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Abstract  
The Sub-Saharan population is growing rapidly and to feed these rising numbers, food security is vital. However, 

due to current agricultural practices, this region experiences depleting soils which decreases production and 

increases the dependency on external inputs like chemical fertilizers, which become more and more 

inaccessible due to rising prices and import problems. Meanwhile, organic waste streams are getting discarded 

or dumped, while they could be used to re-fertilise these soils. In short, a transition towards the utilisation of 

those waste streams as organic fertilisers is needed. In order to guide such a transition a circular market 

development approach has been developed for the context of emerging markets, based on current market-

driving and business/co-creation ecosystem literature. A participatory research design was used to validate this 

framework and gain insights into challenging factors and opportunities in Ethiopia. A total of 31 interviews have 

been conducted with farmers, governmental representatives and experts in the field and at twelve farms 

observations were done. The results show there are multiple challenges, among which: transition orchestrators 

do not naturally occur in the Ethiopian context, resource integration difficulties for which multiple actors have 

to take up a role and problems of the current institutionalised system. Furthermore, the report shows multiple 

opportunities i.e. for shifting to domestic production of goods and for the fertiliser transition, of which cost 

saving, lowering supply chain dependency, improving soil and crop quality, and reducing environmental 

pollution are the biggest benefits. 

Key terms: Circular Economy, Market Transitions & Emerging Markets   
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1 
Introduction 

1. Introduction 
Sub-Saharan Africa is experiencing rapid population growth (World Bank, 2022). Simultaneously, the 

number of Africans living in urban settings grows expeditious (United Nations, 2018; World Bank, 

2015) due to urbanisation. Consequently, urbanisation is exacerbating the pressure on food security in 

cities (Lester et al., 2016; Mensah et al., 2001; Sulemana et al., 2019). To fulfil anticipated demand, 

enough food must be produced despite the large pressure of intensive agriculture on the environment 

according to scholars (Abdulkadir, 2012; Addo, 2010). To do so in the current agricultural system, this 

would require additional external resources such as fertilisers, agrochemicals, and fuel, which would 

have a further detrimental effect on natural resources and the environment. The agricultural sector has 

a crucial role in safeguarding natural resources and reducing their contribution to climate change (Aznar-

Sánchez et al., 2020). To do so a shift is needed in the current African peri-urban agricultural practices 

towards a more sustainable system.  

Due to the rising demands in urban areas for animal-based products, the surplus of manure 

increases, especially for dairy and poultry production systems (Harris 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 practitioners in the African context (Nigussie et al., 2015; Tadesse et al., 2018), since they 

mainly use (inorganic) chemical fertilisers for soil fertilisation. As the demand for artificial fertiliser 

rises, their availability is increasingly under pressure, especially in developing countries (Alewell et al., 

2020; L. Bouwman et al., 2013; Cordell & White, 2011; Grantham, 2012; Ulrich & Frossard, 2014). 

Furthermore, the intensification of agriculture and the use of chemical fertilisers has put pressure on 

nature and the environment. 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., 2017). However, the use of organic fertilisers can help to improve the 

sustainability and fertility of soils (Antil & Singh, 2007). Therefore chemical fertilisation can at least 

partially be avoided with a transition to an organic fertilisation system (Aznar-Sánchez et al., 2020).  

Even though livestock manure is Ethiopia's highest peri-urban agricultural waste stream 

(Tadesse et al., 2021), Ethiopian vegetable and ornamental growers rely heavily on imported chemical 

fertilisers (Nigussie et al., 2015). Furthermore, in the current Ethiopian agricultural system, soil fertility 

is one of the main challenges for smallholder farmers (Nigussie et al., 2015). Rather than using manure 

surplus for fertilisation, more than 50% of farmers in the peri-urban areas of Ethiopia use chemical 

fertilisers as their main source of fertilization (Tadesse et al., 2018) while others still lack access to 

sufficient fertilisers (World Bank, 2019). Many studies report recycling of organic waste streams, such 

as manure, wastewater and municipal waste, in African countries is feasible as long as the waste is 

processed and non-contaminated with e.g. antibiotics or heavy metals (Abdu et al., 2011; Harris et al., 

2001; Maciej Serda et al., 2002; Mankaôabusi et al., 2019; Miller, 2000; Nigussie et al., 2015). Making 

use of organic waste streams for fertilization is an appropriate practical implementation of recycling. 

This increases yields, could reduce greenhouse gas emissions (X. Zhang et al., 2020), increases organic 

soil matter (Xia et al., 2017), reduce (chemical) fertiliser pollution, may improve water quality 

(Carpenter & Bennett, 2011; Cordell & White, 2011), and reduces the loss of non-renewable fertiliser 

minerals e.g., phosphorous (Alewell et al., 2020; Carpenter & Bennett, 2011). Furthermore, the profit 

from organic fertilised products could be higher due to better quality (X. Zhang 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 fertilisers (Tadesse et al., 2021). Despite of this large-scale 

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., 2021)in 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 environment (Nigussie et al., 2015; Tadesse et al., 2018) and causes health issues (Ström et al., 

2018). Second, cultural barriers might be limiting the use of organic fertilisers (Tadesse et al., 2021). 

For instance,  the demand for feed and fuel (for cooking) is high, which makes that organic residues are 

allocated as feed and fuel (Ndambi et al., 2019; Nigussie et al., 2015; Tadesse et al., 2018). Third, there 

might be insufficient knowledge, and data about the use, quality and quantity of organic waste streams 

which can be recycled in Ethiopian (Ndambi et al., 2019; Tadesse et al., 2021) or the 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 incentives (Ndambi et al., 2019; Tadesse et al., 2021). The fourth 

found factor might be, high transport costs (Ndambi et al., 2019; Tadesse et al., 2018; World Bank, 

2019) and insufficient infrastructure (Tadesse et al., 2021), which is a big hurdle to distributing fertilisers 

(Tadesse et al., 2018; World Bank, 2019). And 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 right time (Tadesse 

et al., 2021).  

Another factor might be the perception of farmers towards the use of organic fertilizers in the 

Ethiopian context, T. Zhang et al., (2021), conducted research into the perceptions of farmers in another 

country which experiences similar problems, China. They found that Chinese farmers 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 and yield which could generate a higher income. However, there was a lack of trust in the 

quality of manure, such as its potential to contain pests, weeds, antibiotics, heavy metals, and disease 

infestations. The biggest barriers to using manure were unavailability, 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 our knowledge, there is no 

existing research on how to guide such a transition in emerging markets like the Ethiopian. Only Tadesse 

et al. (2021) mentioned that to transform the current Ethiopian agrarian system into a circular system, it 

is crucial to involve stakeholders and policymakers and conduct research among farmers. Nonetheless, 

no papers were found that look into the underlying market-driving principles and the process of market-

driving to facilitate a systems change in the context of an emerging market like Ethiopia.   
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1.1 Study Aim and Research Questions  

This study aimed to identify the underling factors and how the Ethiopian fertiliser system can be guided 

towards more sustainability  and durability. 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 facilitate a market shift in an emerging 

market towards more circular systems. Based on this the following Research question has been 

formulated: 

Main Question: 

What is needed to change the Ethiopian peri-urban agricultural system to a system in which organic 

waste is used as a circular resource? 

To answer the main question the following sub-questions have been formulated: 

¶ Which Steps have to be taken to drive a circular resource transition, considering the 

multi-stakeholder perspective? 

¶ What challenges in the Ethiopian agricultural market must be overcome to facilitate the 

transition of the current Ethiopian artificial fertiliser-based market towards more 

sustainability? 

¶ What opportunities are present for transitioning the current Ethiopian artificial fertiliser-

based market towards more sustainability?  

In the first part of this thesis, a semi-structured literature review is conducted to gain relevant 

background knowledge in the field of circularity, market characteristics of emerging markets and 

markets driving strategies throughout a sustainable transition (Chapter 2). This background knowledge 

is used to answer the first sub-question, which involves developing a circular market development 

approach for an emerging market (Chapter 3). 

 In the second part of this thesis, the developed approach is validated via a participative action 

research design in the Oromo and Wollo districts in Ethiopia (Chapter 4). For the participative research, 

two Ethiopian partners are involved: Ethiopian Poultry and Siyakhula which are currently exploring the 

possibilities of local fertiliser production in Ethiopia. To gain further insights this qualitative study is 

conducted and gives insights to answer the second and third sub-questions and to validate the theory-

based market-driving approach in the context of this emerging market (Chapter 5). The information 

gathered from this thesis will contribute to the scientific knowledge of the Ethiopian fertiliser market, 

and provide valuable insights into sustainable transition processes in an emerging market and 

influencing factors in these contexts (Chapter 6). 

  



 

4 
Literature Background 

2. Literature Background   
The first part of the thesis provides the scientific basis to answer the main question. In this chapter, a 

semi-structured literature study has been conducted which gives insights into the current literature about 

circular transitions, market characteristics of emerging markets and how markets can be influenced via 

market driving.  

2.1 The Circular Economy  

Sustainability issues like biodiversity losses, environmental pollution and resource exhaustion 

arise more and more like as described in the introduction, there is a need for change. These types of 

problems can be mitigated via the transition of a system towards a circular economy (CE) (Brennan et 

al., 2015; Geissdoerfer et al., 2017). The concept of CE is becoming more and more integrated into 

sustainable policymaking (Lehtinen & Ala-Rämi, 2021) and business models (Donner & de Vries, 2021) 

in Western countries. Geissdoerfer et al. ( 2017, P. 759) defined a CE as an: 

óôEconomy as a regenerative system in which resource input and waste, emission, 

and energy leakage are minimised by slowing, closing, and narrowing material and 

energy loops. This can be achieved through long-lasting design, maintenance, repair, 

reuse, remanufacturing, refurbishing, and recycling.ôô 

In other words, in a CE products and side streams are discarded as little as possible. Instead 

reusing, recycling and material recovering in all stages of the product life cycle is common (e.g. from 

field to fork). CE aims to establish sustainable innovation to achieve economic prosperity, social equity, 

and environmental quality for future generations. Which can be realised through responsible 

consumption and new business models (Kirchherr et al., 2017). A major development in the CE literature 

is the global trend towards by-product recycling (Lehtinen & Ala-Rämi, 2021), which is closely 

connected to the problem statement and starting point of this thesis. However, in order to be 

commercially feasible these CE-based solutions have to be introduced to the market in the right way and 

respond to the local context, in Western countries this trend is already starting to become more and more 

common (Donner & de Vries, 2021; Lehtinen & Ala-Rämi, 2021). Nonetheless, it can cause some 

difficulties in emerging countries like Ethiopia. Since these markets have very different characteristics 

to which transition approaches are not adopted yet.  

2.1 Market Systems in Emerging Countries  

Emerging markets (EM) are quite distinct from Western market systems in multiple aspects. First of all, 

context-based, demographically EM have a lower-educated population, a high population growth and 

few resources for innovation. Second, wealth is unevenly distributed, there is often a small urban elite 

with a Western lifestyle and the majority of the population experience obstructions like a lack of 

healthcare and weak food security. Third, EM have often experienced trouble in the transition of 

previous government forms (e.g., communistic or colonial) to democratic market-based capitalistic 

markets (Burgess & Steenkamp, 2006). These previous governmental forms tried to plan business 

models within countries on a governmental level. This resulted in e.g., a monoculture agricultural system 

with a few cash crops (Ingenbleek, 2020).  

As the fourth aspect, EM markets have a different historical and geographical context, which 

results in a market system in which there is a strong division between the formal and informal sectors, 

in which there this a big difference between a large number of micro-entrepreneurs and subsistence 

farmers (informal) and the small group of foreign entrants to the market (formal). Trade takes place in 

different types of marketplaces often located at a physical location (Ingenbleek, 2020).  This can result 

in a market with its own strong characteristics as shown in Table 1. It is important to take these 

characteristics into account when a study is conducted from a Western perspective since these 

mechanisms work differently in an EM.  
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Table 1 Typical Characteristics of African Marketing Systems Derived from Ingenbleek (2020, p75) 

Marketing System 

Dimensions  

Characteristics  

Buyer Characteristics  Exchange in the marketplace is largely driven by communities. Producers can choose 

to sell their goods to local buyers or to traders who are connected to marketplaces in 

other regions. 

Assortment Offerings  Customers can select from a variety of locally made basic items and imported goods. 

Network Dynamics  Local networks are typically focused on survival, while longer-distance trade 

networks aim to maximise profits. Competition in these networks is often based on 

exploiting structural holes, or gaps in the market. Most actors operate as 

microbusinesses, embedded within communities of people conducting similar 

businesses.  

Flows and Roles  Traders aggregate physical products such as agricultural from multiple communities 

and sell them in more centralized markets. This allows for the products to be traded 

over long distances, while still covering the associated transaction costs.  

Exchange Logic and 

Context  

Credit is an important tool for many transactions, as it helps to protect sellers from 

opportunistic behaviour and the risks and costs associated with transport. Social 

networks can also be used to help protect against such behaviour, though not always 

successfully. 

Governance  Social groups are typically formed around shared ethnic backgrounds, extended 

families, and tribes. Local leaders often have a significant impact on business within 

these communities. Additionally, sellers may form cooperatives based on the type of 

product they offer. 

The large informal sector in an EM is mainly focused on the production of agricultural products and has 

fewer processing systems compared to Western countries (cf. Ingenbleek, 2020), which makes it 

difficult to recirculate by-products, given the lack of technically advanced solutions. This is especially 

problematic in rural and remote areas due to the scarcity of resources, and less infrastructure, which 

increases the need for reuse of resources (Xu & Dobson, 2019). The mono-cropping agricultural 

segregation also makes it harder for different segments to interact, which is further amplified by 

transportation troubles and infrastructural problems experienced in rural areas (Miles & Morrison, 

2020). Furthermore, such areas are less opportunity-driven and more necessity-driven (Bosma & 

Sternberg, 2014), which does not stimulate innovation and may not convince farmers to change their 

current agricultural practices to more sustainable ones. These characteristics can hinder the adaptation 

of a new CE-based system.  

One important within country geographical distinction must be made between rural and peri-

urban areas. Peri-areas are usually more developed than rural areas yet still depend on agriculture, 

however, the easy access to cities provides a market as well as better infrastructure for transportation 

and export of goods produced (Ayambire 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 distances (Nigussie et 

al., 2015; Tadesse et al., 2018) which can exchange by-products within a limited transport distance. 

Therefore, the initial transition towards a more circular waste stream might be bested tested and adopted 

in the peri-urban area first before being developed in the rural areas. 
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2.2 Literature Overview of Current Market-Driving Theories  

An important marketing literature stream which investigates how such market adaptations can be 

reached is the market-driving literature. Market driving can be defined as:  

óôPurposive actions by market stakeholders that result in a distinctively new or 

altered form of the market.ôô (Sprong et al., 2021, p. 450) 

In literature, this principle is known by various terms, such as market creation, market innovation, 

market shaping, market (trans)formation and market driving. The process could be both the creation of 

completely new markets or transforming existing markets and is often initiated via a "niche" product 

(Sprong et al., 2021). In general, the process of market driving can be summarised in three actions 

(Nenonen et al., 2020):  

1. Discover value by connecting resources in new ways; 

2. Provoke changes in the market; 

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 literature (  
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Table 2). Each cluster has its view of what markets are, and how market transformation is 

achieved and addresses different aspects of market driving. However, aspects of different clusters might 

be of importance for the driving of an emerging market. The first cluster, ôinnovation systemsô in which 

market innovation is driven by multiple actors who perform different roles in innovation systems, with 

special emphasis on policy-driven innovation.  

The second cluster, ómarket driving and market pioneeringô, is based on the resource-based 

view (Barney, 1991), it links market innovation to firm activities which try to change market structures 

to meet their capabilities. In which the process starts when a firm recognises or starts a new market, 

while actively involving and excluding other market actors.  

The third cluster, ómarket and practiceô, sees markets as the result of a variety of actors which 

continuously shape the market at a certain moment. The focus is on market and value co-creation and 

market interactions in ecosystems. 

The fourth cluster, ófield creationô, finds its origin in institutional theory (Suchman, 1995) and 

views market innovation as the result of the institutionalisation of common understandings and 

legitimisation, in which institutions are viewed as the (in)formal rules, beliefs and norms of human 

interaction.  

The fifth cluster, ómarket system dynamicsô, emphasised on the social-technical and cultural 

aspects of market systems, which occur in the interaction between market actors, consumers, and other 

stakeholders.  

The last cluster, óinnovation and commercializationô approaches market innovation as the result 

of the market entry of a new innovative product. These clusters are strongly interconnected and can be 

combined into theories (Sprong et al., 2021).  
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Table 2 Summary Table of the Six Market-Driving 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 system. 

2 Market Driving and 

Market Pioneering 
Markets are fixed, however, a firm may change its structure via technological innovation 

and extensive market orientation.  

3 Markets as Practice Markets are dynamic, they are continuously formed, shaped, and performed by 

technological artefacts, firms and other network actors. 

4 Field Creation Market driving is the result of the legitimation of the organizational field by the developing 

formal and informal rules which give a structure to our understandings and practices of 

human interaction. 

5 Market System 

Dynamics 
Market driving is the result of interaction between consumers, producers, and other actors 

which results in the introduction of cultural and socio-technical innovations in markets. 

6 Innovation 

Commercialization 
Market driving is driven by entrepreneurs commercializing radical innovations through 

network creation. 

 

In the following sections, theories from different clusters relevant to CE transitioning in EM are 

discussed. These theories are used as a basis to develop a circular market development approach in the 

following chapter. 

2.3 Market System Dynamics  

Before a market system can be driven in a certain way it is keen to get an insight into the market 

environment, which is especially important in markets with distinct characteristics. The Multi -Level 

Perspective on transitions (MLP) (Cluster 5 Sprong et al.ôs (2021),   
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Table 2)  is a model that will be used to sketch the market environment for market transitions, with 

emphasis on the need to start a transition path from a óniche innovationô and to amplify this óniche 

innovationsô and following up with the stabilizing the transition. The model is based on the idea of multi-

level dynamics in which three levels interact which each other in a market environment (Figure 1), the 

óSocio-Technical Regimeô, óSocio-Technical Landscapeô and the óNiche Innovationsô. The óSocio-

Technical Regimeô level is the current market which is stabilised in a certain way of common practices 

(Geels & Schot, 2007), the regime can be changed based on the introduction of alternatives, which are 

developed in the Niche Innovation level (Wieczorek, 2018). The Niche Innovations level are small 

networks which try to come up with novelties and tries to introduce and stabilise them at the regime 

level.  

The óSocio-Technical Landscape is the external environment outside the direct influence of 

regime and niche companies (Geels & Schot, 2007), e.g., sustainability transitions, which are becoming 

more favour at this level in governmental policies. The landscape encompasses more similar but also 

different factors in emerging markets compared to Western markets it also includes, e.g., urbanisation, 

wars, changing demographic, wars, and other pressuring factors on the regime level (Wieczorek, 2018). 

Following the MLP model, market-driving transitions occur when a niche company develops 

momentum through improving the price, product quality, learning processes and support for their niche. 

When there is enough pressure from the Social Technical Landscape level on the Regime level, Niche 

Innovation may take the opportunity to enter the regime level (Geels & Schot, 2007). In emerging 

markets, it seems that regimes are susceptible to transitions, however in this context the regimes are 

more reliant on institutions for upscaling, and demarcation operationalisation (Wieczorek, 2018).   

 

Figure 1 Simplified Representation of the MLP Model Adapted from Geels & Schot (2007 p. 401) to Depict the Different Market 

Environment Levels. 

The MLP model gives a good insight into the levels of a market environment and how transitions occur. 

And is very useful in analysing the influencing factors on sustainability transitions in developing 

countries, since these transitions are greatly influenced by the contemporary reality and historical 

context (Wieczorek, 2018).  However, it is quite dependent on how the different levels develop and is 

difficult to influence. In a sense, the model gives a bird's eye view of market transitions but gives less 

practical guidance for CE transitions.  
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The literature in Sprong et al.ôs (2021) cluster 3 (  
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Table 2), takes a more bottom-up approach to the market dynamics and how different actors 

should interact in order to drive markets. Two promising theories i.e., Ecosystem theory and Value co-

creation from this literature cluster might be beneficial for CE market driving in emerging countries as 

well.  

2.4 Ecosystem Theory  

Current transition literature evolved from the supply chain view to a multiple-actor collaboration view 

(e.g., Aloini et al., 2020; Lahti et al., 2018; Markard et al., 2012; Suchek et al., 2021), in alliances like 

business ecosystems (Brennan et al., 2015; Suchek et al., 2021). This development can be linked to 

literature on CE transitions which states that CE transitions are dynamic and complex processes, which 

should involve multiple actors and customers and take a longer time to develop new products, services 

and business models (Aloini et al., 2020; Lahti et al., 2018; Markard et al., 2012; van den Bergh et al., 

2011). 

Ecosystem theory is one of the main theories from Cluster 3 (  
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Table 2) (Sprong et al., 2021) which view a market as a dynamic system in which multiple actors 

interact with each other. These kinds of strategic alliances allow companies to share knowledge, physical 

resources, and technologies Sprong et al.ôs (2021) (Suchek et al., 2021) and become complements in the 

same system (Jacobides et al., 2018).  
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The business ecosystem concept has been introduced in 1993 by James Moore based on a 

biological metaphor. A firm is not just part of its industry or supply chain but of a wider business 

ecosystem, in which companies co-evolve by cooperating and competing over product development, to 

fulfil customer needs. As the concept of business ecosystems became more common, the concept 

evolved as well. Liu & Rong (2015, p. 810)  defined business ecosystems based on different scholars 

as: 

óô a community that is supported by interdependent firms, which interact with each 

other and evolve in an ongoing cycle to renew themselves and stimulate 

collaborative innovationôô.  

The ecosystem view expands the firms' environment 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 firms (Jacobides et al., 2018). Many scholars 

include the concept of co-evolution, which is related to value creation, as a core concept of the business 

ecosystem (e.g., Liu & Rong, 2015; Moore, 1993; Nambisan & Baron, 2013; Ramachandran et al., 2012; 

Teece, 2007).  

Co-evolution is a process in which firms develop along with each other, driven through 

interaction. It can be subdivided into three activities: óôco-visionôô which is the alignment of innovation 

objectives, óôco-designôô which is knowledge sharing to design products, platforms, and product services 

and óôco-createôô in which resources are integrated for promotion and manufacturing (Liu & Rong, 

2015). Another fundamental principle in business ecosystems literature is complementarity, which is the 

cooperation between firms to realise a product or service. There are three types of complementarities: 

Generic, Unique and Supermodular. Generic complementary is product development and production in 

cooperation which could be done independently of each other (Jacobides et al., 2018). Unique 

complementors can not produce products without the coordination of different ecosystem actors (Teece, 

1986) and Supermodular complementarities produce products of which the quality or value increases 

due to the existence of both products (Milgrom et al., 1990). Within business ecosystems 

complementaries are non-generic so either unique or super modular, there is an alignment in value 

creation and a specific relationship structure between actors (Jacobides et al., 2018).  

When a transition is initiated by an ecosystem orchestrator it can overcome certain problems 

experienced at the niche level (Figure 1) in emerging countries like lack of centralisation, resources, and 

governmental guidance (§2.1). This however does not tackle problems experienced at the Landscape 

level like monocropping-related problems, necessity-driven stable business models and the large 

informal sector in EM (§2.1). These concepts can be linked to the concept of co-production introduced 

by Ostrom (1996), which implies that individuals of different organisations together produce or provide 

services and aims to develop complementarities between actors for production and problem-solving 

(Ostrom, 1996). It is argued that Co-production is essential for the improvement of welfare in developing 

countries (Brandsen et al., 2018; Ostrom, 1996). Co-production, could help so cross the boundaries 

between the government and citizens, align physical infrastructure and lower corruption in developing 

countries. Co-production showôs quite some similarities with the literature from Cluster 1 like value co-

creation.            

2.5 Sustainable Value Co-creation In the Innovation Process  

An important aspect of Sprong et al.ôs (2021) which is both present in Cluster 1 & 3 is involving Socio-

technical landscape actors in a market-driving process through value co-creation (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 goods, it assumed that only mentioning sustainability would be 

sufficient, even though innovation literature had a similar assumption, value was mainly created apart 

from the consumers. However, in this way, there is a lack of upstream contact between the producers 

and the final users of the product and other relevant actors (Ross et al., 2011), which minimised the 
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knowledge about how multiple actors influence value (Vargo et al., 2015). This problem can be 

overcome by involving product users in the market-driving process via Value Co-creation (VC). 

Furthermore, additional involvement of the consumer network with VC can generate a higher impact on 

circularity (Lacoste, 2016). In VC a firm actively involves product users in a value-creation process. In 

other words, a firm does not only react to product users wishes but also proactively involves them in the 

product or service design process (Ranjan & Read, 2016). VC occurs in a different place in the market 

environment where business ecosystems try to guide a niche innovation to the market regime, in this 

sense VC tries to actively make a connection between the socio-technical landscape and the niche 

innovation level (Figure 2). 

 

Figure 2 Positioning of Co-Creation and Co-Evolution in the Context of the MLP Model 

 VC is subdivided into two dimensions in literature: óco-productionô (Not the same concept as 

the co-production of Ostrum (1996) and óvalue-in-useô co-creation (Ranjan & Read, 2016). Co-

production VC is the direct or indirect customers' involvement in the design process of a product or 

service and has three underlying principles (Ranjan & Read, 2016). The other co-creation dimension, 

óvalue-in-useô VC, is obtained via engaging users with a product or service but can also be derived from 

customer usage experiences without a firm's involvement (Ranjan & Read, 2016) and allows a firm to 

gain additional feedback during product usage. In this view customers are seen as the value creators of 

products hence they experience the óôvalue-in-useôô. In this strategy, a firm produces a product and 

therefore facilitates the product value and can gain an opportunity to increase the value of its products 

by gathering information about what they perceive as value via direct engagement (Grönroos & Voima, 

2013).   

The concept of VC is also combined with ecosystem literature. In co-creation ecosystems, firms 

may co-create with external institutional actors (e.g., research institutes) and internal stakeholders (e.g., 

employees) next to customers as well (Ranjan & Read, 2021). On this front value co-creation starts to 

intersect with another concept within business ecosystems, co-evolution. Where VC focuses on the 

involvement of customers and external stakeholders, the co-evolutionary viewpoint focuses on the 

business ecosystem actors only (Figure 3). For circular market transitions, it is especially important to 

involve both the business ecosystem and the co-creation ecosystem, to get the whole environment along 

with the circular transformation (Leising et al., 2018).  
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Figure 3 The Business Ecosystem and the Value Co-Creation Ecosystem in the Product Innovation Process  

Both ecosystem approaches (i.e., business and co-creation ecosystems) focus on one element of 

a wider system (Figure 3). There is another ecosystem approach which takes a broader view, i.e., service 

ecosystems. The concept of service ecosystems assumes that value is created in systems which are self-

adjusting and dynamic and therefore continuously changing, each development in the system has 

consequences for new choices (Vargo & Lusch, 2011). Service ecosystems can be defined as:  

óôSpontaneously sensing and responding spatial and temporal structures of largely 

loosely coupled, value-proposing social and economic actors interacting through 

institutions, technology, and language to (1) co-produce offerings, (2) engage in 

mutual service provision, and (3) co-create valueôô(Vargo & Lusch, 2011, p. 185).  

Unlike the business and co-creation ecosystem, this service ecosystems involve all kinds of market 

actors in the market-driving process (i.e., other firms, customers, and other stakeholders) (Vargo et al., 

2015). Service ecosystems are based on Systems theory (Von Bertalanffy, 1968), Service-Dominant (S-

D) Logic (Lusch & Vargo, 2014) and the Institutional view (Sprong et al.ôs (2021) Cluster 4,   
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Table 2). Based on systems theory it can be reasoned that for transitions the full market system 

(illustrated by e.g., the MLP model) should be considered. S-D Logic is based on the idea that products 

are only valuable when they are bought and used by customers, S-D Logic sees a firm and customer 

both as co-creator and receivers of value. Furthermore, the theory reasons that a good is not valuable 

due to merely the ownership, but through a service which is provided through the good. For example, 

spectacles are useless unless they are used for their service: improving sight. This implies that a firm 

does not provide value but only a value proposition that a customer should exploit (Lusch & Vargo, 

2014). The institutionalized view considers underlying institutions (e.g., norms, values, social rules, and 

beliefs) which shape to rules of interaction in a market. The interaction between actors and the existing 

institutions leads to the institutionalisation of market practises (Vargo et al., 2015).  

Service ecosystems, furthermore, innovate via multi-actor collaborative processes and develop 

new value-creation opportunities (Vargo et al., 2015). A key concept from S-D Logic within service 

ecosystems is value co-creation (VC). VC, however, is slightly different defined in service ecosystems 

compared to the previous section. Co-creation within service ecosystems may occur with both product 

users and other relevant actors like (complementary) firms as well (Vargo & Lusch, 2011). In this sense, 

it combines co-evolution (i.e., co-create and co-design) and co-creation of the previous ecosystem types. 

This type of co-creation is guided by the integration of operant resources and service exchange of 

multiple actors who have different ideas of value, and service usage.  

The institutionalised view (Cluster 4,   
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Table 2) of co-creation as a market-driving process focuses on the ongoing collaboration and 

market structuring of actors. This ongoing interaction creates a new market through the implementation 

of its normative, exchange and representational practices. A market can only be driven if the new 

practices are institutionalized (disruption, implementation, and maintenance).  Therefore, the interaction 

between multiple firms and customers is of the most important to stabilise circular transitions. This 

approach changes the traditional view of targeting, positioning, and consumption toward a view in which 

the value propositions, resource integration and product experience become more central.  Markets are 

driven by co-creation in which there is continuous collaboration and negotiation redevelopment of 

institutions. Naturally, the collaboration should be beneficial for all contributing actors in this ecosystem 

as well (Vargo et al., 2015). A practical implementation for market driving which takes these ongoing 

interactions, stabilisation of institutions and an ecosystem perspective into account is the Seven-Step 

approach for market-driven innovation (SAMDI) of Jaworski et al. (2020) (Table 3). 

2.5 Seven-Step Approach for Market-Driven Innovation 

The SAMDI is a practical model for market driving from Sprong et al.ôs (2021) Cluster 2 (  
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Table 2) perspective which could be linked to ideas behind Cluster 3 (  
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Table 2) and the MLP model as well, in which market driving originates in niche innovation and with 

the idea of the value proposition as deliverable form the S-D Logic.  

The starting point of the model is the reasoning that market driver initiator(s) can be categorised 

along two dimensions. Collaborative vs. individualistic and cultural vs. functional. These dimensions 

result in four types: óThe Pied Piperô, óThe Guildô, óThe Evangelistô & óThe Apostlesô, the difference 

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 functional approach, customers' 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, values, symbolism, 

and effort of external influencers (Jaworski et al., 2020). An overview of the dimensions is given in 

Figure 4. 
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The Pied Piper 
Orientation: Self-Oriented  

Resource depends: Self-Sufficient.  

The primary of customer value change: Economic 

Initial ecosystem network target:  Business Ecosystem Actors  

Role of consumers: Learners  

Role of external influencers: Limited 

The Guild 
Orientation: Shared Cause  

Resource depends: Inadequate to drive the market.  

The primary of customer value change: Economic 

Initial ecosystem network target: Business Ecosystem Actors 

Role of consumers: Allies (Co-Creation) 

Collaborative motivation: A rising tide lifts all boats.  

Role of external influencers: Limited 

C
u

lt
u
ra

l 

The Evangelist 
Orientation: Self-Oriented  
Resource depends: Self-Sufficient.  
The primary of customer value change: Cultural/Cognitive 

Initial ecosystem network target: Peers & Industry Bodies  

Role of consumers: Learners  

Role of external influencers: Extensive  

The Apostles 
Orientation: Shared Cause  

Resource depends: Inadequate to drive the market.  

The primary of customer value change: Cultural/Cognitive 

Initial ecosystem network target: Peers & Industry Bodies  

Role of consumers: Allies (Co-Creation) 

Collaborative motivation: A rising tide lifts all boats.  

Role of external influencers: Extensive 

Figure 4 Market Driving Characteristics from Jaworski et al. (2020) 

 

The model approaches market driving from a Pied Piper perspective. It drives a market by 

creating a business ecosystem which presents customers with possibilities which align with their 

preferences. This process is based on the value proposition and vision of business ecosystems, and 

potential obstructors and takes ówave 1 customersô into regard and convinced of the transition. The focus 

of their approach is both on the priorities of the product users as well as multiple stakeholders' 

involvement. The market-driving approach follows a structure in which customer segments are 

subdivided into waves, in which the ñWave 1 customersò are used as the basis to drive the market. 

óWave 1ô customers are the set of customers who are the initial target segment, for which the new 

product is most beneficial and who are most likely to adapt first. After wave 1 the next waves are 

targeted. The idea behind involving the óWave 1ô customers is to initiate new products in smaller Steps 

to reduce the needed resources and learn along the way before moving to other customers (Jaworski et 

al., 2020).  

Table 3 Seven-Step Approach for Market-Driven Innovation from Jaworski et al. (2020) 

Step Description 

Step 1:  

 

Articulate a value proposition for a well-defined set of customers. 

Step 2:  

 

Develop a Vision of the business Ecosystem for delivering the value proposition to 

target customers. 
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Step 3:  

 

Stress tests the value proposition, the target customers, and the ecosystem vision against 

macro trends and industry forces 

Step 4:  

 

Identify óWave 1ô customers, ecosystem actors, and potential obstructers 

 

Step 5:  

 

Develop a give-get matrix for óWave 1ô customers and ecosystem actors and a go-to-

market plan that also addresses potential obstructers 

Step 6:  

 

Implement the óWave 1ô plan with agility 

Step 7:  

 

Cascade to subsequent waves of customers, ecosystem actors, and potential obstructers 
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3. Conceptual Circular Market Development Approach  
The background information gained in the previous literature review is used to develop a circular market 

development approach. This combined information is used to answer the first sub-question, óôWhich 

Steps have to be taken to drive a circular resource transition, considering the multi-stakeholder 

perspectiveôô.  

The seven-Step approach of Jaworski et al. (2020) (SAMDI) is used as a basis for the circular 

market development approach. However this approach is driven by a technological innovation 

perspective in a Western context, therefore, some adaptations are needed to use the Steps to guide CE-

based transitions in an emerging market. The fundamental components of the SAMDI are in line with 

the market-driving stages of Nenonen et al. (2020), Ecosystem literature, systems thinking, 

institutionalisation and partially with S-D Logic. Furthermore, for circular transitions in an emerging 

market, adaptions to the SAMDI are needed since it is based on the 'Pied Piper' approach. Based on 

Aloini et al. (2020) found that the two most important external critical success factors for transitions to 

circular business models are a collaboration with external stakeholders and customer awareness and 

understanding of their perception towards circular-based products and on S-D Logic it can be reasoned 

that a 'Guild' approach is more suitable for circular transitions in an EM, as it requires (scares) operant 

resources from multiple actors in this context (Xu & Dobson, 2019), and should encourage value co-

creation (Lusch & Vargo, 2014), moreover transitions in EMôs are more likely to succeed based on a 

co-production model (Ostrom, 1996). The original business ecosystem view of the SAMDI is extended 

with the logic behind the Service ecosystem approach and value co-creation, although the division 

between Business and Co-creation ecosystems is maintained to keep a clear division and remain closer 

to the original model of Jaworski et al. (2020). In practice, this division may be less black and white and 

may overlap. In the following part, the Steps, and alterations to the SAMDI are explained. 

3.1 Explanation of the Conceptual Circular Market Development Approach  

The SAMDI takes a value proposition (VP) as starting point and formulates a vision second, however, 

visions are an essential element of sustainable transitions according to literature (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 transition (Leising et al., 2018). To ensure 

cooperation, ecosystem actors must have a clear vision and role division (Nambisan & Sawhney, 2017). 

Moreover, co-creation should be driven by a clear goal, which motivates customers to participate 

(Ranjan & Read, 2021). Therefore, it is essential to have a vision defined before approaching new 

ecosystem actors or any other actors to contribute to a transition. Since visions are fundamental for the 

circular transition, we reverse therefore SAMDIôs first and second steps. Accordingly, a comprehensive 

vision that outlines what the market will look like once the transition is formed in the first step and 

address the VP in the second step. This leads to the following first step:  

Step 1: Identify key business ecosystem actors and co-vision a vision for both future ecosystems to drive 

the market towards more circularity. 

This stage is critical in providing the ecosystem actors with a sense of the entire system and their 

potential roles later (Jaworski et al., 2020). Vision formation is furthermore important for alignment 

during co-production (Bettencourt & Ostrum et al., 2002). By establishing a clear vision, the initiating 

firm(s) can create a reliable foundation to support the transition (Jaworski et al., 2020). To ensure the 

successful alignment of goals and objectives during the transition, potential key ecosystem actors should 

be included in the visioning process to facilitate communication and exchange of valuable information 

about challenges, opportunities, and circular strategies (Lopes et al., 2021). Goal alignment and 

objective formation is the main objective of co-visioning  (Liu & Rong, 2015). To do so the firm should 

identify a few potential key ecosystems and involve them through co-visioning. The final vision should 

be attractive to customers and potential other potential ecosystem actors providing a compelling 

perspective for them (Jaworski et al., 2020). This reasoning differs from SAMDI in the sense that for 
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CE transition multiple stakeholders must supply resources to the transition and is, therefore, carried out 

in the context of a Guild.  

Visions should be clear statements that go beyond dreams and future ideals, providing a guiding 

path to reach a desired outcome (Van der Helm, 2009; Vergragt & Quist, 2011). A good CE vision 

consists of three elements, at first, a vision states the transformation which is aimed to occur, which shift 

must be made to change the present in the future. Second, an image of an idealised future, the vision is 

not merely looking for the best outcome but for the ideal. Third, a vision should be attractive and 

motivating to actors to get involved and is made to guide the desired action in a certain direction (Van 

der Helm, 2009). Since circularity is a long-term objective, it is important to develop a vision which is 

not only project related but one that will last for the long term (Lopes et al., 2021) and is inspiring for 

all ecosystem actors who will be involved in Step 4. In this way, the development of a coherent vision 

for the involved actors based on relevant knowledge and ambitions increases the successfulness of the 

collaboration of actors for the transition (Vergragt & Quist, 2011).  

Step 2: Identify potential co-creation actors to co-create a circular value proposition for a fairly well-

defined set of customers. 

After the vision is created in Step 1 a Value Proposition (VP) can be developed taking the vision of Step 

1 as a starting point. In the MLP model, we now shift from investigating potential niche-level 

complementors to exploring the trends, barriers and opportunities in the socio-technical landscape 

(Figure 2). The VP is the core of market driving, it is the enhancement of resource integration, by 

combining both operant and physical resources (Nenonen et al., 2020). Furthermore, circular firms 

reduce negative environmental impacts via an alternative VP, and so increase the value of the transition 

(Lahti et al., 2018). As the S-D Logic reasons, a value is presented to a customer through its value 

proposition. Therefore, the designed VP must be adapted to the wishes and needs of the final users, via 

value co-creation. 

The VP should depict the value that the transition could deliver to customers and is used as a 

fundament to convince additional business ecosystem actors (Jaworski 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).  

For the VP development, it is important to demarcate a specific segment first. The segment may 

be wider than the óWave 1ô customers. However, it is vital to define the group of consumers for which 

a novel product/service will provide compelling benefits, for which they are prepared to pay and use 

(Jaworski et al., 2020). When the segment is clear a co-creation ecosystem can be orchestrated. In the 

original SAMDI óWave 1ô customers were identified in the fourth step. However, the óWave 1ô 

customers are likely valuable co-creation actors. Especially in a B2B market since these customers can 

add additional resources (J. N. Sheth & Sinha, 2015; J. Sheth & Parvatiyar, 1995). Furthermore, relevant 

external actors can be part of the co-creation ecosystem, these should be addressed as well (Ranjan & 

Read, 2021). In the selection of actors for the co-creation ecosystem, it is important to consider if it is 

likely that they will advocate for the transition, can contribute to the VP and can convince more critical 

customers in the market (Jaworski et al., 2020). By involving the co-creation ecosystem in the 

development stage these actors will get involved and devoted to the market transition (Ranjan & Read, 

2021), which is important for the institutionalisation of the transition. 

Unfortunately, environmental, and social aspects in the creation of VPs are usually ignored 

(Patala et al., 2016). A sustainable VP consists of three main elements: creating shared value for 

stakeholders, addressing a sustainability problem, and developing a product which aims to solve the 

sustainability problem while considering the stakeholders (Baldassarre et al., 2017).  To address these 

three components, it is important to gain useful insights from the co-creation actors. These insights can 

be gained by addressing the Steps of Patala et al. (2016) together with the co-creation actors. Their first 

step is to óidentify the potential impact of the offeringô which is done by identifying the future and 
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current benefits which the offering will bring. Furthermore, there should be analysed which gains or 

losses will occur in economic, social, and environmental aspects (Patala et al., 2016). 

 Moreover, insights should be gained about which (sustainability) features the co-creation actors 

are interested in. This is done in the second step of Patala et al. (2016): óidentifying key value creation 

mechanismsô.  This analysis aims to find customers' driving value-creating mechanisms, and solutions 

which create value or avert losses (Patala et al., 2016). These issues should be addressed during the co-

creation process with the co-creation actors as well.  

The last step of Patala et al. (2016) is óchoosing the key indicatorsô which leads to the final VP. 

These indicators are used in the subsequent Step which is an important addition to a sustainable VP: 

óLife cycle modellingô. It is used to validate the offer in the economic, environmental, and social aspects 

through the entire life cycle of the product. Within the analysis, a trade-off needs to be made between 

the different aspects. The last step is demonstrating the life cycle value and expressing the value-in-use 

in a final VP.   

Step 3:  Stress-test the value proposition, target customers and ecosystems vision against trends in the 

social-technical landscape and market regime forces, and revise if needed. 

SAMDIôs third step is to óStress Test the VP, target customers and ecosystem visionô. This is done by 

testing those against trends in the social-technical landscape and forces within the market regime to find 

out whether there is a strong basis for the envisioned transition. If any weaknesses have been found the 

focal firm(s) should revise the VP, vision or target segment or should try if possible, to change the trends 

or market forces. Usually, there are many trends and forces which influence the transition, however, 

with scenario analysis, these trends can be lowered to a few main trends. At first, the focal firm(s) must 

analyse whether the VP, vision and target segment are in line with the trends/forces (Jaworski et al., 

2020) and if there is pressure for the transition coming from the socio-technical landscape (Geels & 

Schot, 2007). Second, it should be analysed whether one of the trend or forces make the transition 

infeasible (Jaworski et al., 2020). However, when the VP target segment and ecosystems vision fail the 

stress test, Steps 1 & 2 have to be redone for the failed aspects or the attempted transition should not be 

continued.  

Step 4: Identify other relevant ecosystem actors & óWave 1ô customers meanwhile prepare to overcome 

potential obstructers. 

In the fourth step of the SAMDI óWave 1ô customers and ecosystem actors and possible obstructors are 

identified. Some of the óWave 1ô customers are already identified in Step 2, however, it is good to realise 

that not all óWave 1ô customers may enter the co-creation ecosystem or that the target segment has been 

changed since Step 3. Therefore, there may be more óWave 1ô customers than the currently involved co-

creation ecosystem actors.  

The key business ecosystem actors identified in Step 1 are a good starting point for a business 

ecosystem. However, co-visioning does not assure entrance to the business ecosystem and there might 

be other actors who should be included which could contribute to the VP (Kapoor, 2018). Furthermore, 

in order to succeed in a CE transition coordination and strong collaboration between actors is needed 

(Lahti et al., 2018). Therefore, it is important to analyse whom to include further in the market-driving 

process and which can contribute to co-evolution. The analysis of suitable actors should not be too 

broad, it is better to focus on ecosystem actors which are closely related to the niche and firms which 

could be complementary (Kapoor, 2018). For example, when a new feed product based on food waste 

streams is developed 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 relevant actors who can 

contribute as complementary and advocate for the transition (Jaworski et al., 2020). Moreover, the actors 

should be committed to the alliance, and they should be motivated to reach the goal stated in the vision 

made in Step 1 (Kale & Singh, 2009). Involving the right óWave 1ô customers and business ecosystem 

actors reduces the risk perception for others to join later on (Jaworski et al., 2020).  
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In Steps 2 & 3 the socio-technical landscape of the MLP model is evaluated, now it is time to 

look to the intermediate level, the market regime. The MLP model states that the regime level prefers to 

be stable and might try to obstruct transitions (Geels & Schot, 2007). Individual market regime actors 

are likely to try to obstruct new products, and when it is known which obstructors are present it is easier 

to prepare to overcome these obstructions (Jaworski et al., 2020). Preparing to overcome obstructors 

before engaging with other actors gives a stronger position since obstructions can then directly be parried 

when they may occur.   

Step 5: Develop a óWave 1ô  plan to convince ñWave 1ôô customers and business ecosystem actors.  

It is crucial to get the right ecosystem actors involved in a certain structure to contribute to the vision 

developed in Step 1 and to deliver the VP developed in Step 2 to the selected customers (Adner, 2016). 

In this fifth step, a óWave 1ô plan is developed to convince the óWave 1ô customers to adapt and get 

other needed business ecosystem actors involved in the transition. Actors within an ecosystem are 

multilateral and dependent on each other. However, the actors are not contributing equally to the process 

and each actor wants to gain profit for themselves (Casadesus-Masanell & Yoffie, 2007) therefore, each 

firm considers the cost and benefits of the collaboration in another way (Jaworski et al., 2020). For 

circular transitions, it is of most importance to convince other actors based on the benefits, since access 

to more resources makes the transition more likely to succeed. The SAMDI makes use of a give-get 

matrix to get an insight into what the óWave 1ô customers and business ecosystem actors will ógetô and 

what they have to ógiveô for the transition (e.g., higher costs and risks). All actors should be convinced 

that they get more than they have to give, otherwise, the business ecosystem will not be future-resistant, 

and óWave 1ô customers will not use the product (Jaworski et al., 2020).  

Step 6: Implement the óWave 1ô plan, extend the business ecosystem and overcome hurdles.  

In this Step, the plans to involve the additional business ecosystem actors and the plan to convince 

óWave 1ô customers are implemented. The outcome of the implementation can be different than 

expected, in which case the focal firm(s) may adopt the involved business ecosystem actors and óWave 

1ô customers and take another approach (Jaworski et al., 2020). Furthermore, it is important to address 

the identified obstructions which hinder the delivery of the VP or obstruct customers to benefit from the 

transition (Shipilov & Gawer, 2020). Moreover, the focal firm(s) should try to add additional óWave 1ô 

customers to the co-creation network in order to stimulate value-in-use co-creation and improve based 

on this input.  

Step 7: Try to institutionalise practices and move to other waves of customers, by conducting Steps 4-6 

again.  

A market can only be driven if the new practices are institutionalized (disruption, implementation, and 

maintenance) (Vargo et al., 2015). The disruption and implementation have been done in the previous 

Steps, it is now important to maintain the transition. All learnings from each wave should be made 

available to the relevant ecosystem actors (Jaworski et al., 2020). Since the first step of the transition is 

implemented now value-in-use co-creation becomes now possible. Since transitions are ongoing 

processes which should be institutionalised, the co-creation ecosystem should now be exploited for 

value-in-use co-creation. Furthermore, the focus of the first steps was on the óWave 1ô customers, for 

the first implementation these customers are important for improving the product and as the basis to 

expand (the vision) to other customers. In this Step, the focal firm(s) extends its VP for the next waves 

and other complementing ecosystem actors (Jaworski et al., 2020). Furthermore, for each wave Step, 4 

to 6 have to be reperformed for the new customer wave and system environment. 
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Table 4 Summary Table Conceptual Circular Development Model 

 SEVEN-STEP 

APPROACH 

JAWORSKI ET AL. 

(2020)  

CONCEPTUAL 

APPROACH   

EXPLANATION  METHODOLOGY  

STEP 1:  

 

Articulate a Value 

Proposition for a 

fairly well-defined set 

of potential 

customers 

Identify key business 

ecosystem actors and co-

vision a vision for both 

future ecosystems to drive 

the market towards more 

circularity. 

 

 

Formulate a vision which gives a compelling 

perspective for customers and encourages the 

business ecosystem actors to engage in the process. 

Include already key ecosystem actors to get early-

stage input.  

 

The vision should contain three main elements:  

1. A clear description of the market 

transformation; 

2. An ideal depiction of the future; 

3. Give guidance and motivation.   

Conducting exploratory 

interviews with key 

representatives of the existing 

business ecosystem to set the 

boundaries of research and 

formulate a vision statement.  

STEP 2:  

 

Develop a Vision of 

the Ecosystem for 

delivering the value 

proposition to 

target customers 

Identify potential co-creation 

actors to co-create a circular 

value proposition for a fairly 

well-defined set of 

customers. 

For the development of a value proposition, it is 

important to set a specific target segment. When 

this segment is defined members of a co-creation 

ecosystem can be identified and involved in the 

formation of the value proposition creation.  

 

A circular Value proposition is created in 3 Steps: 

1. Identify the potential impact of the offering; 

2. Identifying key value creation mechanisms; 

3. Choosing the key indicators which consider 

the trade-off between economic, 

environmental, and social aspects through 

the life cycle. 

Semi-structured interviews 

based on the information 

identification of Steps 1 & 2 are 

conducted with multiple actors 

in the socio-technical landscape 

to co-create a value proposition 

and gain inputs on opportunities 

and barriers.  

STEP 3:  

 

Stress Test the value 

proposition, target 

Stress-Test the value 

proposition, target customers 

Conduct a scenario analysis for the most important 

trends in the socio-technical landscape and test if 

A focus group with the research 

partners' representatives and 
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customers and 

ecosystem vision 

against macro trends 

and industry forces, 

and revise if needed 

and ecosystems vision 

against trends in the social-

technical landscape and 

market regime forces, and 

revise if needed. 

the value proposition, target segment and ecosystem 

are in line with these trends in the socio-technical 

landscape. Furthermore, a feasibility test should be 

conducted. If either one of the two fails, the relevant 

parts of Steps 1 & 2 must be redone, or the 

transition should not be continued.  

expert interview are used to 

identify the trends in the market 

and validate and interpret the 

results of Step 2.  

STEP 4:  

 

Identify óWave 1ô 

customers, 

Ecosystem Actors 

and Potential 

Obstructors 

Identify other relevant 

ecosystem actors & óWave 

1ô customers meanwhile, 

prepare to overcome 

potential obstructers. 

 

In this Step, the relevant business ecosystem 

partners which can contribute to realising the Value 

proposition are identified. Furthermore, óWave 1ô 

customers are identified which should be targeted 

later. And potential obstructors are identified and 

precautionary measures should be taken.  

The same interviews of the 

previous Step are used to 

identify the potential obstructors 

and identify the most suitable 

óWave 1ô customers for the 

transition.  

STEP 5:  

 

Develop Give-Get 

Matrix for óWave 1ô 

customers and 

ecosystem actors and 

a Go-to-Market Plan 

that also addresses 

Potential Obstructors 

Develop a óWave 1ô  plan to 

convince ñWave 1ôô 

customers and business 

ecosystem actors.  

For the business ecosystem actors and the óWave 1ô 

customers, a óWave 1ô plan is created. This plan 

contains the strategy for how to convince óWave 1ô 

customers and additional ecosystem partners to be 

involved in the transition. The plan is based on the 

previous Steps and a give-get matrix.  

The findings are reported and 

analysed. The other parts are 

outside the scope of the 

research.  

STEP 6:  

 

Implement the óWave 

1ô plan with Agility  

Implement the óWave 1ô 

plan, extend the co-creation 

ecosystem, and overcome 

hurdles. 

This Step puts the plans into action, the focal firm 

tries to involve the relevant business ecosystem 

actors. The óWave 1ô plan is executed. And 

potential obstructions should be parried.  

These Steps are outside the 

scope of this research.  

STEP 7:  

 

Cascade to 

Subsequent Waves of 

customers, ecosystem 

actors and 

potential obstructors 

Try to institutionalise 

practices and move to other 

waves of customers, by 

conducting Steps 4-6 again  

After the implantation of the transition for the 

óWave 1ô customers, the transition should be 

implemented for the next waves. This can be done 

by conducting Steps 4-6 again for the next wave 

and the waveôs following. Furthermore, try to keep 

the current Co-creation ecosystem involved for 

value-in-use co-creation.  
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4. Methodology Action Research  
A Participatory Research Design (PRD) is chosen to answer the second and third sub-questions. A PRD 

incorporates interaction with other researchers, stakeholders, community members, and individuals with 

relevant expertise in the research design (Vaughn & Jacquez, 2020). Action Research (AR) as a sub-

method was specifically chosen as a PRD, AR is a version of qualitative research that is used for 

problem-solving. With AR the researcher participates in addressing the solution of a problem. It is well-

suited for complex situations that require an in-depth understanding of the context, such as the problems 

addressed in this thesis in the Ethiopian fertiliser market. The approach involves engaging with 

stakeholders, to gain an understanding of the current system, identify potential solutions, and test them 

in a real-world setting. Through this process, an understanding of the needs and preferences of 

stakeholders and potential opportunities and challenges can be identified, and strategies to address them 

can be developed (Vaughn & Jacquez, 2020). As the research is conducted in collaboration with 

stakeholders or other relevant actors, it can quickly identify problems and gain access to the field. This 

provides an opportunity to test the conceptual approach (Chapter 3) and adjust and refinements in a real 

using context. Given that the problem addressed in this thesis is experienced in Ethiopia in a practical 

context, it is advantageous to not only draw on literature for research decisions but also to consider 

insider knowledge. This knowledge of the existing market can prevent the need to reinvent the wheel in 

this context and can also provide a more comprehensive interpretation of collected data. Additionally, 

the developed conceptual approach (Chapter 3) is a tool which guides real-world cases.  

Therefore, to gain insights into the validity of the model it is good to test it in a real-world case. This 

allows for the model to be more easily translated to both academic and non-academic contexts. In 

participative studies there are four main stages: 1. The Partnership Stage, 2. The Research Stage, 3. The 

Learning Stage and 4. The Action Stage (Benoit et al., 2018). The Steps of the conceptual model (Table 

4) can be fit into four stages of the participatory study. The boundaries of the research are set in the 

Partnership stage, this Step consists of the proposal writing stage in which the problem is explored and 

continues in Step 1 of the conceptual approach. Step 2 of the conceptual approach aligns with the 

research stage, Steps 3 & 4 correspond with the Learning stage and Steps 5-7 with the Action stage.  

4.1 Study Context  

The first stage is the Partnership stage, in which Stap 1 of the conceptual approach is used as guidance 

and validated.  

Step 1 Identify key business ecosystem actors and co-vision 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 issues addressed in the introduction, such as the current contradiction of 

discarding organic side streams which causes health and environmental issues while there is 

predominant use of imported chemical fertilisers in 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 this manure surplus, 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 

Poultry but also the wider environment, by reducing the negative impacts of the dumping of poultry 

manure. 
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Siyakhula is a start-up company aiming to develop a fertiliser compound derived from organic 

waste streams and the manure surplus in Ethiopia. By doing so, the company aims to address the issue 

of fertiliser shortages in the country. This niche company seeks to provide farmers with an effective and 

sustainable solution to the problem and allows them to produce crops more efficiently and gain higher 

yields.  

Both companies have entered a business ecosystem intending to capitalize on the currently 

available organic waste, thus aiming it from being a liability to an asset. This ecosystem collaboration 

is based on a unique complementarity, as the production of the 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 derived fertilisers instead of 

imported artificial ones. 

Given that the first actors of the business ecosystem are already combined, roles are distributed 

in an ecosystem orchestrated by Siyakhula, and the only remaining part of Step 1 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 insights into the current situation. Furthermore, questions have 

been asked to identify 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 what they aim for with the project. The insights from these 

interviews are combined into a concept vision. This vision will then be tested in a small focus group, in 

which the components of the vision are discussed (Van der Helm, 2009), and the vision is further 

improved together with representatives of the research partners. 

4.2 Study Boundaries  

The next stage is the 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 in two areas in Ethiopia the first area is the peri-urban areas surrounding 

Addis Ababa along the road to Adama. The region has various farming types, and mixed crop and 

livestock systems are common (Asfaw Geresu et al., 2016). Besides there are also some commercial 

large fruit, vegetable and ornamental. The second region is the Peri-urban Area, surrounding Dessie 

(Figure 5).   

   

Figure 5 Study Area Red Circle in the North of the Dessie Area and the Red Circle in the Middle of the Addis Ababa-Adama 

Region 
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Within these areas, there are mainly three types of commercial farms, i.e., ornamental and open field 

crop production farms, which have the most potential to be wave one customers of agricultural-waste-

based fertilisers and therefore possible co-creation ecosystem actors. Furthermore, there are farming 

unions in which smallholder farmers are united. Therefore, it is chosen to draw a sample from those 

three types of farmers and unions and ask them to cooperate in the co-creation part of the study. 

Furthermore, scholars and governmental institutes are approached as well to provide the research with 

expert insights.  

4.3 Research Stage  

After the partners agreed to the study boundaries, The Research stage starts. The first and second step 

of the conceptual circular development model is conducted and tested in collaboration with the partners 

in this stage.  

Step 2 Identify potential co-creation actors to co-create a circular value proposition for a well-

defined set of customers. 

A total of sixteen semi-structured interviews (Appendix 9) are conducted, with different potential óWave 

1ô customers in the peri-urban area of Addis Ababa and Dessie. Potential co-creation actors are 

determined from a database provided by Trade Ethiopia, via contacts with other governmental and via 

opportunistic visits. In this way, snowball sampling is used according to the criteria described by 

Robinson (2013). The interviewees are contacted via email or face-to-face contact. To gain additional 

interviewees, the big farms which meet the description of the sample on the road towards, scheduled 

interviews were approached to schedule an interview.  

The interviews aim to gain insights into the perceptions and needs of the farmers and aim to 

enable co-creation in the process as described in Step 2 (Table 4). The questions will be based on the 

input which is needed to develop sustainable value propositions according to Patala et al. (2016) and the 

elements of Nenonen, Storbacka, & Frethey-Bentham (2019). The information gained in the interview 

can be used to develop a value proposition as described in Step 2.  

It is chosen to conduct semi-structured interviews since these allow for more freedom in 

question formulation while guiding the interview. It allows the interviewees to elaborate on unexpected 

answers and enables the possibility for the interviewer to ask additional questions. For additional 

structure, the questions will be open questions with several keywords (Table 5 & Appendix 1) as 

described by Boeije (2010). The interview was about the current farming practices and their fertilization 

needs, the questions are asked fi rst open, and the interviewer asked the interviewee about the keywords 

if these are not mentioned at first. The questions and keywords (Table 5) are based on 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 research before 

the interviews are conducted with the AR approach (Vaughn & Jacquez, 2020).  

The interviewees are asked for consent to record the interview. If consent is given for recording 

transcripts 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 and took between 0,5 and 1 h. The output of the 

interviews is coded in Atlas. It 22 using a code tree (Appendix 10). When an interview took place on a 

farm, the farmer was asked to give a tour over the terrain the observations made during this tour are used 

to place the results into context and triangulate the interviews, the observations were collected in an 

observation report. 
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4.4 Learning Stage  

The third stage of the AR is the learning stage, in this stage, the data gained in the research stage is 

analysed and interpreted. As guidance in this stage Steps 3-4 of the conceptual approach are conducted 

and discussed with the partners.  

Step 3:  Stress-Test the value proposition, target customers and ecosystems vision 

against trends in the social-technical landscape and market regime forces, and revise if needed. 

The data gathered in Step 2 is analysed clustered and a value proposition is formed. These outputs are 

discussed in a small focus group with the research partners and verified with interviews with researchers 

and experts on the topic. During these interviews, the expert interviewees were asked used to verify the 

trends mentioned in Step two and identify other trends in the socio-technical landscape of the Ethiopian 

fertiliser market and evaluate the value proposition, vision, and target customers against these trends. 

To reach interviewees contacts have been established with agricultural research institutions, agricultural 

governmental organisations, and cultivation experts via the interviewees of the previous Step. 

Interviewed about which current trends can influence the value proposition and target customers most. 

Furthermore, the interview guide will be based on the results of Step 2 to validate these results.  

Step 4: Identify other relevant ecosystem actors & óWave 1ô customers and prepare to overcome 

potential obstructers. 

The same expert interviews are used to determine the potential obstructers. Furthermore, the data 

gathered in Step two is used to determine which type of farmers fits the role of óWave 1ô customers best 

for the transition towards the use of organic fertilisers. The identification of specific relevant business 

ecosystem actors is outside the scope of the main research question. The expert interviewee was also 

asked if he had some relevant reports of documents had, which could be used for desk research. An 

overview of the research questions is given in Table 5 & Appendix 1.  After the implementation of these 

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

suit the needs of circular transitions in emerging markets. 

Table 5 Overview of Interview Questions  

Theme  Interview Question Research 

question  

Asked to  Reference  

General 

Information  

What is your farm size and crop type? Context Farmers - 

What is your current source for 

fertilisation? 

 

Context Farmers  - 

How is decided which and how much 

fertiliser is needed to be applied to the 

crops?  

 

Context Farmers & 

Farm 

advisors  

Partners  

Do you experience nutrient limitations in 

your fields/your client's fields?  

Context Farmers & 

Farm 

advisors 

Nigussie et al 

(2015) 

Which requirements should a fertiliser 

meet according to you?  

Context Farmers & 

Farm 

advisors 

Patala et al (2016) 

Use 

Chemical 

Fertilisers  

What do you do with the agricultural 

waste on your farm?  

Context Farmer  Nigussie et al 

(2015) & Lopes 

et al. (2021) 

Which benefits do you experience from 

your current fertiliser type? 

RQ 1 & 2 Farmers & 

Farm 

advisors 

Lopes et al (2021) 

& Patala et al 

(2016) 

Which challenges do you experience with 

the usage of your current fertilizer type? 

RQ 1 & 2 Farmers & 

Farm 

advisors 

Lopes et al (2021) 

& Patala et al 

(2016) 
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Use of 

Organic 

Waste Basted 

Fertilisers  

Are you willing to use organic fertilisers 

on your farm?  

 

RQ 3 Farmers  T Zhang et al 

(2021) & 

Nigussie et al 

(2015) 

 

Which challenges do you/would you 

expect during the shift to an organic 

fertiliser source?  

RQ 1 & 2 Farmers, 

Farm 

advisors 

and Experts 

Ndambi et al 

(2019), Tadesse 

et al (2021), T 

Zhang et al 

(2021), Lin et al 

(2019) & Patala 

et al, (2016) 

What are the benefits of organic fertilisers 

according to you?  

 

RQ 3 Farmers, 

Farm 

advisors 

and Experts 

T Zhang et al 

2021 & Patala et 

al, (2016) 

Do you have any quality doubts related to 

organic fertilisers? If yes which?  

 

RQ 2 Farmers, 

Farm 

advisors 

and Experts 

T Zhang et al 

2021 & Patala et 

al, (2016) 

The Trend 

Regarding 

Waste-Based 

Fertilisation  

What do you think are the economic 

consequences of the use of organic 

fertilisers? 

RQ 2 Farmers, 

Farm 

advisors 

and Experts 

Patala et al, 

(2016) 

Are there any social aspects related to the 

choice of which fertiliser type you use? 

RQ 2 Farmers, 

Farm 

advisors 

and Experts 

Patala et al, 

(2016) 

Do you see any trends in Ethiopia towards 

more circular use of agricultural waste 

streams? 

 

RQ 1 Farm 

advisors 

and Experts  

Jaworski et al 

(2020) 

Obstructions  Do you see any obstructions to the use of 

agricultural waste-based fertilisation?  

RQ 1 Farm 

advisors 

and Experts 

Jaworski et al 

(2020)  

Desk 

Research  

Do you have any documents or other 

relevant information which can be of 

interest to this research?  

 

Context Farmers, 

Farm 

advisors 

and Experts 

-  

 

4.4. Action Stage 

The Action stage is the last stage of the AR, in this stage, the learning outcomes of the research are 

reported and summarised. The goal of this stage is to ensure that the research produces comprehensive 

results that are beneficial to the target audience and the scientific understanding of the Ethiopian market. 

Based on the results of the interviews and observations, are summarised in the Discussion and 

Appendixes to provide useful inputs for the industry to formulate a comprehensive óWave 1ô plan. 

Furthermore, it will provide a comprehensive overview of the research findings and allow market actors 

to easily identify potential opportunities and threats in the market. This will allow the industry to make 

informed decisions and develop a successful óWave 1ô plan (of Step 5), further elaboration on the óWave 

1ô plan is outside the scope of the research as well and must be done by the industry itself. The same 

accounts for the last two Steps of the conceptual approach, those do not deviate to a large extent 

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 potential co-creation actors in Ethiopia. First, there are 

farming unions and cooperations which consist of mainly smallholder farms (<2 ha). I interviewed two 

union managers and three cooperation managers who were farmers themselves. The unions have several 

thousand smallholder farms connected to them (Interview 15) and often specialised in specific crops 

(Photos 1-3). The member farmers receive inputs like seeds and fertiliser and sell their crops via the 

union. In return, the unions buy fertilisers via governmental programmes. These union farmers 

predominantly use two types of chemical fertilisers: Urea based and NPS in solid form and apply them 

manually (Interviews 13 & 14). The cooperations are usually smaller and cultivate the same crops. I 

interviewed two cooperations which collaborated in the export of avocados, one avocado buyer and one 

vermicompost-making cooperative.  

 

Photos 1-3, Photo 1 is a field used by smallholders for legumes, Photo 2 shows an irrigation channel at a 

smallholder mango farm and Photo 3 is an avocado cooperative member farm.  

Second, there are commercial farms, which can also be divided into two types: Foreign-invested 

commercial farms (FICF), which are mainly focused on export, and Ethiopian-owned commercial farms 

(EOCF), which keep their products in the country. I interviewed seven foreign-invested commercial 

farms (interviews 1-7). 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 

imported chemical fertilisers which are distributed from a central point on the farm (Photos 7-9) via an 

irrigation system (Photo 4).  

 

Photos 4-6, These photos show different corps at a FICF and their export products, Photo 4 shows peppers and 

the irrigation tubing in which fertilisers are distributed, Photo 5 is a strawberry farm and Photo 6 shows a 

greenhouse with roses.  

  

Photos 7-9, the fertilisers used on the FICF are diluted in tanks like in Photos 7 & 8 and mixed and distributed 

via the tubes in Photo 9.  

 
































































































































