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SubSaharan Africa is experiencing rapid population grofMiorld Bank, 2022) Simultaneously, the
number of Africans living in urban settings grows expeditidusited Nations, 2018; World Bank,
2015 due to urbanisatiorConsequentlyurbanisation is exacerbating the pressure on food security in
cities (Lester et al., 2016; Mensah et al., 2001; Sulemana et al.,.ZDAMilfil anticipated demand,
enough food must be produced despite the large pressure of intensive agriculturerosirtmenent
according to scholaf®bdulkadir, 2012; Addo, 2010Jo do so in the current agricultural systehis
would require additional external resources such as fertilisers, agrochemicals, and fuel, which would
have a further detrimentaffect on natural resources and the environmgm agricultural sector has

a crucial role in safeguarding natural resources and reducing their contribution to climatgAhnage
Sanchez et al., 2020)o do so a shift is needed in the current Afigeeriurban agricultural practices
towards a more sustainable system.

Due to the rising demands in urban areas for aAbaséd products, the surplus of manure
increases, especially for dairy and poultry production sysfetagis et al., 2001)Even though this
surplus could be used in other farms, there is little exchange of manure and crop residues between
different types of farms i.e. from livestock farmers to crop growers, vegetable cultivators or mixed
farming practitionersn the African context(Nigussie et al., 2015; Tadesse et al., 20&Bice they
mainly use(inorganic)chemical fertiliserdor soil fertilisation As the demand foartificial fertiliser
rises, their availability is increasingly under pressure, especialgveloping countries®ewell et al.,
2020; L. Bouwman et al., 2013; Cordell & White, 2011; Grantham, 2012; Ulrich & Frossard, 2014)
Furthermore, the intensification of agriculttard the use ofhemical fertiliserdas put pressure on
nature and therwironment. It stimulated a decrease in biodiversity (Lindenmayer et al., 2012), increases
air pollution and greenhouse gasses (Aneja et al., 2009) and overexploits soils and natural resources
(Grantham, 2012; Rohila et al., 201Hpwever, the use ajrganicfertilisers can help to improve the
sustainability and fertility of sal(Antil & Singh, 2007) Thereforechemicalfertilisation can at least
partially be avoidedwith atransition to an organic fertilisation systéAznarSanchez et al., 2020).

Even thoughlivestock manure i€thiopia's highest perirban agricultural waste stream
(Tadesse et al., 202thiopian vegetable and ornamental growers rely heavily on impcimerdical
fertilisers(Nigussie et al., 2015kurthermorein the current Ethiopian agricultural system, soil fertility
is one of the main challenges famnallholderfarmers(Nigussie et al., 2015Rather than using manure
surplus for fertilisation, more than 50% of farmers in the-pdsan areas of Ethiopia @shemical
fertilisers as their main source of fertilizatigifadesse et al., 2018)hile others still lack access to
sufficientfertilisers (World Bank, 2019)Many studies report recycling of organic waste streams, such
as manure, astewateiand municipal waste, in Africacountriesis feasible as long as the waste is
processed and nazontaminated with e.g. antibiotics or heavy metalsdu et al., 2011; Harris et al.,
2001; Maci e]j Serda et al ., 20 Nigussiektaln R0a5Making s i et
use of organic wastgtreamdor fertilization is an appropriate practical implementatamecycling.

This increases yields, could reduce greenhouse gas emigsiaftsang et al., 2020)ncreases organic
soil matter (Xia et al., 2017) reduce ¢hemica) fertiliser pollution, may improve water quality
(Carpenter & Bennett, 2011; Cordell & White, 2014nd reduces the loss of nroenewabldertiliser
minerals e.g., phosphorolewell et al., 2020Carpenter & Bennett, 2011frurthermore, therofit
from organicfertilised products could be higher due to better quétyZhang et al., 2020)
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Even though the technical benefits of circular and biobased agricultural waste stream
management have been proven, and the expected processing costs of organic fertilisers in Ethiopia are
to be comparable to the costs of chemical fertili§€eglesse et al2021) Despite of this largscale
trend to the use of organic fertilizers has not occurred yet in Ethiopia. The predominant use of chemical
fertilisers could be attributed to multiple factors in the literature. First common resource dilemma occurs
(Gugissa et al., 202i) Ethiopia in which livestock farmers do not invest in the soil since it is easier
and cheaper to dump the manure in ditches or surroundings, which consequently has a negative impact
on the environmen(iNigussie et al., 2015; Tadesst al., 2018and causes health issy&rom et al.,

2018) Second, cultural barriers might be limiting the use of organic fertil{Fadesse et al., 2021)

For instance, the demand for feed and fuel (for cooking) is high, which makes that oegahies are
allocated as feed and fud&ldambi et al., 2019; Nigussie et al., 2015; Tadesse et al., . Z201iR), there

might be insufficient knowledge, and data about the use, quality and quantity of organic waste streams
which can be recycled in Btpian (Ndambi et al., 2019; Tadesse et al., 20&1fhe quality might be

not sufficient(Abdu et al., 2011; Maciej Serda et al., 2002; Mensah et al., 2001; Nigussie et al., 2015)
and a lack of political importance and incentifiddambi et al., 2019; ddesse et al., 202Ihe fourth

found factor might be, high transport cofidambi et al., 2019; Tadesse et al., 2018; World Bank,
2019)and insufficient infrastructur@ adesse et al., 2023yhich is a big hurdle to distributing fertilisers
(Tadesse et al., 2018; World Bank, 2018nd other technical barriers occur, such as the fact that the
manure has to be collected, processed and applied to fields in the right way and at the r(fjatesse

et al., 2021).

Another factor might béhe perception of farmers towards the use of organic fertilizers in the
Ethiopian context]. Zhang et al., (2021¥onducted research into the perceptions of farmers in another
country which experiences similar problems, China. They found that Chareser$ have in general a
positive attitude towards using manure as an alternative to chemical fertilisers. This was primarily due
to its perceived benefits, such as increased soil quality (i.e., fertility, structure and drought resilience),
crop quality ad yield which could generate a higher income. However, there was a lack of trust in the
guality of manure, such as its potential to contain pests, weeds, antibiotics, heavy metals, and disease
infestations. The biggest barriers to using manure were uabiiy, high labour and transportation
costs, and a lack of machinery.

In order to drive this market towards a more sustainable and durable system, these factors have
to be verified and a system is needed to overcome the barriers. To the best of ¢tedd@atvere is no
existing research on how to guide such a transition in emerging markets like the Etidopidradesse
et al. (2021)mentioned that to transform the current Ethiopian agrarian system into a circular system, it
is crucial to involve keholders and policymakers and conduct research among farmers. Nonetheless,
no papers were found that look into the underlying madtkiging principles and the process of market
driving to facilitate a systems change in the context of an emerging rikekgthiopia.
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1.1 StudyAim andResearchQuestions

This study aimed to identifthe underling factors arttbw the Ethiopiaffiertiliser system cameguided
towards more sustaingiby anddurability. Theoretical knowledge and a circular market development
approach are developed, which involves multiple stakeholders, to identify the existing hurdles, benefits
and opportunities, and gain insights into potential strategies to facditateket shift n an emerging
market towards more circular systenBased on this the following Research question has been
formulated:

Main Question:

What is needed tochangethe Ethiopian perurban agricultural system to a system in whaglyanic
waste is used as a circular resource?

To answer the main questitime following subquestions have been formulated

1 Which Steps have to be taken to drive a circular resource tramsgonsidering the
multi-stakeholder perspective?

1 What challenges in the Ethiopian agricultural market must be overcome to facilitate the
transition of the current Ethiopian artificial fertilisdvased market towards more
sustainability?

1 What opportunits are present for transitioning the current Ethiopian artificial fertiliser
based market towards more sustainability?

In the first parbf this thesisa semistructured literature review is conducted to gain relevant
background knowledge in tHield of circularity, market characteristics of emerging marked
marketsdriving strategieshroughout a sustainable transiti@hapter 2) This background knowledge
is used to answer the first sgbestion, which involves developing a circular madetelopment
approach foan emerging markéChapter 3)

In the second part of this thesibgtdevelopedapproach is validatedia a participative action
research design in the Ororand Wollodistrictsin Ethiopia(Chapter 4)Forthe participative resarch,
two Ethiopian partners are involved: Ethiopian Poultry Siygikhulawhich arecurrentlyexploring the
possibilities of local fertiliser production in Ethiopi&o gain further insightshis qualitative study is
conductedand gives insights tanswer the second and third sgestionsand to validate théheory
based markedriving approach in the context of this emerging magk#tapter 5) The information
gathered from this thesis will caifiute to the scientific knowledgaf the Ethiopian fertiliser market
and provide valuable insights into sustainable transition processes im emerging market and
influencing factors in these contex@hapter 6)
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The firstpart of the thesigrovidesthe scientific basiso answer the main question. In this chapaer
semistructurediterature studyhas beeronducted which gives insights into tharent literature about
circular transitionsinarket characteristics of emerging markets lama markes can be influenced via
market driving.

2.1 TheCircular Economy

Sustainability issues like biodiversity losses, environmental pollatimhresourceexhaustion
arisemore and mordike as described in the introductidiere is a need for changehese typs of
problems can be mitigated uiae transition of a systetowards &circulareconomy(CE) (Brennan et
al., 2015; Geissdoerfer et al., 201The concept of CE is becoming more and niotegratedinto
sustainabl@olicymaking(Lehtinen &Ala-Rami, 2021ard business model(®onner & de Vries, 2021)
in Westerncountries Geissdoerfer et al. ( 2017, 59) defineda CE asan

6 Economy as regenerative system in which resource input and wersigsion,
and energy leakage am@nimised by slowing, closing, anrrowing material and
energy loops. This can be achieved throlagig-lasting design, maintenance, repair,
reuse, remanufacturingefurbishing, and recycling. 6

In otherwords,in a CEproductsand side streamare disarded adittle as possiblelnstead
reusing, recycling and material recovering in all stages of the product life cycle is cqeigporom
field to fork). CE aims to establish sustainable innovation to achieve economic prosperity, social equity,
and environmental quality for future generatioMghich can be realised through responsible
consumption and new business modkKischherr et al., 201)7 A majordevelopmenin the CE literature
is the global trend towardsy-product recycling(Lehtinen & AlaRami, 2021) which is closely
connectedto the problem statemerdnd starting point of this thesi$lowever in order to be
commercially feasibléhese CEbased solutionsave to be introduced to the markethe right wayand
respond tahe local contextin Westerncountries this trend already starting to becomaore and more
common(Donner & de Vries, 2021 ehtinen & AlaRami, 2021) Nonethelessit can cause some
difficulties in emerging countries like Ethiopi&ince these markets have very different characteristics
to whichtransition approaches are not adopted yet

2.1 Market Systemisi EmergingCountries

Emerging market§EM) are quite distinct fromiVesterrmarket systemsin multiple aspectd-irst of all,
contextbaseddemographicalllEM have a lower-educated population, a high population growth and
few resources foinnovation Secondwealth is unevdy distributed, there is oftensamallurban elite
with a Westernlifestyle and the majority of the populatioexperience obstructions like a lack of
healthcare and weak food security. ThifeM have often experienat trouble in the transitiorof
previous government form.Q., communistic or colonial) to democratic marketsed capitalistic
markets(Burgess & Steenkamp, 2006)hese previougiovernmentalforms tried to planbusiness
moddswithin countries oragovernmental level. Thigsulted ire.g.,a monaulture agricultural system
with a few cash crop@ngenbleek, 2020)

As the fourth aspect EM marketshave adifferent historicaland geographicatontext which
results ina market systenin which there is &trong division between the formal and informal ses;tor
in which therethis a big difference betweemlarge number of micr@ntrepreneurand subsistence
farmers(informal) andthe small group oforeign entrants to the mark@gormal). Trade taksplace in
different types of marketplaces often locaé¢d physical locatior(Ingenbleek, 2020)This canresult
in a market with its own strongharacteristicsas shownin Table 1. It is important to take these
characteristics into account when a studyc@ducted from aWNestern perspective since these
mechanisms work differently im&M.
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Tablel Typical Characteristics of African Marketing SysteDesivedfrom Ingenbleek (202(p75)

Marketing System Characteristics

Dimensions

BuyerCharacteristics | Exchange in the marketplace is largely driven by communities. Producers can
to sell their goods to local buyers or to traders who are connected to marketpl.
other regions.

AssortmenOfferings Customers can select from a variety of locally made basic items and imported

NetworkDynamics Local networks are typically focused on survival, while lordistance trade
networks aim tanaximiseprofits. Competition in these networks is often basec
exploiting structural holes, or gaps in the market. Most actors opera
microbusinesses, emtided within communities of people conducting simi
businesses.

Flows andRoles Traders aggregate physical products such as agricultural from multiple commu
and sell them in more centralized markets. This allows for the products to be
overlong distances, while still covering the associated transaction costs.

Exchangd_ogic and Credit is an important tool for many transactions, as it helps to protect sellers
Context opportunistic behaviour and the risks and cestsociated with transport. Soci
networks can also be used to help protect against such behaviour, though not
successfully.

Governance Social groups are typically formed around shared ethnic backgrounds, exi
families, and tribes. Loc#aders often have a significant impact on business w
these communities. Additionally, sellers may form cooperatives based on the
product they offer.

The large informal sector Bn EM is mainly focused on thgrodudion of agricultural products and has
fewer processing systentompared toWesterncountries (cf. Ingenbleek, 2020), which makes it
difficult to recirculate byproducts, given the lack of technically advanced solutions. Tleispiscially
problematic in rural andemote areas due to the scarcity of resour@ed|ess infrastructurewhich
increases the need foeuse of resourcefXu & Dobson, 2019) The monecropping agricultural
segregation also makes it harder for different segments to interact, whictihisr famplified by
transportation troubles and infrastructural problems experienced in rural (btides & Morrison,
2020) Furthermore, such areas are less opportuhiteen and more necessitlyiven (Bosma &
Sternberg, 2014which does not stimulatinnovation and may not convince farmers to change their
current agricultural practices to more sustainable ofessecharacteristicgan hinder the adaptation
of a new CEbasedsystem

One important within country geographiahstinctionmustbe made between rurahd peri
urban areasPertareas araisually more developed than rural areas yet still depen@giculture
however the easy access to cities provides a market as welethsrbinfrastructure for transportation
and export of goods producetiyambire et al., 2019; Mensah et al., 2001; Platteau, 2007; Wright et al.,
2012. In addition, they contain different farming types such as livestock breeding, ornamental crop
growers, vegetable cultivation, and mixed farming practices in relatively close dis(hlipessie et
al.,, 2015; Tadesse et al., 20Mich can exchange kyroducts within a limited transport distance.
Thereforethe initialtransition towardsmore circular waste streamghtbebestedested and adopted
in the periurban area first before being developed in the rural areas.
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2.2 Literature Overviewof CurrentMarketDriving Theories
An important marketingliterature stream whiclinvestigateshow such market adgtationscan be
reached ishemarketdriving literature.Market driving can be defined as:

O Rurposive actions by market stakeholders that result in a distinctively new or
altered form othemarketd (Bprong et al., 2021, p. 450)

In literature, this principle is known by various terms, such as market creation, market innovation,
market shapingnarket (trans)formation and marldtving. The process could be both the creation of
completely new markets or transforming existing markatsis ofteninitiated via a'niché' product
(Sprong et al., 2021)n general the process of markedriving can be summarised in three actions
(Nenonen et al., 2020)

1. Discover value by connecting resources in Reys;

2. Provoke changes ithemarket

3. Facilitating the formation of new products by combining resources and organising other parties
to assign resources to the new market approach.

Sprong et al. (2021) identified six clusters of market innovation literéture
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Table 2). Eachclusterhas its view of what markets areand how market transformation is
achievedand addresses different aspects of market dritdogvever,aspects of different clusters might
be of importance for the driving oh@merging markefThe firstclustet6 i nnov at iirowhichs y st e me
market innovation is driven by multiple actorsayterform different roles in innovation systemasth
special emphasizn policy-driven innovation

The second clusted mar k et dri ving aialbasethanrtie eesourlppsed neer i n
view (Barney, 1991)it links market innovation to firm activities which try to change market structures
to meet their capabilitiedn which te process starts when a firm recognisestartsa new market,
while actively invohing and excluthg other marketctors.

The third clusterd ma r k et a,rseks rparketxas theresdlt of a variety of actors which
continuously shape the market at a certain monTém&.focus is on market and value@eation and
market interactions in ecosystems.

The fourth clusterdfield creatiord finds its origin in institutional theorySuchman, 1995nd
views market innovatioras the resultof the institutionalisation of common understandings and
legitimisation, in which institutions are vieweasthe (in)formal rules, beliefs and norro§ human
interaction.

The fifth cluster,dmarket system dynamé&emphasisedn thesociattechnical and cultural
aspectof market systems, which occurtimeinteraction betweemarket actorsgonsumersand other
stakeholders.

Thelastclusteh i nnovati on an dappoadnes enarketinadvatianad the oesubi
of the markeentry of a new innovative produdthese clusters are strongly interconnected and can be
combined imto theorieg(Sprong et al., 2021)
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Table2 Summaryrable of theSixMarketDriving Clusters from Sprong et al. (2021)

Cluster Cluster Name Explanation
1 Innovation Systems  Market driving is the result of the activities of different actors in an innovation syste

2 Market Driving and Marketsarefixed, howevera firm may change its structure via technological innova:
Market Pioneering  and extensive market orientation

3 Markets as Practice  Markets are dynamic, theyare continuously formed,shaped,and performed by
technological adfacts, firms and other netwodctors

4 Field Creation Marketdriving is the result athelegitimation oftheorganizational fieldy the developing
formal and informal rulesvhich give astructureto our understandings and practias
human interaction.

5 Market_System Marketdriving is the result of interaction between consumers, producers, and other
Dynamics which resulsin the introduction otultural and socikiechnicalinnovationsin markes.
6 Innovation Market driving is driven byentrepreneurs commercializing radical innovatidmsugh

Commercialization  network creation

In the following sections, theoriefrom different clustergelevantto CE transitioningin EM are
discussed. These theorm®usedas a basifo develop a circulamarket development approach in the
following chapter.

2.3Market System Dynamics

Before a markesystemcan bedriven in a certain wayt is keen to get an insighttmthe market
environment which is especially important in markets with distiobracteristicsThe Multi-Level
Perspective on transitions (MLP)Cl ust er 5 Sprong et al.és (2021),

Literature Background



Table2) is a modelthat will be used t@ketchthe market environmerior markettransitions with

emphasion the need to start a transitipnat h  fr om a 6 nitcdamplifythedmivaheé onod
innovation®andfollowing up with thestabilizing the transitionThe model is based on the idea afitn

level dynamics in which three levels interact which each other in a market envirdifiigeme 1), the
6SotTechnicaldSR&€gichend ,c al andahedlishe dnpogafions . Thiee 6Soc
Technical Regimed | evel i s the currennpratt@esk et wh
(Geels & Schot, 2007}he regime cabe changed based dime introductionof alternatives, which are

developed in the Niche Innovation ley®Vieczorek, 2018)The Niche Innovations level are small

networks which try to come up withovelties and testo introduce and stabilise them at the regime

level.

T h e o6 T®ochoidal Landscape is the external environment outside the direct influence of
regime and nicheompaniegGeels & Schot, 2007%.9.,sustainabilitytransitions whichare becoming
morefavour at this level ingovernmental policiesThe landscapencompasses mosémilar but also
different factorsn emerging marketsompared td&Vesternmarketsit also includs, e.g.,urbanisation,
wars,changingdemographicwars,and dher pressung factorson the regime levéWieczorek, 2018)
Following the MLP model marketdriving transitionsoccur when a niche company develops
momentum through improving the priggoductquality, learning processes and supgorttheir niche
When there is enough pressure from the SdaahnicalLandscapédevel on theRegime levelNiche
Innovation may take the opgtonity to enter the regime levéGeels & Schot, 2007)n emerging
markets,it seems that regimes asesceptble to transitions, however in this contetkte regimes are
more reliat on institutions for upscalingnddemarcation operationalisati¢wieczorek, 2018)

Socio Technical Landscape

The landscape puts pressure on the current regime,
which creates opppurtunities for transitions.

h 4

™

Socio Technical Regime
{The Mainstream Market)

Miches act on
trends and inflences Rl L
in the landscape. The regime level is . The transition
dynamicly stable A , process to get a
¥ ¥ : K Miches will try to use the new innavarion as
opportunities which are \_ 2 stable element
created by the landscape of the regime
pressure to enter the regime level is market-
level. driving.

Niche Innovations

h 4

Small netwerks of actors support novalties based
on expectations and visons.

Figure 1 Smplified Representation of the MLIModel Adapted from Geel& Schot(2007 p. 40)to Depict theDifferentMarket
Environment_evels.

The MLPmodel gives a good insightto the levels of a market environment drav transitiors occur.
And is very usefulin analysingthe influencing factos on sugainability transitions indeveloping
countries, sincahesetransitionsare greatly influenced by the contemporary reality and historical
context(Wieczorek, 2018) However,it is quite dependd on how the different levels develop and is
difficult to influence In a sensgthe model gives a bilgleye view & market transitions but gives less
practical guidancéor CE transitions
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Table2), takes a more bottomp approacho the marketdynamis and howdifferent actors
should interact in orddp drive marketsTwo promising theoriebe., Ecosystem theory and Valueo-
creation from this literature cluster might be beneficiald&market driving in emerging countries as
well.

2.4Ecosystem Theory

Currenttransition literaturesvolvedfrom the supply chain view tamultiple-actorcollaborationview
(e.g.,Aloini et al., 2020; Lahti et al., 2018; Markard et al., 2012; Suchek et al., d62)ances like
business ecosysteniBrennan et al., 2015; Suchek et al., 2021)is development can be linked to
literatureon CE transitionswhich state that CEtransitionsare dynamic and complex processes, which
shouldinvolve multiple actors and customers and take a longerttrdevelopnew products, services
and business modg(aloini et al., 2020; Lahti et al., 2018; Markard et al., 2012; vanBlngh et al.,
2011)

Ecosystentheoryis one of the main theories froBluster 3(
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Table2) (Sprong et al., 2021yhichview a market as a dgmic system in which multiple actors
interact with eaclbther These kinds of strategic alliances allow companies to khardedge, physical
resources, and technolegS pr ong et (Sachek ét al., 202ZB0dDbdcdme complemeritsthe
same syster(Jacobides et al., 2018)
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The business ecosystem concept has been introduced in 19B8nkeg Moordased on a
biological metaphor. A firm is not just part of its industry or supply chain but of a wider business
ecosystemin which companies cevolve by cooperating and competing over product development, to
fulfil customer needs. As the concept of business ecosystems became more common, the concept
evolved as wellLiu & Rong (2015, p. 810)defined business ecosystenaséd on different scholars
as:

® a community that i s supported by interdepe
other and evolve in an ongoing cycle to renew themselves and stimulate
collaborativeinnovatiord o6 .

The ecosystem view expands the firms' emwnent beyond a firm's supply chain and is a way to depict
the competitive environment. However, it is different from a traditional strategic alliance due to the
multilateral dependence and collaborative value creation of (fat®bides et al., 2018)any scholars
include the concept of eevolution, which is related to value creation, as a core concept of the business
ecosystenfe.g., Liu & Rong, 2015; Moore, 1993; Nambisan & Baron, 2013; Ramachandran et al., 2012;
Teece, 2007)

Co-evolution is aprocess in which firms develop along with each other, driven through
interactionIt can be subdivided into three activitiésb-e b si ond6 whi ch is the ali
obj ect kdveessi ,g nédoknomvelge shiaring te design products, giatfs, and product services
and -oorébecant e 6 6 i nsam lintegrated forepsomationcaed manufacturfb@y & Rong,

2015) Another fundamental principle in business ecosystems literature is complementarity, which is the
cooperation betweefirms to realise a product gervice. There are three typescomplementarities
Generic, Unigue an8upermodular. Generic complementary is product development and production in
cooperation which could be done indepenijemif each other(Jacobides et al 2018) Unique
complementors can not produce products without the coordination of different ecosystelfT aetters
1986)and Supermodular complementarities produce products of which the quality or value increases
due to the existence of both produdfsligrom et al., 1990) Within business ecosystems
complementaries are naeneric so either unique or super modular, there ialignment in value
creation and a specific relationship structoeéveen actorglacobides et al., 2018)

When a transition iitiated by an ecosystem orchestrator it can overcosréain problems
experiencd atthe nide level(Figurel) in emerging countrielike lack of centralisatiorresourcesand
governmental guidang@2.1) This however does ndiackle problems experienceal the Landscape
level like monocroppingrelated problemsnecessitydriven stable business modednd the large
informal sector in EM82.1) These concepts can baledto the concept ofco-production introduced
by Ostrom (1996)which implies that individuals of different organisations together produce or provide
servicesand aims to develop complementast between actofer production and problefsolving
(Ostrom, 1996)It is argued thaCo-production is essential for the improvemeniveffare in developing
countries(Brandsen et al., 2018; Ostrom, 1996p-production could help saross the boundaries
between the government aaitizens, align physical infrastructuaed lower corruptioin develofng
countriesCopr oduct i on s h oilaribies with theé litemture foom €lusser 1rfike value co
creation.

2.5 Sustainable/alue Co-creationIn thelnnovationProcess

Animportantaspect@ pr ong et whichis libth présenOi@uster 1& 3 is involving Socic
technical landscape actors in a maitteting processhroughvalue cecreation(Sprong et al., 2021)

In sustainable marketing there was traditionally often an emphasis on a market segment that is willing
to pay a premium price for sustainable godtdassumedhat only mentioning sustainability would be
sufficient eventhoughinnovation literature had similar assumptionvalue was mainly created apart

from the consumergdowever, in this way, there islack of upstream contact between the producers
and the final users of the prodwd other relevant acto(Ross et al., 2011which minimised the
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knowledge about how multiple actors influence va{Margo et al., 2015)This problem can be
overcome by involving product users in the maikeéting process via Value Coreation (VC).
Furthermoreadditional involvement of the egumer network with VC can generatiigher impact on
circularity (Lacoste, 2016)n VC a firm actively involve product users in a valumeation process. In
other words, a firm does not only reacptoduct usersiishes but also proactively involves them in the
product or service design procéBanjan & Read, 2016YC occurs in a different place in the market
environment where business ecosystems tiguide a nibe innovation to the market reginia, this
senseVC tries to actively make a connection between the stgbnical landscape and the héc
innovation level Figure2).

Socio Technical Landscape

h 4

Socio Technical Regime
[Tha Mainstream Market)

Value
co-creation

» the Innovations

Figure 2 Positioning of CeCreation and CeEvolution in theContext of the MLModel

VC is subdivided intdwo dimensions in literaturé cpor o d u (Nbtithe sae concept as
the co-production of Ostrum (1) a nd  Ginvuad euéereatiam (Ranjan & Read, 2016)Co
productionVC is thedirect or indirect customers' involvement in the design process of a product or
serviceandhas three underlying principléRanjan & Read, 2016 he other careation dimension,

0 v a-ih-u & ¥Q) is obtained via engaging users with a produseovice butan also be derived from
customer usage experiences without a'irmvolvemeni{Ranjan & Read, 201&)nd allows a firm to
gain additional feedback during product usdgehis view custonrs are seen as the value creators of
products hence t heipue®a«lptigstrategya &rm prodaceséadproduct anel
therefore facilitates the product value and can gain an opportunity to intmeasdéue of its products
by gatheringnformation about what they perceive as value via direct engagé@m&mroos & Voima,
2013)

Theconcept olVC is alsocombinedwith ecosystem literature. bo-creation ecosystems, firms
may cacreate with external institutional actors (ergsearch institutes) and internal stakeholdeixg (
employees) next to customers as wWRknjan & Read, 2021Dn this front value careation starts to
intersect with another concept within business ecosysterrsyatotion. WhereVC focuses on the
involvement of customers and extersshkeholdersthe ceevolutionary viewpoint focuses on the
business ecosystem actors orijgre 3). For circular market transitiong is especially important to
involve both the business ecosystem and thereation ecosysteny get the whole environment along
with thecircular transformatiofiLeising et al., 2018)
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Co-evolution Co-creation
A A

Business ecosystem Co-creation ecosystem

External Instritutions

Product users

Focal firm

Complementors

Supply chain

Co-vision
Co-design
Co-create

Product-in-use co-creation
Co-production

Figure 3 TheBusinesgcosystem and théalue Co-Creation Ecosystem in thBroductInnovationProcess

Both ecosystenapproacheé.e., business and eoreation ecosystefocus on one element of
a wider systenfFigure 3) There isanother ecosystem approach which takesadsrview,i.e.,service
ecosystemsThe concept of service ecosystems assumes that valueteddreaystems which are self
adjusting and dynamic and therefore continuously changing, each development in the system has
conseguences for new choiddargo & Lusch, 2011)Service ecosystems can be defined as:

@Spontaneously sensing aresponding spatial and temporal structures of largely
loosely coupled, valuproposing social and economic actors interacting through
institutions, technology, and language to (1pcoduce offerings, (2) engage in

mutual service provision, and (3)-ccea t e  \(\argai€elLséh, 2011, p. 185).

Unlike the business and -@peation ecosystem, thgervice ecsystens involve all kinds of market
actors in the markedriving processi(e., otherfirms, customersand other stakeholder§yargo et al.,
2015) Service ecosystems araded orBystems theoryVVon Bertalanffy, 1968)Service Dominant(S-
D) Logic (Lusch & Vargo, 2014andthelnstitutionalviewS pr ong et Claster4,6s (2021)
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Table 2). Based on systems theory it can leasond that for transitions the fullmarket system
(illustrated bye.g.,the MLP mode) should beconsideredS-D Logic is based on the idea that product
are only valuable when they are bought and used by custo&Bréogic sees a firm and customer
both as cecreator and receivenf value. Furthermotdhe theory reasons that a good @ waluable
due to merely the ownership, but through a service which is providaagh the goodFor example
spectacles are uselasslessthey are used faheir service: improving sightThis implies that a firm
does not provide value but only a value propositltat a customer should explajtusch & Vargo,
2014) The institutionalized view considers underlying instituticsg(norms, values, socialles,and
beliefs) which shapeotrules ofinteraction in anarket. The interaction between actors and the existing
institutions leads ttheinstitutionalisatiorof market practise@/argo et al., 2015)

Service ecosystemfurthermore jnnovate via multiactorcollaborative processes and develop
new valuecreation opportunitie§Vargo et al., 2015)A key conceptfrom SD Logic within service
ecosystemss valueco-creation(VC). VC, however is slightly different definedh serviceecosystems
compared to the previous secti@o-creation within service ecosystems may oatith both product
users and other relevant actlke (complementary) firms as wéWargo & Lusch, 2011)in this sense
it combines ceevolution {.e.,co-create and calesign) and careation of the previous ecosystem types.
This type of cecreation is guided by the integration @ferantresourcesand service exchange of
multiple actors who have different ideas of vakaq service usage

Theinstitutionalised viewCluster 4,
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Table2) of co-creation asa marketdriving procesgocuses on thengoing collaboration and
marketstructuring ofactors This ongoing interaction creata new market through the implementation
of its normative, exchange amdpresentational pracés. A market can only be driven if the new
practices arenstitutionalized (disruptiorimplementationand mainénancg Thereforetheinteraction
betweenmultiple firms and customeris of the most importahto stabilisecircular transitiors. This
approach changes the traditional view of targepiogitioning,and consumption toward a view in which
the valuepropositionsresource integration and product experience become more cévitilets are
driven by co-creation in which there isontinuouscollaborationand negotiationredevelopment of
institutions Naturally, the collaboration should be beneficial for all contributing asidhss ecosystem
as well(Vargo et al., 2015)A practical implementation for market driving whitdkes tlese ongoing
interactions stabilisation of institutionand an ecosystem perspective into accisitiie SevenStep
approach for markedriven innovation (SAMDIf Jaworski et al. (202Q)Table3).

2.5 SevenStepApproach forMarketDriven Innovation
The SAMDlIis a practical model for market driving frosnpr ong et Claster26s (2021)
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Table2) perspective which could be linked to ideas bel@hdter 3(
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Table2) and the MLP modelas well,in which market driving originates in niche innovatiand with
theidea of the value proposition as deliverable form th2 [Sgic.

The starting point of the model is the reasoning that market driver initiator(s) can be categorised
alongtwo dimensions. Collaborative vs. individualistic and cultural vs. functional. These dimensions
result in four types: Theh&vRBhngdl Ps p éhedfferéndell b e A a
between an individualistic and collaborative approach is whether a single firm drives the process alone
and has enough resources to drive it alone or whether it is a shared process in which multiple
collaborators have a shared goal. In the fional approachcustomers' primary economic and
innovation intentions do not largely rely on external influences like social media. Where in the cultural
approach the major attraction to customers is reached by developing selective tastes, valuestnsymboli
and effort of external influence(daworski et al., 2020An overview of the dimensions is given in
Figure4.

Individualistic Collaborative
The Pied Piper The Guild
Orientation: SelfOriented Orientation: Shared Cause
Resource dependSelf-Sufficient. Resource dependinadequate to drivehe market.
T The pimary of customer value changeconomic The pimary of customer value changeconomic
C | Initial ecosystem network targeBusinessEcosystem Actors Initial ecosystem network targdBusiness Ecosystem Actors
g Role of consumerd:earners Role of consumerdillies (Co-Creation)
g Role of external influencer&imited Collaborative motivationA rising tide lifts all boats.
L:L'> Role of external influencer&imited
The Evangelist The Apostles
Orientation: Self-Oriented Orientation: Shared Cause
g Resource dependSelf-Sufficient. Resource dependinadequate to drivehe market.
L The pimary of customer value chang€ultural/Cognitive The pimary of customer value chang€ultural/Cognitive
2 __ | Initial ecosystem network targd®eers & Industry Bodies Initial ecosystem network targd®eers & Industry Bodies
% © | Role of consumerd:earners Role of consumerdllies (Co-Creation)
B g Role of external influencer&xtensive Collaborative motivationA rising tide lifts all boats.
T =] Role of external influencer&xtensive
s O

Figure 4 MarketDriving Characteristics from Jaworski et al. (2020)

The model approaches market drivirgni a Pied Pipeperspectivelt drives a market by
creating a business ecosystem which preseastomerswith possibilities which align with their
preferences. This process is basedthe value proposition and visiafi business ecosystemand
potentialobstructors anthkesb wave 1 customersé into regard and c
of their approach is both on the priorities of the product users as well as multiple stakeholders
involvement The markedriving approachfollows a structure in which customer segments are
subdivided imlowa v e s , in which the fAWave 1 customerso al
O0Wave 106 areuhe sebaheustemers who are the initial target segment, for which the new
productis most beneficial and who are most likely to adapt first. After wave 1 the next waves are
targeted. The idea behind involving theVa v e 1 6 isdourstidteoneve proslucts in smallSters
to reduce the neededsoeirces and learn along the way before moving to other custddeas®rski et
al., 2020)

Table3 SeverStepApproach forMarketDriven Innovation from Jaworski et al. (2020)

Step Description
Stepl:  Articulate a valugroposition for a welblefined set of customers.

Step2:  Develop a Vision of the business Ecosystem for delivering the value proposit
target customers.
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Step3:  Stresdeststhe value proposition, the target customers, and the ecosystem vision
macro trends and industry forces
Stepd:  Identify 6 Wa v eustdm@rs, ecosystem actors, and potential obstructers

Step5:  Develop a giveget matrix for6 Wa v eust@nders and ecosystem actors and -8og:
market plan that also addresses potential obstructers
Step6:  Implement thed Wa v plan Wiéh agility

Step7:  Cascade to subsequent waves of custoreeasystem actors, and potential obstructe
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The background information gained in the previltesature reviews used to develop@rcular market
development approacithis combined informatioms used to answer the firsubgq u e s t Which , 06
Stes have to be taken to drive a circular resource transition, considering the-stakéholder
perspectivedb.

The seven-Stepapproachof Jaworski et al. (202QBAMDI) is usedasa basis for thecircular
market development approacHowever this approach is driven by a technological innovation
perspectivén aWesterncontext therefore, some adaptations are ned¢deethe Stegs to guideCE-
basedransitions in a emerging marketThe fundamental components of the SAMDI are in line with
the markedriving stages of Nenonen et al. (2020), Ecosystem literature, systems thinking,
institutionalisationand partially with €D Logic. Furthermore for circular transitiongn an emerging
market adaptions to the SAMDI are needed since it is based on the 'Pied Piper' appasacion
Aloini et al. (2020)ound that thewo most important external critical success factors for transitions to
circular business models aaecollaboration with external stakeholders and customer awareness and
understanding of their perception towards circblased productand on SD Logicit canbereasoned
thata 'Guild' approach is more suitable for circular transitimnan EM as it requireg¢scaes) operant
resources from multiple actois this contextXu & Dobson, 2019)andshouldencourageralue co-
creation(Lusch & Vargo,2014)mor eov er t r an smoteilikelyt® sucead bé&sétitoa a ar e
co-production model (Ostroi99%). The original business ecosystem view of the SAMRixtended
with the logic behind thé&ervice ecosystem approaemd value co-creation although the division
between Business and €peation ecosystenis maintained tdkeep a clear division arrémain close
to the original model of Jaworski et al. (2020). In practice, this division may be less black and white and
may overlapln the following part, thé&tegs, and alterationso the SAMDI areexplained.

3.1 Explanation of the Conceptual CirculsiarketDevelopmenfpproach

The SAMDI takes a value propositi¢¥P) as starting point and formulates a vision second, however
visionsare an essential element of sustainable transiico@rding tditerature(e.g., Lopes et al., 2021;
Vergragt & Quist, 2011 )Circular transitions are based on an idealistic component that must be clearly
communicated in a vision, particularly in the early stages of a trandigising et al., 2018)To ensure
cooperation, ecosystem actors must have a clear vision andvislerdiNambisan & Sawhney, 2017)
Moreover, cecreationshould bedriven by a clear goal, which motivates customers to participate
(Ranjan & Read, 2021)herefore, it is essential to have a vision defined before approaching new
ecosystem actoiw any other actor® contribute to a transitiosince visions arédundamentafor the
circulartransitonwe r ever se t her e BesandstegsAaddrDimgly,sa comprehensivea n d
vision that outlines what the market will look like once transition is formedn the first stepand
address th¥'P in thesecond steprhis leads to the followinfirst step

Stepl: Identify key business ecosystem actors andsion a vision for both future ecosystems to drive

the market towards more circulty.

This stage is critical in providing the ecosystem actors with a sense of the entire system and their
potentialroles later (Jaworski et al., 2020)ision formationis furthermoreimportart for alignment

during co-production(Bettencourt & Ostrum et al., 2008y establishing a clear vision, the initiating
firm(s) can create a reliable foundation to support the trangiiaworski et al., 2020 o ensurehe
successful alignment of goals and objectives during the ti@ngiotentialkey ecosystem actors should

be included in the visioning process to facilitate communication and exchange of valuable information
about challenges, opportunities, and circular stratefliepes et al., 2021)Goal alignment and
objective formation ishe main objective of cwisioning (Liu & Rong, 2015) To do so the firm should
identify a fewpotentialkey ecosystesiandinvolve them through ceisioning Thefinal vision should

be attractive to customers and potential otpetential ecosystem actorproviding a compelling
perspective for therfJaworski et al., 2020Y his reasoningliffers from SAMDI in the sense thédr
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CE transitionmultiple stakeholdemnustsupply resource® the transition and ishereforecarried out
in the context of a Guild

Visionsshould be clear statements that go beyond dreams and future ideals, providing a guiding
path to reach a desired outcofvan der Helm, 2009; Vergragt & upst, 2011) A good CE vision
consists ofhree elements, at first, a vision states the transformation which is aimed to occur, which shift
must be made to change the present in theduBiecond an image of an idealised future, the vision is
not merely looking for the best outcome but for ttleal. Third, a vision should be attractive and
motivating to actors to get involved and is made to guide the desired acd@eitain directiorfVan
der Helm, 2009)Since circulaty is a longterm objective, it is important to develop a vision which is
not only project related butne that will last fothe long term (Lopes et al., 2021and is inspiringor
all ecosystem actomsho will be involved inStep4. In this way the development of a coherent vision
for the involved actors based on relevant knowledge and ambitions indieasescessfulness tife
collaboration ofactorsfor the transitior(Vergragt & Quist, 2011)

Step2: Identify potentiako-creation actos toco-create a circular value proposition for a fairly well
defined set of customers.

After the vision is created iitepl a Value PropositiorfVP) canbe developethking the vision oftep
1 asa starting point In the MLP model, we now shift rbm investigating potentiahichelevel
complementorgo exploing the trends barriersand opportunitiesin the societechnical landscape
(Figure 2). The VP is thecore of markedriving, it is the enhancement of resource integration, by
combiningboth operant andhysical resourcegNenonen et al., 2020)urthermore circular firms
reduce negative environmental impacts viakernative VRandso increase thealue of the transition
(Lahti et al., 2018)As the SD Logic reasonsa value is presente a customerhrough its value
proposition.Thereforethe designed VP must tedapted to the wishes and needs of the final ugiers
value cocreation

The VPshoulddepict the valuethatthe transitioncould deliverto customersand is used as
fundamentto convince additionabusiness ecosysteictors (Jaworgi et al., 2020) To improve
resource density firms can be convinced to contribute by reducing risks or increasing benefits in the VP
(Nenonen et al., 2020)

FortheVP developmenit isimportant todemarcata specific segmeffirst. The segment may
be wider thanthé Wa v e 1 6 . Howevel ibisnvéal te define the group of consumers for which
a novel product/service will provide compelling benefits which they are prepared to pay and use
(Jaworski et al., 2020When the segment is cleaco-creation ecosystem can be orchestratedhe
original SAMDI 6 Wav e 16 wen sdentfiecein #he fourttstep However the 6 Wave 106
customerare likelyvaluable cecreation actors. Especially in a B2B market since these customers can
add additional resoursé]. N. Sheth & Sinha, 2015; J. Sheth & Parvatiyar, 195jhermore, relevant
external actorgan be part of thececreation ecosystem, these should be addressed afRapjan &
Read, 2021)In the selection o&ctorsfor the cocreation ecosystem, it is important to consider if it is
likely thatthey will advocate for the transitipoan contribute to the VP and can convince more critical
customers in the markdtlaworski et al., 2020)By involving the cecreation ecosystemin the
development staghese actors will get involved and devoted to the market tranéRimnjan & Read,
2021) which is important for the institutionalisation of the transition

Unfortunately environmentaland social aspects in the creation of VPs waeally ignored
(Patala et al., 2016A sustainable VP consists of three main elements: creating shared value for
stakeholders, addressing a sustainability problem, and developing a product which ailves tioeso
sustainability problem while considering the stakehol@@eddassarre et al., 2017).0 addresghese
threecomponentsit is impotant to gain useful insights from the-coeation actorsThese insights can
be gained baddressinghe Stes of Patalaet al. (2016}Yogethemith the co-creation actorsThar first
stepi s to Oidentify the potenti al i mpact of the

22
Conceptual Circular Market Development Approach



current benefitsvhich the offering will bring Furthermore there should be analysed which gains or
losses will occuin economicsocial,and environmental aspe¢fatala et al., 2016)

Moreover,insightsshould begainedaboutwhich (sustainability) features tloe-creationactors
are interesteth. This is donen thesecond stepf Patala etal. (20169 i dent i f yi ng key va
mechanism3 This analyis aimsto find customers' drivingalue-creatingmechanismsandsolutiors
which create value or avert losses (Patala et al., 20h6é%e issueshouldbe addressed during the-co
creation process with the -@oeation actoras well

Thelaststepof Patala et al. (20166 c hoosi ng t he kleagstoithefinel&¥Rt or s 6
These indicators are used in th#hsequenBtepwhich is an important addition to a sustainable VP:
6LiI f e cycdlesusedtdwwlidatd the gffer in the econoraiyironmentaland saial aspects
through the entire life cycle of the product. Within the analysis, a-vHdeeeds to be made between
the different aspects. The latepis demonstrating the life cycle value and expressing the “italuse
in a final VP,

Step3: Stresstest the value proposition, target customers and ecosystems aggiorst trends in the
sociakttechnical landscape and market regime forces, and revise if needed.

S A MD Ithérdsstepis to Stress Test theP, target customers and ecosystemn s .iThiidone by
testingthoseagainstrendsin the sociattechnical landscapend forces within the market regirteefind
out whether there is a strong basis forehgisionedransition If any weaknesses have been found the
focal firm(s) shoul revise the VP, vision or target segment or shoulifl pgssibleto change the trends
or market forcesUsually, there are many trends and forces which influence the tranditovever
with scenario analysjshese trends can be lowered fewmain trendsAt first, thefocal firm(s) must
analyse whether the VP, vision atatget segmerdre inline with the tends/forcegJaworski et al.,
2020)and if there is pressure for the transitmyming from the socibechnical landscapéseels &
Schot, 2007)Second it should be analysed whethene of the trend or forcemake the transition
infeasible(Jaworski et al., 2020However when the VP target segment aawbsystemsision fail the
stress testStes 1 & 2 have to beedonefor the failed aspecr the attempted transition should not be
continued.

Stepd: Identifyother relevantcosystem acto& 6 Wa v e 1 6 meanvkile preparertsovercome
potential obstructers

In thefourth stepof theSAMDI 6 Wa v e 1 6 amndecsystemectoasd possible obstructors are
identified.Some ofthed Wa v e 1 6 are alreadyoderdified iBtep2, howeverit is good to realise
thatnotalld Wa v e 1 06 mayestér thercereasion ecosystenr thatthe target segment has been
changed sinc8tep3. Thereforethere may be more Wa v e 1 6 thanthe ¢uweniteinvavedco-
creation ecosystem actors.

The key business ecosystem actors identifie8t@pl are a good starting point for a business
ecosystemHowever,co-visioning does not assure entrance to the business ecosystem and there might
beotheractors wio should be includedhich couldcontribute tahe VP (Kapoor, 2018)Furthermore
in order to succeed ia CE transitioncoordination and strong collaboration between actors is needed
(Lahti et al., 2018)Thereforeit is important to analyse whom to include further in the madkieing
process andavhich can contribute to cevolution. The analysiof suitable actorshould not be too
broad, it is better to focus on ecosystem actors which are closely related to thamiirms which
could be complementafKapoor, 2018) For example, when a new feed product based on food waste
streams is deveped it is better to specifically look to feed producers' ecosystems instead of the full
livestock farming ecosystem. The firm should develop an overview of the relastmswho can
contributeascomplementary and advocate for the transi(i@worski €al., 2020) Moreover the actors
shouldbe committed to thalliance,and tley should bemotivatedto reach the goal stated in the vision
made inStepl (Kale & Singh, 2009)Involving the rightd Wa v e 1 6 awdbusihessra@system
actorsreducethe risk perception for others to join later @aworski et al., 2020)
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In Steps 2 & 3 the sociotechnical landscapef the MLP modeis evaluatednow it is time to
look to the intermediate levehe marketegime TheMLP modelstates that the regime ley@kefersto
be stable and might try to obstracnsitions(Geels & Schot, 2007)ndividual market regime actors
are likely to try to obstruct new producésdwhen it is known which obstructors are present it is easier
to prepargo overcome these obstructio@aworski et al., 2020Preparing to overcome obstructors
before engagingith otheractors givea stronger position sin@bstructions can #m directlybepariied
when they may occur.

Step5: Developad Wa v @l A& t o c o n \customees arfbdigmassecosysted acter

It is crucial to get the right ecosystem actors involved in a certain structure to contribute to the vision
developed irStepl and to deliver the VP developedStep?2 to the selected customérsiner, 2016)

In this fifth stepa6 Wa v e Isd@evglobed to convince tiieWa v e 1 6 tccadapttandngetr s
other neededbusiness ecosystem actors involved in the transition. Actors witheca@system are
multilateralanddepenénton each otheHowever the actors are not contributing edyab the process

and each actor wants to gain profit for themse{@asadesubdlasanell & Yoffie, 2007}hereforeeach

firm considers the cost and benefits of the collaboration in anothe(Jasorski et al., 2020or
circular transitionsit is of most importance toonvinceother actorbased on thbenefits since access

to more resources makes the transition more likely to suctéedSAMDI makes use of a givaget
matrix to get an insighttowhatthed Wave 106 amuwstbaumdmsess ecosystem
what they have t o eg.dhigheredsts and niskshll lactors showddrbe dontvincedh  (
that they get more #n they have to givetherwise the business ecosystem willtrie futureresistant,

ando Wa v e 1 6 wil nos useotime @rodaidtlaworski et al., 2020)

Step6: Implement thé Wa v plan,lextendhe businesecosystem and overcome hurdles.

In this Step the plans to involve thadditionalbusiness ecosystem actors dhd plan toconvince
O6Wave 106 acecumplemantedTis®e outcome of the implementation can different than
expected, iwhich case the focal firgs) may adpt the involved business ecosystem actorséaida v e

16 c u sahdaakecanather approaglaworski et al., 2020Furthermore, it is important tddress
theidentified obstructions which hinder the delivery of the VP or obstruct customers to benefit from the
transition(Shipilov & Gawer, 2020)Moreovet thefocal firm(s) should try to add additiondl Wav e 16
customerdo the cacreation network in order to stimulataluein-use cecreation and improve based

on this input.

Step7: Try to institutionalisepractices and mmwve to other waves of customers, by condu&iegs 4-6
again.

A market can only be driven if the new practicesiasétutionalized (disruption, implementation, and
maintenance{Vargo et al., 2015)The disruption and implementationygebeen done in the previous
Sters, it is now important to maintain the transitigxl learnings from each wave should be made
avalable to the relevant ecosystem aci@awvorski et al., 20205ince thdirst stepof the transition is
implemented now valui-use cecreation becomes now possible. Since transitions are ongoing
processes which should be institutionalised, thereation ecosystem should now be exploited for

a (

valuein-use cecreation.Furthermorethe focus of thefirst stegs was onthé Wave 106 ,forust ome.l

the first implementation these customers are important for improving the product #rabasis to
expand(the visior) to other customers. In th&tep the focal firn(s) extends its VP fothe next waves
and other complementing ecosystem actdasvorski et al., 2020Jurthermore, for each wa&tep 4
to 6 have to be reperformed for the new customer wave and system environment
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Table4 Summaryrable ConceptualCircular DevelopmeniModel

SEVEN-STEP CONCEPTUAL EXPLANATION METHODOLOGY
APPROACH APPROACH
JAWORSKI ET AL.
(2020)
STEP1: | Articulate a Value Identify key business Formulate a visiomvhich gives a compelling Conducting exploratory
Proposition for a ecosystem actors and-co  perspective for customers and encourages the interviews with key
fairly well-defined set vision a vision for both business ecosystem actors to engage in the proc representatives of the existing
of potential future ecosystems to drive Include already key ecosystem actors to get earl business ecosystem to set the
customers the market towards more  stage input. boundaries of research and
circularity. formulate a vision statement.
The vision should contain three main elements:
1. A clear description of thearket
transformation
2. An ideal depiction of théuture;
3. Give guidance and motivation.
STEP2: | Develop a Vision of Identify potental cocreation For the development of a value proposition, itis Semistructured interviews
the Ecosystem for  actors to cecreate a circular important to set a specific target segment. When based on the information
delivering the value value proposition for a fairly this segment is defined members of ecosation identification ofStes 1& 2 are
proposition to well-defined set of ecosystem can be identified and involved in the conducted with multiple actors
target customers customers. formation of the value proposition creation. in the societechnicallandscape
to cocreate a value propositior
A circular Value proposition is created irB8efs: and gain inputs on opportunitie
1. Identify the potential impact of the offerin¢ and barriers.
2. Identifying key value creatiomechanisms;
3. Choosing the keindicators which considel
the tradeoff between economic,
environmental, and social aspectsotigh
the life cycle.
STEP3: | Stress Test the value StressTest the vaue Conduct a scenario analysis for the most importe A focusgroup with the researct
proposition, target proposition, target custome! trends in the socitechnical landscape and test if partnersrepresentatives and

Conceptual Circular Mark®evelopment Approach
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customers and and ecosystems vision
ecosystem vision against trends in the social
against macro trends technical landscape and
and industry forces, market regime forces, and
and revise if needed revise if needed.

STEP4: | Identifyé Wa v e Identify other relevant

customers ecosystem actors & Wa v
Ecosystem Actors 16 c usgmeanwhder s
and Potential prepare to overcome
Obstructors potential obstructers.

STEP5: | Develop GiveGet Develop & Wa v elanltd

Matrixfor6 Wave convi nce fWa

customersand customers and business

ecosystem actors an( ecosystem actors.

a Go-to-Market Plan

that also addresses

Potential Obstructors

STEP6: | Implement thed Wa \ Implement the Wa v e

16 pithAgility plan, extend the eoreation
ecosystemand overcome
hurdles.

STEP7: | Cascade to Try to institutionalise

Subsequent Waves ¢ practices and move to othel

customers, ecosyster waves of customers, by

actors and conductingStefs 46 again

potential obstructors

Conceptual Circular Market Development Approach

the value proposition, target segment and ecosy: expert interviewareused to

are in line with these trends in the setéghnical identify the trendsn the market
landscape. Furthermore, a feasibility test should and validateand interprethe
conducted. If either one of the two fails, the relev results ofStep2.

parts ofStefs 1 & 2mustberedonepr the

transition should not be continued.

In this Step the relevant business ecosystem The same interviews of the
partners which can contribute realising the Value previousStep areused to
proposition are identified. Furthermore Wa v e identify the potential obstructor
customersre identified which should be targeted andidentify the most suitable
later. And potential obstructoreidentified and 6Wave 106 focthest o

precautionary measures should be taken. transition.
For the business ecosystem actors and thiéa v e The findingsarereporedand
customersadé Wa v e ik éreaedThisplan analysel. The other parts are

containgthe strategyfor how toconvince6 Wa v e outside the scope of the
customersand additionaécosystenpartners to be research.

involved in the transitionThe plan is based on the

previousStes and a giveget matrix.

This Stepputs the plans into action, the focal firm TheseStes are outside the
tries to involve the relevant business ecosystem scope of this research.
actors. Theé Wa v e ik éxecptédaAnd

potential obstructions should be parried.

After the implantation of the transition for the

6 Wave 106,tlcedransitomsbauld be

implemented for the next waves. This can be dor

by conductingSteps 46 again for the next wave

and the waveods foll owi

the current Careation ecosystem involved for

valuein-use cecreation.
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A Participatory Research Design (PR®¢hoserto answer the second and third spestionsA PRD
incorporaesinteraction withother researchers, stakeholders, community members, and individuals with
relevant expertisé theresearchdesign(Vaughn & Jacquez, 2020)ction Research (ARas a sub
methodwas specifically chosen as a PRER is aversionof qualitative research thé used for
problemsolving.With AR the researcher participates in addressing the solution of a prétiemell-

suited for complex situations that require aw@pth understanding of the context, sucthaproblems
addessed in this thesis in thgthiopian fertiliser market. The approach involves engaging with
stakeholders, to gain an understanding of the current system, identify potential solutions, and test them
in a realworld setting. Through this process, an untgrding of the needs and preferences of
stakeholderand potential opportunities and challenges be identifiedand strategie® address them

can be develope{vaughn & Jacquez, 2020As the researclis conducted in collaboratiowith
stakeholdersr otherrelevantactors it can quickly identify problems arghin access tthe field. This
provides an opportunity tiest the conceptuabproaci{Chapter 3andadjustand refinements iareal

using contextGiven that the probleraddressed in this thesis is experienced in Ethiopgapractical
context it is advantageous to not only draw on literature for research decisions but edstsitber
insider knowledge. This knowledge of the existing market can prevent the need ¢ntréiewheel in

this context andcan also provide a more comprehensive interpretation of collected data. Additionally,
the developed conceptual approé&Chapter 3)s a tool whichguidesrealworld cases

Thereforeto gaininsights into the validity of the modglis good to test it in eealworld case This
allows for the model to be more easily translated to both academic aratademic contextdn
participative studies there are four main stafjefhe Partnershifstage, 2.The ResearcBtage 3. The
LearningStage and 4TheAction Stage(Benoit et al., 2018)The Stefs of the conceptuahodel Table
4) can be fit ino four stagesof the participatory studyThe boundariesf the research are set in the
Partnership stag thisStepconsists othe proposal writing stage in which the problem is explored and
continues inStep1 of the conceptual approachtep?2 of the conceptual approaciigns with the
research stag&ters 3 & 4 correspond with the Learnirgjage andtefs 5-7 with the Action stage.

4.1 StudyContext
The first stage is the Partnership stage, in wislizgp 1 of the conceptual approach is used as guidance
and validated.

Step1 ldentify key business ecosystem actors and-gtsion a vision for both future ecosystems to
drive the market towards more circularity.

Two main research partners in Ethiopia have been identified: Ethiopia Poultry and Siyakhula. Both
partners recognised the issusddressed in the introduction, such as the current contradiction of
discarding organic side streamsvhich causeshealth and environmental issues whileere is
predominant use of importethemicalffertilisersin Ethiopia

Ethiopia Poultry is an existing business ecosystem comprising various stakeholders involved in
the rearing of chickens from parent stock to table eggs. These actors have a surplus of poultry manure,
which is currently being discarded. To capitalize on thauresurplus, the market should be driven
towards a system in which their surplus is used for fertilization, which could potentially utilize this by
product in an economically beneficial way. This would not only benefit the stakeholders of Ethiopia
Poulry but also the wider environment, by reducing the negative impacte afumping ofpoultry
manure.
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Siyakhula is a staitp company aiming to develogextiliser compound derived frorarganic
wastestreamsand the manure surplus in Ethiopia. By dosog the company aims to address the issue
of fertiliser shortages in the country. Thicche compangeeks to provide farmers with an effective and
sustainable solution to throblem andallows them to produce crops more efficiently and gain higher
yields.

Both companies have entered a business ecosystending to capitalizeon the currently
availableorganicwaste, thus aiming it from being a liability to an asset. This ecosystem collaboration
is based on a unique complementarity, as the productiotheo new fertiliser necessitates the
contribution of resources from both parties. By doing so, they aim to contribute to the transition of the
Ethiopian economy towards a more circular system, one based on locally deriilisgrs instead of
imported atificial ones.

Given that the first actors of the business ecosystem are already combined, roles are distributed
in an ecosystem orchestrated by Siyakhamathe only remaining part @tepl is to establish a vision.
Representatives of both research partners are individually interviewed. These interviews are used to
align the study objectives and get better insigtttsthe current situatior-urthermorequestions have
been asked to iddaft their thoughts on the collaboration and the three main components of a CE Vision,
as outlined in the conceptual approach. This information is gained by asking the representatives to
describe how they see the collaboration and whatdmayor withthe project. The insights from these
interviews are combinedtima concept vision. This vision will then be tested in a small focus group, in
which the components of the vision atiscussedVan der Helm, 2009)and the vision is further
improvedtogethemwith representatives of thesearch partners

4.2 StudyBoundaries
The next stage ihe research stage. The boundaries for the research stage have been set in consultations
with the representatives of both Ethiopia Poultry and Siyakhula.

The study is conducted two areas in Ethiopia the first area is the ugbian areas surrounding
Addis Ababa along the road fsddama The region has various farming types, and mixed crop and
livestock systems are comm@hAsfaw Geresu et al., 20183esides there are also soemmmercial
large fruit, vegetableandornamental. The second regiontlie Perurban AreasurroundingDessie
(Figure 5).

2L Hdrqey;a [PWESVY

9
MC | Harar Oodweyne
Oodweyne Laascaanood

Juba Xudur

Figure 5 StudyArea Red Circle in theNorth of the DessiéArea and the Re@ircle in the Middle of the Addis Ababa&dama
Region
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Within theseareasthere aramainly threetypes of commercial farmse., ornamentabandopen field
crop productionfarms,which havethe mostpotential tobe wave one customers agriculturalwaste
basedfertilisers and therefog possibleco-creation ecosystem actofsurthermorethere are farming
unions in whichsmallholder farmers are unite@herefore it is chosen to draw a sample from those
three types of farmerand unionsand ask thento cooperate in the eoreation part of the study.
Furthermore, dwlarsand governmentahstitutesareapproached as well to provide the research with
expert insights.

4.3 Researclstage

After the partners agreed to the study boundaries, The Research stage starts. Thesérsirghdtep
of the conceptual circularegelopment model isonducted antksted in collaboration with the partners
in this stage.

Step 2 Identify potential co-creation actors to cecreate a circular value proposition for awell-
defined set of customers.

A total of sixteensemi-structurednterviews(Appendix 9)areconductegwith differentpotentiald Wa v e
16 c usin thenperirusban areaof Addis Ababa ad Dessie Potential co-creation actorsare
determinedrom a database provided by TesEthiopia via contactaith othergovernmental and via
opportunistic visitsIn this way snowball samplingis usedaccording tothe criteria describetyy
Robinson (2013)The interviewees areontacted via emaibr faceto-face contactTo gainadditional
interviewees, the big farmghich meet the description of the samplethe road towardscheduled
interviews vere approached to schedule an interview.

Theinterviews aimto gain insights ito the perceptions and needs of themers and aim to
enable cecreation in the processdescribed irStep2 (Table4). The questions will be based on the
input which is needed to develspstainablealue propositions according Ratala et al. (2016) and the
elementof Nenonen Storbacka, & FretheBentham (2019). The information gained in the interview
can be used to develop a value proposition as descril&tdpa.

It is chosen to conduct sesiructured interviewsince theseallow for more freedom in
guestion formulationvhile guiding the interviewlt allowsthe interviewees to elaborate on unexpected
answersand enables the possibility fathe interviewer to ask additia questions For additional
structure the questions wilbe open questionsvith several keyword¢Table 5 & Appendix 1)as
described byoeije (2010) The interviewwasabout thecurrent farmingpractcesand their fertilization
needsthe questionsareaskedfirstopen,and the intervieweaisked the interviewee about the keywords
if these arenot mentioned at firsfThequestims and keywordgTable 5)arebasedon the research of
Lopes et al(2021), Ndambi et al. (2019), Nigussie et al. (2015), Tadesse et al. (2018) and T. Zhang et
al. (2021) The interview questions are discussed and reviewed by the partners of this reséaech
theinterviewsare conductedith the AR approackVaughn & Jacquez, 2020)

The intervieweeareasked forconsento record the interviewf consent is given for recding
transcrips are made if not the interviewer will take notes and type out the answers as literally as
possible All interviews have been conducted in person tatt between 0,5 and 1 Tihe output of the
interviewsis coded in Atlaslt 22 using a code tre@ppendix10). When an interview took place on a
farm, the farmer was asked to give a tour over the terrain the observations made duringdtes$edr
to place the results into conteahd triangulate the interviews, the observations wetlected in an
observatiomreport.
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44 LearningSage

The third stage of thAR is the learning stage, in this staglee data gained in thesearch stagis
analysed and interpretefls guidance inhis stageStes 34 of the conceptual approaeneconducted

and discussed with the partners.

Step 3: StressTest the value proposition, target customers and ecosystems vision
against trends in the sociatechnical landscape and market regime forces, and revise if needed.

The data gathered fBtep2 is analysed clustereahd avalue propositions formed These outputare
discussed in amall focus groumvith the research partners aratified with interviews with researchers
andexpers on theopic. During thesénterviews the experinterviewees wereaskedused toverify the
trends mentioned iBteptwo and identify other trends the societechnical landscapef the Ethiopian
fertiliser market ancevaluate the value propositiovision, and target customers againstshdrends
To reach intervieweantactshave beerstablishedvith agricultural research institutions, agricultural
governmental organisations, and cultivation experts via the interviewees of the pr&tamus
Interviewedaboutwhich currentrendscan influencehe value proposition and target customersst
Furthermorethe interview guide will be based on the resultStfp?2 to validate these results.

Step4: ldentify other relevant ecosystem actors 8 Wa v e

potential obstructers.

16 andmeparenceorescome

The same expert intervienare used to determine the potential obstructénsrthermorethe data

gathered irSteptwo is usedto determine whiclype of farmers fitstherole dfWav e 16 besu st o me 1
for thetransitiontowards the use ajrganicfertilisers. The identificatiorof specific relevant business

ecosystem actors is outside the scopthe main research questiorhe expert interviewee was also

asked if he had somelevant reports of documents had, which could be used for desk reg&arch.

overview of the research quiems is given in Table & Appendix 1 After the implementation of these

Sters of the conceptual framework, they are evaluated and, where necessary, improved or extended to

suit the needs of circular transitions in emerging markets.

Table5 Overview of Interview Questions

Theme Interview Question

General What is your farm size and crop type
Information  What is your current source for
fertilisation?

How is decided which and how much
fertiliseris needed to be applied tioe
crops?

Do you experience nutrient limitatiomns
your fields/your clien's fields?

Which requirements should tertiliser
meet according to you?
Use What do you do with the agricultur:
Chemical waste on your farm?

Fertilisers Which benefits do you experiendeom
your current fertiliser type

Which challengeslo you experienceiith
the usag®ef your current fertilizer type

Methodology Action Research

Research Asked to

guestion
Context

Context

Context

Context

Context

Context

RQ1&2

RQ1&2

Farmers
Farmers

Farmers
Farm
advisors

Farmers
Farm
advisors
Farmers
Farm
advisors
Farmer

Farmers
Farm
advisors
Farmers
Farm
advisors

Reference

Partners

Nigussie et al
(2015)

Patala et al (2016

Nigussie et al
(2015) & Lopes
et al. (2021)
Lopes et al (2021)
& Patala et al
(2016)

Lopes et al (2021)
& Patala et al
(2016)
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Use of Are you willing to use organitertilisers RQ 3 Farmers T Zhang et al

Organic onyour farm? E\IZ.OZD &
igussie et al
WasteBasted (2015)

Fertilisers

Which challengesdo you/would you RQ1&2  Farmers,  Ndambietal

. . . Farm (2019), Tadesse
expect during the shift to an organic advisors  etal (2021), T

fertiliser source? andExperts Zhang et al
(2021), Lin et al
(2019)& Patala

etal, (2016)
What are the benefits of orgariertilisers RQ3 Farmers, T Zhang et al
according to you? Farm 2021 & Patala et
advisors al, (2016)
and Experts
Do you have any quality doubts related RQ 2 Farmers, T Zhang et al
organicfertilisers? If yes which? Farm 2021 & Patala et

advisors al, (2016)
and Experts
The Trend What do you think are the economr RQ2 Farmers,  Patala etl,

Regarding  consequences of the use of orga ngr/?s]ors (2016)
o
Was_t(_-:‘Ba_sed fertilisers~ e
Fertilisation  aye there any social aspects related to RQ 2 Farmers,  Patala eal,
choiceof which fertiliser type you use? Farm (2016)
advisors
and Experts
Do you see any trends in Ethiopia towal RQ 1 Farm Jaworski et al
more circular use of agricultural was advisors  (2020)
streams? and Exped
Obstructions Do you see any obstructiotsthe use of RQ1 Farm Jaworski et al
agricultural wastéased fertilisation? advisors  (2020)
and Exped
Desk Do you have any documents or otl Context Farmers, -
Research relevant information which can be Farm
advisors

. ) o
interestto this research? and Experts

4.4. ActionStage

The Action stage ithe last stage ofthe AR, in this stagethe learning outcomes of the reseaath
reported and summarisethe goal of this stage is to ensure that the research produces comprehensive
results that are beneficial to the target audiencétastientificunderstanding of the Ethiopian market

Based on the results of the interviesvgl observationgresummarisedn the Discussion and
Appendixesto provide usefuinputs for the industry to formulate a comprehensivééve 1 plan.
Furthermore, it will provide a comprehensive overview of thearebefindings and allow market actors
to easily identify potential opportunities and threats in the market. This will #llewdustryto make
informed decisions and develop a successfWa v e (bf&Stegb), fartherelaboration on thé/Vave
16plan isoutsidethe scope of the research as well amgstbe done by the industiyself. The same
accounts for the last twSteps of the conceptual approach, thake not deviatgo a large exteh
compared to the model of Jaworski et al (2020)
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4.5 Interviewee Background Data

Two types of farmers have been identified as potentiareation actors in Ethiopia. First, there are
farming unions and cooperations which consist of mainly smallholder farms (<d4ritajviewedtwo
union managers artdreecooperation managers whewe farmers themselves. The unions have several
thousand smallholder farms connected to thbrtefview 15) and often specialised in specific crops
(Photos 13). The member farmers receive inputs like seedsfemtitiser and sell their crops via the
union. In return, the unions bufertilisers via governmental programmes. These union farmers
predominantly use two types afiemical fertilisersUrea based and NPS in solid form and apply them
manually (Interviews 13 & 14)The cooperations are usually smaller and cultivate the same crops. |
interviewedtwo cooperations which collaborated in the export of avocamasavocado buyer and one
vermicomposimaking cooperative.

Photos 13, Photo 1 is a field used by smallheid for legumesPhoto 2 shows an irrigation channel at a
smallholder mango farm arféhoto 3 is an avocado cooperative member farm.

Second, there are commercial farms, which can also be divided into two types: fioregjad
commercial farms (FICF), wbh are mainly focused on export, and Ethioggamed commercial farms
(EOCF), which keep their products in the country. | interviesedenforeigninvested commercial
farms (interviews 7). FICFs are often specialised in one crop and have access to more advanced
technologies like greenhouses, drip irrigation and professional farming advisers. They mainly use
importedchemical fertilisersvhich are distributed from a central point on the farm (8h@9) via an
irrigation system (Photo 4).

Photos 46, These photos show different corps at a FICF and their export products, #£kbtwvs peppers and
the irrigation tubing in whichfertilisers are distributed, Phot® is a strawberry farm and Phot6é shows a
greenhouse with roses.

Photos 79, the fertilisers used on the FICF are diluted in tanks like in Photos 7 & 8 and mixed and distr
via the tubes in Photo 9. 32
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