTIVES TO LIVE CIRCULAR

Buy Second Hand

Sell Second Hand

DIFFERENT INCENTIVES FOR   
BUYERS AND SELLERS  

The difference between the incentives to buy and to 
sell second hand is apparent in Finland. When buying 

products, saving money is clearly a stronger argument 
than when selling things second hand, since sellers 
often experience that they will not get the appropriate 
value in return for their things, due to e.g. shipping 

costs but also due to sentimental value, which raise 
their estimated value of the product more than it does 
for buyers. This effect is called the endowment effect.   

SELLERS WANT TO FEEL ALTRUISTIC  

While 28% of the sellers prioritize that the life of the 
product will be longer if selling second hand, only 14% 
of buyers state that the longevity of the product is 

important for them. Hence, just as the environmental 
aspect is more important to sellers, incentives 
perceived as good deeds such as considering the 
longevity of an item, are more important for those 

feeling like they have made an altruistic choice; in this 
case the sellers. 

SECOND HAND AND THE CIRCULAR ECONOMY

It is better for the environment 

I save money

I like that the lifetime of the product will be extended

I get a positive feeling from reusing things

It is not worth buying new because I will not use it enough

Things that are second hand have more character/are unique 5 %

13 %

27 %

28 %

36 %

43 %
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I will save money

It is better for the environment

It feels good with fewer things at home

I like the thought of things being useful when more people take part of them

I like sharing my things with others

I only need the function, not the ownership

I get a positive feeling from co-owning instead of owning

I like meeting other people in these contexts 2 %

3 %

5 %

5 %

9 %

14 %

23 %

35 %

THE ECONOMIC INCENTIVE HAVE LOST  
IMPORTANCE OVER THE PAST YEAR  

35% of the Finnish consumers co-own something 
because it saves them money, while 23% do it for the 
sake of the environment. Even though it would be better 
if the result was the other way around, the fact that 

those who stated that they would save money have 
decreased from 44% last year to 35% this year. 
However, only 5% of consumers have stated that they 

only need the function and not the ownership, which is 
the pure basis of the Sharing Economy. 

HUMAN INTERACTION IS NOT DEMANDED 

When renting things from others, it is most often due to 
the fact that people do not want to buy something they 

do not use frequently. 25% also rents since it saves them 
money. Just as with all sharing behaviours, meeting 
other people is not an incentive at all, or maybe even 

an incentive not to rent/rent to others/co-own.  

THE INCENTIVES TO LIVE CIRCULAR

Co-own

Rent from Others

It is not worth buying new because I will not use it enough

I save money

It is better for the environment

I cannot afford to buy certain things

It feels good with fewer things at home

I only need the function, not the ownership

I like the thought of things being useful when more people take part of them

I get a positive feeling from renting things instead of owning them

It is interesting to take part of other people's things

I like meeting other people in these contexts 1 %

1 %

4 %

4 %

5 %

11 %

15 %

20 %

25 %

30 %
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It is better for the environment

I make money 

I like the thought of things being useful when more people take part of them

I get a positive feeling from renting out things instead of owning them

It feels good with fewer things at home

I like meeting other people in these contexts

I like sharing my things with others 0 %

1 %

6 %

7 %

15 %

17 %

20 %

RENTING TO OTHERS IS MOSTLY  
FOR THE SAKE OF THE ENVIRONMENT 

20% of the Finnish consumers state that it is better for 
the environment to rent things to others. However, one 
must remember that not many have rented things to 

others in the past year. Making money is the second 
largest incentive, while zero percent of the Finns stated 
that they like to share their things with others.  
.   

THE INCENTIVES TO LIVE CIRCULAR

Rent to Others
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4 %
9 %

25 % 26 % 28 % 31 % 32 %
37 % 38 %

56 %
63 % 65 % 66 %

77 %

1 % 2 % 1 % 4 % 5 % 2 % 1 % 2 %

15 %

39 %

13 % 10 %

23 %

14 %

Have Bought Second Hand in the Last Year
Positive to Buying Second Hand

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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CLOTHING IS MOSTLY REPAIRED   
& BOUGHT SECOND HAND  

There is an expected gap between the products that 

people have repaired or bought second hand during 
the previous year, and the products they are positive 
towards repairing/buying second hand in the future. 
However, the gap is larger for some product 

categories and smaller for others. The most popular 
thing to repair is clothing, but people are even more 
positive towards repairing bikes and furniture. 

However, several product groups in the list do not 

demand reparation every year, which increases the 

gap. When it comes to buying second hand, clothes 
and furniture are the most common purchases but even 
more people, 77% of the Finns to be more exact, are 

positive towards buying a car second hand. Very few 
are positive towards buying sunglasses second hand, 
which is unexpected since this is not a very personal 
product group. Also, even though about 25-30% are 

positive towards buying electronics such as a 
cellphone or computer second hand, 5% or less have 
actually done so (for each category respectively).
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21 %

37 % 39 %
45 % 45 %

49 % 49 % 49 % 50 % 53 %

67 %
72 %

78 % 79 %

1 %
4 %

10 %
13 %

4 %

21 % 21 %

8 %

19 % 21 %

40 %

58 %

40 % 38 %

Have Repaired Things in the Last Year
Positive to reparation

REPAIRING

BUYING SECOND HAND
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57% OF FINNS POSITIVE TOWARDS  
CO-OWNING A VACATION HOUSE 

57% of the Finnish consumers are positive towards co-

owning a vacation house in the future, but only 8% 
have done so in the previous year. Instead, the most 
poplar category to co-own is tools. If looking at the 

attitudes, both a vacation house and a car is high up in 
the list of things consumers are positive towards. This 
result makes sense since the largest incentive amongst 
Finnish consumers to co-own is saving money, and both 

a car and a vacation house are things that demand 
large investments. Thus, co-owning becomes more 
attractive. Few chooses to share a computer due to 

privacy but also because it is harder to co-own 
something you use very often. 

SURPRISINGLY LARGE PRODUCT 
GAP FOR TOYS  

The product group that is most common to sell second 

hand is clothes, but more people are positive towards 
selling furniture, a car or a bike. Toys are one of the 
only product groups that people ”grow out of”, which 

makes it reasonable to want to sell old toys sometime. 
But despite the fact that 50% of Finnish consumers are 
positive to doing so, only 12% have actually sold toys 
during the previous years.

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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57 %
62 %
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12 %
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33 %

8 %
12 %
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Have Sold Second Hand in the Last Year
Positive to Selling Second Hand

SELLING SECOND HAND
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15 %
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57 %
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16 %
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Have Co-owned Things in the Last Year
Positive to Co-owning Things

CO-OWNING
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PLASTICS IS A CHALLENGING PRODUCT 

GROUP FOR FINNS 

The gap between past behaviour and planned future 

behaviour is smaller when it comes to recycling. Almost 
everyone who have positive attitudes towards recycling 
batteries, cardboard and glass, have actually recycled 

these things in the past year. However, there is a larger 
gap when it comes to plastics than we see for the other 
household waste categories. It is encouraging however 
that 66% of Finnish consumers have recycled their 

clothes over the past year, and that 84% are actually 
positive towards this activity. This result follows the 
large focus on textile recycling that we have seen from 

many clothing companies. 

To
ys

Yo
ur

 c
am

er
a

Yo
ur

 to
ol

s

Yo
ur

 ir
on

W
oo

d
Yo

ur
 c

om
pu

te
r

Yo
ur

 w
as

hi
ng

 m
ac

hi
ne

Yo
ur

 c
el

lp
ho

ne
Yo

ur
 fu

rn
itu

re

Lig
ht

 b
ul

bs

Yo
ur

 c
lo

th
es

Pl
as

tic
 

Pa
ck

ag
in

g 
of

 g
la

ss
C

ar
db

oa
rd

 a
nd

 p
ap

er
 p

ac
ka

ge
s

Ba
tte

rie
s

49 %
52 % 54 %

59 % 59 %
64 % 64 % 65 %
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66 %

59 %
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84 % 84 %Have Recycled in the Last Year

Positive to Recycling

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 

RECYCLING
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9 %

12 % 13 %

28 %

41 %

52 % 53 %

1 % 0 % 0 % 1 % 1 % 0 % 1 % 0 % 1 % 3 %

12 %
9 %

19 %

Have Rented Things in the Last Year
Positive to Renting Things

RENTING FROM OTHERS

TOOLS ARE PERFECT FOR SHARING MODELS 

Tools is the most popular product category to rent to 

others and to rent from others, if looking at past 
behaviour. This is due to the fact that tools are perfect 
within sharing models; they are impersonal, not easily 
destroyed, and they are not related to personal 

hygiene. Many Finns are positive towards renting both 
vacations houses, cars and bikes from others, but not 
as many are in the mood to rent the similar items to 

others. Declining societal trust hurt these sharing 
models heavily.

PAST AND FUTURE BEHAVIOURS - THE PRODUCT GAP 
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SB Insight have categorized the collected qualitative 
data about the obstacles to perform circular 
behaviours below. Since the responds were open-
ended, the percentage shares might not look vast, but 

they are important to get a hint about factors hindering 
consumers to live circular. The largest obstacles to any 
of the circular behaviours portrayed below, is not 

trusting others when renting to others.

OBSTACLES TO CIRCULAR BEHAVIOUR

0 %

2 %

4 %

6 %

8 %

10 %

Prices Bad quality Time constraints

1 %

5 %6 %

0 %

5 %

10 %

15 %

Do not trust others Demand Bad reimbursement

2 %

4 %

11 %

0 %

2 %

4 %

6 %

8 %

10 %

Supply/availability Price

5 %

8 %

0 %

2 %

4 %

6 %

8 %

10 %

Lack of demand Time constraints

4 %

7 %

Selling Second Hand Buying Second Hand 

Renting to others Renting from others 
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If you ask Finns, the overall largest obstacle to any of the 
circular behaviours is that the cost of repairing their things 
is the large compared to buying new products. We can 
also see that 8% of the Finnish consumer state that the 

lack of recycling stations is an obstacle to recycle.  

OBSTACLES TO CIRCULAR BEHAVIOUR

Repairing

0 %

2 %

4 %

6 %

8 %

10 %

Lack of availability  
of recycling stations

Time  
constraints

Too difficult

1 %
2 %

8 %

0 %

2 %

4 %

6 %

8 %

10 %

Do not trust others Availability Hard to organise 

1 %
2 %

4 %

0 %

5 %

10 %

15 %

20 %

Cost Lack of 
 skills

Time 
 limitations

Supply of  
repairing  

companies

2 %

6 %
7 %

14 %

Co-owning Recycling

8% of the Finnish consumer state 

that the lack of recycling stations is 

an obstacle to recycle.
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OLDER FINNS HAVE MOST KNOWLEDGE  
ABOUT THE CIRCULAR ECONOMY 

Looking at the knowledge about the term Circular 
Economy based on age divisions is extremely 

interesting. In Sweden and in Norway, the Junior 
Millennials are the most knowledgeable and in 
Denmark there are no overwhelming age divisions. 
However, in Finland it is the other way around. The 

older, the more knowledge about the term Circular 
Economy. This result stems from the broad scope that 
Circular Economy have in the Finnish society, partly 

due to the national roadmap for Circular Economy. 
Promoting Circular Economy on traditional platforms is 
crucial in order to reach the older generations. 

DEMOGRAPHICAL DEVIATIONS 

ARE YOU FAMILIAR WITH CIRCULAR ECONOMY?

Never heard of them Familiar with the term Knows the meaning of the term 

16 %

50 %

34 %

19-28 years 
(Junior-  

Millennials)¹

20 %

53 %

28 %

29-44 years

26 %

58 %

16 %

60-70 years

19 %

58 %

22 %

45-59 years

¹There is no universal definition of the Millennials. Some researches use 

a categorization starting at 1980 and ending in the mid 90’s, while 

other use a different time span starting later in the 80’s or reaches further 

than the 2000’s. The SB INSIGHT definitions is narrowed and consist of 

those born between 1990 until the 2000’s i.e. those between19-28 

years old, which is why we call the group Junior Millennials. The reason 

for this categorization is to investigate circular behaviours amongst 

groups with different consumption patterns, and since those born before 

the 90’s are likely to have entered the working force, many born after 

the 90’s are still students and/or work in insecure employments. No 

matter what, they are likely to have different consumption patterns than 

older Millennials that are fully integrated in the working force.
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DEMOGRAPHICAL DEVIATIONS 

THE OLDER, THE MORE CIRCULAR 

Both the attitudes towards reducing consumption and 
towards repairing things differ based on age. And in 
both cases, the older you are, the more positive you 

are towards performing these circular behaviours. This 
result is based on the fact that younger generations 
have grown up in a time when fast consumption has 

been more promoted, resulting in the fact that younger 
people have learnt that new things replaces broken 
things. But it is also due to that younger generations 
state that repairing is boring and time consuming.

19-28 years

29-44 years

45-59 years

60-70 years 78 %

69 %

67 %

59 %

18 %

28 %

32 %

32 %

3 %

3 %

1 %

9 %

Negative Open Positive

REPAIRING

19-28 years

29-44 years

45-59 years

60-70 years 70 %

53 %

48 %

43 %

25 %

41 %

44 %

42 %

6 %

7 %

9 %

14 %

Negative Open Positive

REDUCING CONSUMPTION
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DEMOGRAPHICAL DEVIATIONS 

JUNIOR MILLENNIALS MOST POSITIVE 
TOWARDS BUYING SECOND HAND ITEMS 

Yet again, we are looking at age diversions and 
attitudes towards circular behaviours; this time for 

buying second hand items and recycling. We find two 
different results. While Junior Millennials are the ones 
that are less positive towards recycling, they are also 
the ones less negative towards the same thing. Also, 

the Junior Millennials are the ones that are most 
positive towards shopping second hand. This is due the 
fact that Millennials are better connected with digital 
platforms for buying second hand, that they often have 

limited economic resources for buying new things, and 
the fact that second hand shopping is trendy.

19-28 years

29-44 years

45-59 years

60-70 years 47 %

57 %

56 %

65 %

40 %

23 %

34 %

32 %

13 %

20 %

10 %

3 %

Negative Open Positive

BUYING SECOND HAND

19-28 years

29-44 years

45-59 years

60-70 years 84 %

83 %

80 %

61 %

13 %

16 %

14 %

39 %

2 %

1 %

6 %

Negative Open Positive

RECYCLING
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DEMOGRAPHICAL DEVIATIONS 

WOMEN ARE MORE CIRCULAR,    
BUT MEN RENT   

Women are often more positive towards circular 

attitudes and behaviour than men. Looking at the top 
chart on this page, we can see that Finnish women buy 
more second hand items than Finnish men, for 
example. But there is one exception, namely that men 

rent more things to others. Even though very few 
people have rented more than 10 times during the 
previous year, and even though the divergences 

between the genders are small, it is interesting that men 
rent things to others more frequently than women. 

BUYING SECOND HAND 

RENTING TO OTHERS 

More than 10 times

6–10 times

3–5 times

1–2 times

Never
21 %

41 %

21 %

12 %

6 %

13 %

28 %

16 %

9 %

34 %

Women Men

More than 10 times

6–10 times

3–5 times

1–2 times

Never 61 %

28 %

10 %

1 %

1 %

69 %

26 %

3 %

2 %

0 %

Women Men
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SUMMARY FINLAND
Below is a summary of key results from the Finnish market. The implications and 

insights based on this data can be found in the final chapter of this report. 

OLDER FINNS ARE MORE 
POSITIVE TO CIRCULAR 

BEHAVIOURS 

Older Finns do not only have 
more knowledge about the 
Circular Economy than younger 
Finns, they are also more positive 

towards reducing their 
consumption, repairing their 
things and recycling. However, 

the Junior Millennials, i.e. those 
between 19-28 years old, are the 
group most positive towards 
buying things second hand.  

PLAIN DEVELOPMENT IN THE 
CO-OWNING MARKET 

This year, 18% of the Finns state 
that they are actively co-owning 
something. This is one percentage 
unit less than least year. Although 

this development is too small to 
have meaningful implications, it 
seems like the negative trend of 

declining trust for fellow citizens, 
which hurts the Sharing Economy, 
is counteracted by the positive 
effect of developed markets for 

sharing models.   

SELLERS LIKE  
FEELING ALTRUISTIC 

Considering the environmental 
benefit of engaging in second 
hand markets or valuing the 
extended lifetime of an item is 

much more common amongst 
second hand sellers than amongst 
second hand buyers. Instead, 

buyers think more about saving 
money. This stems from the fact that 
sellers will gain money and thus 
have the benefit of being able to 

consider altruistic incentives.

SHIFTING ATTITUDES TOWARDS 
CIRCULAR BEHAVIOURS 

Finns are more positive towards 
decreasing their overall 
consumption this year than in last 

year’s study. Also, the majority of 
Finns (79%) are directly positive 
towards recycling. However, Finns 

are still sceptical towards sharing 
behaviours such as renting to 
others and co-owning.  

PLASTICS IS A  
HUGE PROBLEM 

Although 85% are positive 
towards recycling plastics in the 
future, only 59% say that they 

have recycled plastics in the past 
year. This gap constitute the 
largest gap between past 

behaviours and attitudes to future 
behaviours, if looking at the 
different categories of regular 
household waste.  

WOMEN ARE MORE CIRCULAR 
THAN MEN 

The Finnish women are overall 
more positive towards living 
circular than Finnish men. 

However, men rent things to others 
more frequently than women. 
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KEY NATIONAL SIMILARITIES

Before looking at the insights of the report, here are some  
 key similarities between the consumers in the different Nordic countries

SWEDISH  
CONSUMERS

NORWEGIAN  
CONSUMERS

FINNISH 
CONSUMERS

DANISH 
CONSUMERS 

In all the Nordic countries, consumers are most positive towards recycling, repairing 
and selling things second hand out of the circular behaviours, while they are most 
negative to sharing behaviors such as renting things to others and co-owning things. AT

TI
TU

D
ES

In all the Nordic countries, women act more circular than men. However, men are more 
active when it comes to renting things to others. In some of the Nordic countries men 
also rent things to others more frequently than women.G

EN
D
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D
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G
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The Junior Millennials, i.e. those between 19-28 years old are less positive towards 

reducing their overall consumption and repairing things than the older generations. This 
is apparent in all the Nordic countries. 
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Clothes, furniture, cars and bikes are popular product groups to buy and sell second 

hand amongst both Swedish, Norwegian, Danish and Finnish consumers. Also, within all 
the Nordic countries, tools, vacation houses and cars are amongst the most popular 
product groups to rent to others, rent from others and co-own.  PR

O
D
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G
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U
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Saving money is the largest incentive for purchasing things second hand, while the 
environment is more important when selling things second hand. This result is valid in all the 
Nordic countries. This results depends on the fact that people value things higher when 

selling an item than when buying in item. Thus, many feel that they do not get the right 
price when selling their old things and that the revenue is eaten up by shipping costs etc., 
which makes the price a smaller incentive when selling than buying.
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KEY NATIONAL DIFFERENCES

Before looking at the insights of the report, here are some  
 key differences between the consumers in the different Nordic countries

SWEDISH  
CONSUMERS

NORWEGIAN  
CONSUMERS

FINNISH 
CONSUMERS

DANISH 
CONSUMERS 

D
IF
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In Sweden and in Norway, the share of consumers that co-own something together with others 
have decreased with 7% and 4% respectively over the past year. In Denmark, the co-owning 
level have stayed intact since last year, and in Finland it decreased with 1% which is also 
considered a plain development. C

O
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G

In Sweden and in Norway, the Junior Millennials ,i.e. those between 19-28 years old, have 
the largest knowledge about the term Circular Economy. While there are no vast age 

divergences in Denmark, we can see an opposite trend in Finland than in Sweden and 
Norway. In fact, the oldest generation included in the data, i.e. those between 60-70 years 
old, are the ones that have most knowledge about the concept of Circular Economy in Finland.KN

O
W

LE
D

G
E

Norway stands out by the fact that Norwegian consumers rank the government & 
municipalities as more responsible than companies for making citizens live circular. In Sweden, 

Denmark and Finland, consumers think that companies have more responsibility than state 
institutions. However, in all the Nordics, the majority of consumers consider that citizens 
themselves are mainly responsible for living circular. RE
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The Finnish consumers are the group that are most positive towards reducing consumption, 
buying second hand and selling second hand compared to the other countries. Swedes are 

the ones most positive towards repairing things, recycling and renting from others. Norwegians 
is the consumer group that is most positive towards renting to others, and both Danes and 
Norwegians are the ones with the most positive attitudes towards co-owning. 

AT
TI
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D

ES

Looking at those who have performed an actual behavior more than 10 times in the past year, 

Swedes are the best at recycling and selling second hand products, Danes at repairing things, 
Finns at buying second hand products, and Norwegians at co-owning. Almost no consumers 
from any of the countries have engaged in the rental market more than 10 times during the 

past year. 
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MARKET MAKING INSIGHTS

CROSS-SECTOR & MULTI-STAKEHOLDER 
COOPERATION BREAK NORMS 

The results presented in this report show that feeling 
guilty about not doing something that is considered 

the norm (such as recycling) is a much better 
incentive than feeling good about doing something 
that is not considered the norm (such as renting 

things to others). But how can one successfully make 
a certain behaviour normative in a way that makes 
consumers feel social pressure to perform this 
behaviour? Well, a good start is to identify partners 

for collaboration between various stakeholders and/
or various sectors. A good example is the recent 
initiative in the Swedish retail sector where multiple 

actors teamed up and started to make people pay 
for plastic bags. In a short period of time, the 
normative attitude changed, and plastic bags started 
to be frowned upon. This type of behavioural 

change would not be possible without cooperation. 
If one actor would suddenly make people pay, they 
would get blamed for the economic burden of the 
initiative. Instead, the cooperation started a 

normative change which will bring us closer to the 
circular economy. Hence, daring to initiate new 
partnerships could be crucial for the circular 

transformation of your company or organization.  

PROVIDING HUBS THROUGH PUBLIC-
PRIVATE PARTNERSHIPS 

Consumers place a value on their freedom and 
being lazy. Solutions aiming to help consumers to 

change their behaviours must appeal to this laziness. 
One solution to this problems is providing consumers 
with hubs related to the circular economy, i.e. centres 

for reusing, recycling, repairing, buying and selling 
second hand products, etc. For example, providing 
consumers with the possibility to recycle their 
electronic devices more frequently without having to 

take a trip to the dump, and at the same time give 
them a chance to recycle their textiles, would 
possibly increase circular endeavours. To achieve 

these systematic solutions, the government, 
municipalities and private stakeholders must engage 
in public-private partnerships. There is not only a 
state interest in providing these types of solutions but 

also a vast commercial interest, since it gives 
companies possibilities to sell circular services. A 
real-life example is the outdoor power product 
manufacturer Husqvarna, which have developed 

hubs with Battery Boxes where customers could 
collect and return rental garden power tools, instead 
of owning and storing their own tools at home.
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MARKET MAKING INSIGHTS

ONE SIZE DOES NOT FIT ALL 

The data in this report shows that one size do not fit 
all. Millennials, for example, are less  positive 

towards repairing their things, while they are often 
those who buy most second hand products. Also, 
although women show more circular behaviours 

than men overall, men are more active in renting 
products. With this knowledge, it becomes evident 
that a multitude of solutions are needed, because 
different people have different needs. It is 

important to consider this information when 
developing new platforms and initiatives related to 
the circular economy. Millennials need platforms 

that help them repair their things in a more 
effortless, attractive ways, while other age groups 
might need new innovative measures to connect 
them with platform spurring second hand shopping. 

Also, a company focused on male target group 
might want to consider renting options while those 
with a female target group might perform better if 
focusing on repairing initiatives.  

POLICY MAKING CREATE INCENTIVES 

Despite the positive development regarding 
governmental initiatives that were presented in this 

report, further policy making on state level and 
from municipalities are key to revise incentives for 
consumers and for companies. Different policies 

need to target different groups, and legislation 
need to consider all scales of business, both start-
ups and large-scale corporations. The policy 
developments could be anything from subsidies 

that creates circular behaviour, tax reliefs on 
circular products or services such as VAT reliefs on 
reparation services, tax sanctions for consuming/

producing products with virgin raw material, or 
developments in other schemes affecting the 
transition towards a circular economy. All 
innovative solutions that facilitates compliance with 

circular activities are welcome (and needed). As 
shown in the trend part of this report, many 
companies strive for increased ownership of their 
waste, which is an example of an area where 

policies could support change.
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SERVICES & GENEROUS OFFERS CHANGE 
CUSTOMER BEHAVIOUR 

Looking at the service sectors, and especially on 
subscription services, providing people with 

generous welcome offers such as one month free 
trial are common. Companies striving for a 
successful implementation of the circular economy 

needs to look at such companies, mimic the 
solutions and make them their own. Consumers are 
not always mainly driven by idealistic factors, and 
need easy-way-out-solutions. A perfect example of 

this kind of service is a new initiative from a large 
international retailer providing people living in the 
Stockholm area with deliverances within 90 

minutes. Services like this do not only demand 
innovative solutions but also a development in e-
commerce infrastructure. Also, when developing 
services helping the consumer to be more circular, 

it is necessary to contemplate their behaviours and 
attitudes. This report shows that people are not at 
all interested in meeting people when for example 
buying or selling their products second hand. In 

fact, the human interaction is a restriction for even 
performing the behaviour in the first place. Thus, 
one must consider this aspect when developing 

and customizing new solutions regarding services 
and offers contributing to a circular economy. 
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