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ABSTRACT

Responsible consumption and production is one of the UN Sustainable development goals.
It is an important area and an inspiration for working with circular consumption. The
project aimed to investigate the three phases of circular consumption; Obtainment, Use,
and Clearance. It also aimed to gain knowledge about, and understand user incentives and
barriers regarding consumption. The project further aimed to analyze the found data to
make it valuable for a designer or other agent. The analysis was the foundation of creating
a toolkit that supports the development of circular solutions.

The project was divided into three parts, starting with a literature review, which aimed to
investigate consumption behavior and how to influence behavior. The findings from the
literature review was analyzed to identify both incentives, barriers, and potential knowledge

gaps.

The second part of the project covered a user study, which aimed to gain knowledge regarding
circular consumption and complement the potential gap discovered in the literature review.
The user study also aimed to strengthen the literature information and to create a deeper
understanding of consumption.

The first result from the first two parts of the project was that all factors that affect circular
consumption could be grouped into three themes; the consumer, the offer and external
influence. The literature review also indicated that clearance had not been as thoroughly
researched as obtainment and use. Therefore, the user study and the third part of the project
had a clearance focus.

Lastly, the final part of the project included converting the findings to support a designer or
other agent. The four areas to consider while designing for clearance are; circular consumer
characteristics, activities, product state, and clearance options. The four areas were the
foundation of creating a toolkit that aims to aid designers and other agents while developing
circular products and services. The toolkit helps to explore the target group and learn about
characteristics that form consumption choices. It educates about the term ’product states’
and is about understanding the product’s journey towards clearance. Finally, it helps to
identify and overcome obstacles in circular consumption and develop new business ideas
and perspectives.

Keywords: circular consumption, circular design toolkit, circular economy, clearance,
consumption model, product development, sustainable development
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TERMINOLOGY

CIRCULAR CONSUMPTION

WAYS TO CONSUME

CONSUMPTION PROCESS

SHARING

Obtain

Use

L Clearance

Second hand

Colllaborative

consumption

Product service

systems

Refurbished

Linear
consumption

Consumption phase

Consumption path

Aspect

Factors

Private sharing

Sharing service

Sharing

The first part of consumption, the part where a user obtains a product. Obtainment
includes need recognition, evaluation of alternatives, and accessing the product
from the consumption process

The second part of consumption, involves the usage of the obtained product

The final part of consumption, when a consumer gets rid of a product

To purchase something pre-used

To own collaboratively within a community

Sharing products from services

Purchasing products that has been maintained, upgraded, or repaired by a third part

The traditional way of purchasing newly produced products

The phases involved during consumption, from the need recognition, search,

evaluation of alternatives, access, use, evaluate to clearance.

The different paths a consumer can obatin a product in, such as second hand,
collaborative consumption, refurbished, product service system and linear

consumption.

Aspects are connected to the phases and includes attitudes, characteristics,
demographics, memories experience, etc. Used to summarize and sort the

information from the literature.

All of the findings from the literature was sorted by the aspects, the findings are

called factors, which are specific elements that effect consumers’ decision.
Sharing products spontaneously with familiars. Both close familiars such as family
and friends but also familiars with some kind of connection, such as a friend of a

friend.

Sharing products through a service or with an agreement. The sharer do not know

anything about the borrower, but trusts the service.

Both of the earlier mentioned sharing possibilities combined.






INTRODUCTION

The first chapter introduces the project with a
background, project aim, and the objective. The
research questions are also presented followed by
demarcations and information regarding ethical
concerns. The chapter ends with a project layout,
where the parts of the project are described.




1. INTRODUCTION

1.1 Background

In today’s industries, there is a large focus on consumption and production (United Nations,
n.d.-b). More companies start to produce products suited for circulation and they are also taking
back their old products to circulate them (Fleming, 2020). Even though some companies have
started to consider circular solutions, further improvements are still needed.

In 2015, the United Nation created 17 sustainable development goals, these aim to guide
countries in sustainable development (United Nations, n.d.-a). This project has a focus on
goal number 12, which considers responsible consumption and production. The goal is about
using existing resources efficiently, and promoting a sustainable consumption, production,
and lifestyle (United Nations, n.d.-b). Developing the circular economy would efficiently use
resources, and reusing products is a key factor for creating a circular economy (Maitre-Ekern
& Dalhammar, 2019). Multiple users are involved in a circular economy, their attitudes and
motivation are crucial and determine how successful it will be. Therefore, it is important to
consider users’ attitudes and how they will act since a circular economy is about exchanging,
lending products, and purchasing them pre-used and aims to reduce the demand for newly
produced products (Maitre-Ekern & Dalhammar, 2019).

The project Use2Use from Chalmers University of Technology has been an inspiration for the
thesis project and for understanding how important it is to involve the users’ perspective. A
circular consumption process is e.g. obtaining a pre-used product, using it, and then passing it
on to someone else, whilst a linear process is to buy a newly produced product, use it, and at
last dispose of it as trash (Selvefors & Rexfelt, 2019). Selvefors et al. (2019) created a circular
consumption model which highlights the importance of the user’s perspective. It involves
three phases of the consumption process; obtainment, use, and clearance. Obtainment includes
gathering information and considering alternatives, it further includes the user accessing the
product. The use phase, in circular consumption, often involves more demanding activities. To
prepare, clean, or install the product might be harder. Eventually, the user gets rid of the product
either temporarily or permanently. Permanent circular disposal involves selling or trading,
while a temporary option is to lend. These circular options for clearance require activities, such
as cleaning, pricing, and finding a receiver, which makes circular consumption more complex
and demanding.

Thus, circular processes can be challenging and time-consuming. Renting, borrowing or trading
products can require more effort and planning compare to linear consumption. Research on user
attitudes to circular consumption, the importance of the users’ perspective, and the usage of
existing resources presents the user as the determining party to successful circular consumption.
Without concerning the user’s perspective there is a risk of an absence of successful circular
solutions in the future. This creates a need for answering the research questions of this thesis.



1. INTRODUCTION

1.2 Aim & objectives

The general purpose of this project is to contribute with knowledge regarding users in circular
consumption that will promote the UN Sustainable Development Goal number 12 - Responsible
consumption and production (United Nations, n.d.-b). More specifically the targets:

12.5 - By 2030, substantially reduce waste generation through prevention, reduction,
recycling and reuse.

12.6 - Encourage companies, especially large and transnational companies, to adopt
sustainable practices and to integrate sustainability information into their reporting
cycle.

The promotion of the UN sustainability goal number 12 will be done through contributing
to the consumption research and educate about responsible consumption through the created
toolkit.

This project consists of 60 credits and had two aims. The first aim of the project was to define
user incentives and barriers in circular consumption and if these differ from linear consumption.
To determine peoples’ motives to chose circular options will contribute to the understanding
of why some reject circular options and others do not. The project second and final aim was to
identify a potential knowledge gap in the literature regarding circular consumption. The second
aim was to create a toolkit to support designers and other agents to learn about user incentives
and barriers in circular consumption. The toolkit aims to help companies, or individuals, develop
and learn about products, services, and business ideas suitable for circular consumption.

The project’s objective was to investigate circular consumption and the three phases obtainment,
use, clearance, and to gain knowledge about the users’ reasons and thoughts that steer decisions
and actions in the three phases. To explore such incentives and barriers, adequate literature was
reviewed. Also, to complement the literature findings a user study was constructed and executed.
Further, the project aimed to determine if the existing descriptions of consumption solely suits
linear consumption or if the defined factors could be applied to circular consumption as well.
Throughout the project, the gathered information results in a toolkit that will support designers
and other agents while developing circular products.
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1.3 Research questions

1. How are user incentives and barriers in circular consumption described in the literature?
1.1 What are the differences between linear and circular consumption?
1.2 What are the knowledge gaps in the literature?

2. How are incentives and barriers to act within circular consumption described by users
themselves?

2.1 Are the users’ descriptions different from the descriptions found in literature?

3. How can the knowledge about user incentives and barriers be utilised for developing design
tools that aid designers or other agents to develop circular products and services?

1.4 Demarcations

This project will search for adequate literature and previously performed projects to get an
overview of what is researched and discovered. International papers were included in the
literature but the user study was limited and only involved participants from Sweden. The
delivery of a toolkit is supposed to be used by designers or other agents who possess knowledge
regarding the design process. The toolkit will be used as a compliment rather than an independent
tool. Testing and evaluation will be executed on the final result, yet a continuation of evaluation
and similar activities are possible.

1.5 Ethical considerations

Ethical considerations needs to be considered when people are affected by the process of the
project or the result (Axelsson, 2018). The result of this project affects people by involving
them in the transition from linear to circular consumption. One consideration is the uncertainty
users can feel while acting within circular consumption, it includes the additional activities that
might require more time and planning. Despite that, there are several positive psychological
effects such as feeling great for choosing a sustainable option, creating communities, and being
trendy. Additionally, it can start chain reactions if users are satisfied with their new way of
approaching consumption.

Ethical considerations apply to the process as well as the result, which was taken into
consideration during the project. During the process, a user study with various methods
was performed. When collecting data from the participants, an agreement had to be signed
before involvement. The agreement concerned General Data Protection Regulation (GDPR)
and included information as; who is gathering the data and where it is stored, what is the
purpose of data collection, and how the result will be presented. GDPR has the purpose of
protecting individuals’ fundamental rights, particularly their right of protection of personal

4



1. INTRODUCTION

data (Integritets myndigheten, n.d.). Asking or observing people about their consumption
habits can feel offensive, so the participants were asked if they wanted to share details about
their consumption before they participated in the study.

1.6 Project layout

This project was completed during one year and included three parts, it was carried out by the
two authors that are referred to as the project duo in the thesis. Part I - Literature review covered
collection and conversion of data to provide academic background and perception on potential
literature gaps. Part 2 - User study aimed to complement the literature and the potential gaps.
Lastly, part 3 - Final delivery creates an understanding of incentives and barriers in circular
consumption through a toolkit for designers and other agents.

Part 1 - Literature review

The literature review covered one fourth of the project period. It was carried out to
investigate consumption behavior and how to influence behavior. Further, the data
was analyzed and compared to identify potential knowledge gaps and to create an
understanding regarding the differences between circular and linear consumption
motives.

Part 2 - User study

The user study covered another fourth of the project period and was carried out to
complement the potential literature gaps. The study’s intention was not solely to
complement the literature gaps but to strengthen the arguments found and thereby
give the project duo a greater understanding of consumption.

Part 3 - Final delivery

Lastly, the final part of the project covered the closing half. This part of the project
included converting the findings from previous parts and presenting them in an
understandable and user-friendly way. Also, to develop a toolkit provided to designers
and other agents. It was an iterative process with evaluation and testing performed
both internally and externally.






METHOD & PROCESS OF LITERATURE REVIEW

The following chapter contains the methodology and
the process of the literature review. The purpose of
the study is to get an overview of the subject. Also,
to define a possible literature gap. The study will
contribute to a comparison between different ways
to consume and the different motives for circular
and linear consumption.




2. METHOD & PROCESS OF LITERATURE REVIEW

2.1 Bottom-up approach

A literature review is performed to contribute to an overview of a subject. The selection of papers
was done through a bottom-up approach, which is an effective and recommended approach
while researching an unfamiliar subject (Paper Masters, n.d.). It starts with listing index terms,
that are used for the search process. Choosing the papers starts with reading the title. The
next step is to read the abstracts and table of contents of the chosen articles. This will enable
a selection of which articles can be included in the study (Paper Masters, n.d.). To chose the
articles for the review, the following search engines were used; Chalmers lib, Google Scholar,
Chalmers Open Digital Repository, and the Centre for Consumption Research at University of
Gothenburg. Also, conference proceedings were studied. The selection was based on their title
and the abstract, the chosen papers were read and summarized.

2.2 literature review

A literature review can involve information gathered from books, articles, thesis works,
dissertations, and research papers. The chosen literature is studied and analyzed to define
important theories, methodologies, and gaps (McCombes, 2019). A review usually consists of
a summary with a synthesis, which includes an organization of the findings. After analyzing
the material it should be revised to ensure all findings have been considered (UNC-Chapel
Hill, n.d.). The result of the review enables the researchers to define gaps and motivate further
research and discussion. Further, the review permits the creation of frameworks and indicates
the researcher’s knowledge regarding the subject (McCombes, 2019).

The project’s literature review aimed to define the behaviors that exist regarding consumption and
the psychological reasons for users’ decision-making. The research brought an understanding
of the choices users make in consumption and what emotions they triggers. Both linear and
circular consumption has been studied to determine differences and similarities. The review
was divided into three steps, for the first two steps the project duo selected suitable papers and
project reports. The third step aimed to find information regarding the possible knowledge gap
in the literature. The strategy of the three steps of the literature review is presented in figure 2.1
and the keywords used are presented in figure 2.2.

Step |

The selection of literature in step I, resulted in 17 papers and project reports, which were
divided into six topics; consumption behavior, psychology and behavior, acceptance in circular
economy, linear models, business models, and circular production.

Step Il

Additional literature was received from the supervisors of the project, collected at different
conferences, and from the Centre for Consumption Research at University of Gothenburg. The
conference proceedings was retrieved from SCORALI (Sustainable Consumption Research and
Action Initiative) and through Design Research Society, IASDR (International Association
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of Societies of Design Research). The

. STEP |
papers found at the Centre for Consumption Initial search
Research were selected through a screening Google Scholar
. L Chalmers Lib
of their publications between 2006-2020. Chalmers Open D‘.g:OT:;;S.‘Ez
When conducting the information it was
6 TOPICS number of

categorized in the same previous topics, and
two new topics; transferring from linear to
circular economy and circular consumption.

*  Consumption behavior read papers
* Psychology and behavior
* Acceptance in circular economy 17

* Llinear models
Step [ * Business models

* Circular Production el
Step III of the research aimed to identify the
knowledge gap in the literature, as mentioned Additional literature STEP I
in research question 1.2. During the first two Supervisor
. o Cont di
steps of the review, the result indicated that Contrefor e e,
T pfion Research
clearance was not as thoroughly researched
compared with the other consumption phases. 8 TOPICS
number of

Few articles mentioned how clearance affects * Consumption behavior

the psychology of the consumers and what

¢ Psychology and behavior read papers

e Acceptance in circular economy

they go through while getting rid of a product e Linear models 21
or service. The clearing decision originates * Business models lefi
L. R . i . completing
from the consumer characteristic and their Cireular production mindmap
. . . ¢ Transferring from linear
experience with the product or service. For o cireul
O circular economy
step III of the review, existing literature + Circdlar consumption STER I
was researched once again with a clearance
perspective. Additionally, new literature :
- Literature about clearance
was found through previously used search Google Scholar
engines Chalmers Library
number of
3 TOPICS

read papers
¢ Keep the product

¢ Permanent disposal Q
Figure 2.2: Keywords literature review. * Temporarily disposal
convert
findings
Keywords 1
STEP Circular  consumption behavior, circular  consumption,

consumption patterns, patterns in circular consumption,
commercial user consumption, user consumption patterns /
consumption patterns, shopping behavior, bias consumption,,
ways to buy, psychology consumption, psychology circular
consumption, patterns in circular consumption, teory of
planned behavior, reasoned action, user consumption
patterns, enable (product) reuse, barriers in circular
consumption, linear model of consumption

Figure 2.1: Literature review strategy.

Keywords 2

STEP II A o o
Sustainable consumption, circular consumption, circular
economy, consumption, behavior, consumer behavior

STEP III Keywords 3

Clearance, riddance, get rid of, circular disposal, clearance
options, riddance options
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2.3 Mind map

A mind map sorts information in a creative and effective process with visual mapping. Starting
with the main subject in the middle, text, and images can be arranged in different themes and
connected with branches to other themes. The mind map can contribute with new ideas and
multiple arrangements and connections within different themes. The main purpose is to present
an overview that others can understand without difficulties (Cunnah, 2020). Google’s web
application coogle, a mind mapping program, was used for the creation of the map. Designing
it online enables an adjustable size without limitations. The topics and summarizations from
the literature review were compiled and added to the mind map, the topics of the mind map
helped structured the data and presented further information to search for. The topics in the
mind map changed during the three steps, but eventually, all valuable data from the parts could
be summarized in five final topics: consumption behavior, psychology and behavior, circular
consumption, circular economy, and production. These are visible in figure 2.3.

Consumption pattern Significance of things
motivators and barriers in CE emotional design
consumer attitudes experience
social lifestyle wellbeing
. Replacement decision
Sustainable dissonance harmonization Replacement decision
» X categorization of products
moral dissonance Both positive and negative

cost of replacement
reason of replacement
motives

- technological performance
- hedonic value

cognitive dissonance

Purchase
Psychology and Behavior

- features and technological advantages

purchase decision
- psychological val

unplanned purchase - ergonomics
Circular consumption paths Acceptance high impulsivity :Zt}";;“;g:‘“’;' Affitudes

low impulsivity
second hand building trust changing behaviour

. lzhurlr.\g past experience negative and positive to CE
collaborative environmental consciousness need fulfillment
refurbished

b desire for unigeness motives for sharing product
remanufacturin
9 controll acess based

Findi f
I. "9 . Consumption Behavior Il v
PSSl { Circular Consumption ] Literature review collaborative

benefits and difficulties
consumer acceptance
consumer satisfaction
service quality

challanges Approaches for CE Ciroolor E Product Product lifetime
i ircular Economy roduction .
downershlp social practices extefnr the life time . )
trust and assurance strategies not'or product bad or Ihe enviroment
principles . desired to have lond lifetime
deisgn for Policy makers
new business models acceptance
use digital technology - testing solufions
collaborations -involve consumers Increasing product longevity
use of waste responsibilities adaptation focus
~support new businesses emotional focus

-increase common knowledge exc|usivify focus

-create framework and laws .
timelessness focus

Linear to circular economy design process focus

small vs large size companies
radical changes Production towards CE

overcoming barriers
focus on drivers

Figure 2.3: The final five topics in the mind map.
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2. METHOD & PRCOESS OF LITERATURE REVIEW

2.4 Consumption model

To continue the research a consumption model was created to ease the process of finding,
sorting, and comparing incentives and barriers. A new model was required to enable a distinctive
comparison between linear and circular consumption processes. The model was simplified
compared to the existing ones, to ease the sorting of the data. The new consumption model is
a reduced version of the traditional consumption process and it was desirable to include both
clearance and path selection, different from the inspirational models. The consumption model
is based on a traditional linear consumption model (Blackwell et al., 2015), but modified with
inspiration from Poppelaars et al. (2018) to suit circular consumption.

The first step of path selection was added where the user can either choose a circular or linear
obtainment option. The categories and aspects connected to each phase are also sorted to suit
both linear and circular consumption. Additionally, it was important to include the clearance
phase to highlight what happens after use and that it could be either circular on non-circular.

The next step was to define consumption paths from the literature review and to insert the
data from each consumption path into the consumption model. The reviewed data covered five
consumption paths; second hand, collaborative consumption, product service systems (PSS),
refurbished, and linear consumption. The paths, with accompanying incentives and barriers,
where compared and the result is presented in the next chapter.

11
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3. RESULT OF LITERATURE REVIEW step | &I literature review

3.1 Consumption model

The consumption model defines the different eight phases a consumer goes through in a
consumption process, starting with the choice of a path followed by; need recognition, search,
evaluation of alternatives, access, use, evaluation, and clearance. The path selection is what
kind of obtainment or purchase selection the user does, either second hand, collaborative
consumption, refurbished product service system, and linear consumption. The consumption
model applies to all paths and is presented in figure 3.1. This consumption model was created
to reduce the complexity of the existing consumption processes. It aimed to support the
process of finding, sorting, and comparing incentives and barriers from both linear and circular

consumption.
Individual Ind

ATTITUDES

KNOWILEDGE

CONSUMER CHARACTERISTICS

MOTIVATION >

INVOLVEMENT (2}
o
m

Environment Env Q

wn

DEMOGRAPHICS

PERSONAL INFLUENCE

MARKETING

PSYCHOLOGICAL EFFECTS

Need
Recognition

Evaluation of

Search Alternatives Access Evaluation Clearance

rejection rejection rejection

VALUE
MAINTENANCE

External Ext
STIMULI
MARKETING

ASPECTS

Internal Int
MEMORY
EXPERIENCE

o

FINANCIAL ASPECTS
ENVIRONMENTAL CONCERNS  o——

o

——o PRODUCTTYPE

EXPERIENCE o—

PRODUCT / SERVICE CHARACTERISTICS

FUNCTIONALITY
QUALITY
REPLACEMENT DECISION

Figure 3.1: Consumption model created by the authors.

The figure also presents the aspects which affect the choices the consumer makes and it were
used to sort the information from the literature review. The data will be sorted under the aspects
and within the correct path and be referred to as factors. This enables a comparison between the
different paths and the result from the user study.
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The consumption model is explained through the following scenario.

Annie is consuming both pre-used and newly produced products
and she has decided to obtain some new clothing. She needed
a new jacket and thought that she could obtain one through
a second hand shop. So her path selection came after the need
recognition and was affected by multiple factors, such as her
knowledge regarding second hand and the available shops. Her
motivation to find a jacket is what encourages her to proceed with
the obtainment. She began the process by looking and searching
in different shops, she considered the financial aspects and tried
to find a jacket in her price range. She eventually found one jacket
she was interested in, but after evaluating the jacket by trying it
on, she noticed that the jacket was too small and made a rejection
going back to searching other shops. In the next shop, she found
two jackets she liked. She tried both jackets and evaluated them
based on previous experience. She decided to move on with a
jeans jacket, which she accesses by purchase in the second hand
shop. She starts to use her jacket the same day and her friend is
quick to ask where she bought it since she wants a similar one,
this makes Annie reflect on how she appreciates the social status
she gets through this jacket. She likes the way it suits her and that
it is unique. During usage, she evaluates the jackets after each
use, even if this occurs subconsciously. She considered the value
and functionality of the jacket and decided to keep it. She will not
clear this jacket until she gets tired of it and replaces it with a new
one.

15



3. RESULT OF LITERATURE REVIEW step | &Il literature review

3.2 Consumption phases

The eight phases from the consumption model represented below.

16

Need

Recognition

The chosen path

The first part of the model is the choice of path. The path selection is
placed at the beginning of the process to illustrate that the user can begin
the consumption with a path choice. Although the path selection could
occur later in the process, from the start until the access. An example of the
path phase is when a consumer initiates the consumption process through
contemplating were to obtain a newly produced or pre-used product.

Need recognition

This phase treats the factors that evoke the consumers’ needs. It includes
what they desire in physical performance to enable need fulfillment, how the
product or service will harmonize with attitude and consumer characteristics,
and what that product expresses in social- and cultural contexts. When a
consumer experiences a need for a product they are in this phase, the need
recognition. The choice of the path could occur after the need recognition or
before. For example, if the consumer wants to obtain only pre-used products
their choice often occurs before the need recognition. But consumers could
also discover the need, before choosing how to obtain the product.

Search

Search, evaluation of alternatives, and access are steps that together form a
phase, referred to as obtainment. Which involves everything that influences
the consumer in the process from search to access the product. The search
phase is about the factors considered in the search for the requested product.
These are factors like external stimuli that the consumer is reached by,
previous experiences, or financial and environmental aspects. The risk of
potential rejection is included in the process and each path. It applies under
the three steps of obtainment, and if the personal and situational reasons
are predominant negative factors, rejection will occur. If rejection occurs
the consumer either starts the process again and returns to need recognition
to reflect over the initial need. The consumer could also return one or two
steps in the process to realize what triggered the rejection and try another
alternative.



Evaluation of
Alternatives

Clearance

step | &Il literature review 3. RESULT OF LITERATURE REVIEW

Evaluation of alternatives

This phase holds factors that affect what option the user will continue
with into the access phase and are crucial when alternatives are evaluated
and the consumer is getting prepared for a purchase decision. Likewise,
in the search phase, the risk of rejection is present in this phase.

Access

This phase is closely related to the previous one since the evaluation of
alternatives shapes the obtain decision. To put it another way, the factors
in this phase are those considered when deciding to obtain. There is still
a possible rejection before making the final decision, which is influenced
by the aspects of this phase. At this point, when the user is obtaining
a new product, available and suitable options have been researched.
The consumer has also evaluated alternatives and perhaps accessed the
product. The user might have reached rejection during the process, which
could have changed path choice, source, or alternative.

Use

As defined in the basic model, figure 3.1, the influencing aspects of the
use phase are the individuals’ aspects and those concerning the product
type and the product and/or service characteristics. These aspects and
factors will determine whether the consumer will consider evaluating the
need fulfillment of the usage or satisfactorily keep using the product or
service.

Evaluation

The second evaluation aims to list factors that affect the user’s decision
regarding continuous use. The listed factors will state how pleased the
consumer is with the product.

Clearance

The clearance phase is about how people get rid of belongings or end
service subscriptions. Also, what emotions such decisions arouse. The
clearance phase is typically independent of the obtainment path. The
clearing decision does not typically depend on the first path decision,
but on the consumers’ experience with the product or service and the
personal characteristics. Though there are still exceptions, e.g. when
renting something it is settled that the clearance option is to return it.
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3.3 Aspects explanations

step | & Il literature review

In the following section, all of the aspects are explained and presented together with the phases
they affect. After each aspect, descriptions of relevant factors are presented in the following
way, aspect; factor, factor... The aspects were included to enable sorting of the data and are
such that suit both linear and circular consumption. They were included with inspiration from
the consumption processes Blackwell et al. (2015) and Poppelaars et al. (2018) presents.

Environment Env

DEMOGRAPHICS
PERSONAL INFLUENCE
MARKETING
PSYCHOLOGICAL EFFECTS

NEED RECOGNITION

‘ EVALUATION OF ALTERNATIVES

Individual Ind

ATTITUDES

KNOWILEDGE

CONSUMER CHARACTERISTICS
MOTIVATION

INVOLVEMENT

NEED RECOGNITION

ACCESS

USE
External Ext Internal Int
STIMuLI MEMORY
MARKETING EXPERIENCE

‘ SEARCH

FINANCIAL ASPECTS
ENVIRONMENTAL CONCERNS

‘ SEARCH

‘ EVALUATION OF ALTERNATIVES
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The phases need recognition and evaluation of
alternatives are both affected by the environmental
aspects, which includes factors from the surrounding
environment. Following environmental aspects are
considered: demographics; locations, gender, living
areas. Personal Influence; influence from other
people. Marketing; the effects of marketing. Finally,
psychological effects; offerings that motivate consumers
to purchase.

The individual aspects affect the need recognition,
access, and the use phase. All of these aspects depend
on the consumer and their experiences. The following
individual aspects are considered: Attitudes; social
context, desires, responsibilities. Knowledge; the
consumer’s knowledge. Consumer characteristics;
the characteristics, environmental concerns, habits.
Motivation; offerings, quality, accessibility. Finally,
involvement; to be a part of a community, create
contacts.

The search phase is divided into internal and external
aspects. The internal aspects consist of the consumers
existing memories and experience, such as previous
experiences with suppliers, brands, and habits. The
external aspects are, stimuli and marketing, which the
consumer has been exposed to through advertisement
and impressions from other users.

The search phase is further affected by financial
aspects and environmental concerns. These are factors
such as economics, profits, ecological impact, and
environmental benefits. These aspects and factors also
affect the next phase evaluation of alternatives.
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Besides financial and environmental aspects, the phase
PRODUCT TYPE . . . .
PRODUCT / SERVICE CHARACTERISTICS evaluation of alternatives is affected by experience,
EXPERIENCE product and service characteristics, and the product type.

Factors within these aspects are; previous experiences,
‘ EVALUATION OF ALTERNATIVES  the characteristics of the offering, and what kind of
product or service that is evaluated.

The product type and product and service characteristics
rropUCT ;Ys;iwcs CHARACTERISTICS also affects the access and use phases. Examples
of factors considered in these phases are exchange
ACCESS opportunities, insurance choices, utilitarian and hedonic

value. Hedonic value is the emotion that a certain, in
this case, product or service arouses and how desirable
and pleasurable it is. In contrast, utilitarian value is
the motive of purchasing something for its practical
use and to fulfill the consumer’s needs (Carman, 1978;
Camacho-Otero, 2020; van Weelden et al., 2016).

USE

o One of the final phases evaluation, are affected by
MAINTENANCE aspects such as value; brand loyalty and emotional
FUNCTIONALITY .
QUALITY bonds. Maintenance; technology performance, and
REPLACEMENT DECISION . . . . .
longevity. Functionality; product and service function,
and Dbenefits. uality; quality expectations, and
T evawation . Quality: quality exp .
insurance. Replacement decision; costs, emotions, and
surroundings. The factors for the evaluation phase are
determining whether the consumer chooses to keep the
product or service offering or to get rid of them in the

clearance phase.

3.4 Result step | &

The result from the literature review step I and II presents consumption paths including
descriptions of the most important findings and what drives consumers to chose different paths
All findings from the literature review can be found in appendix A. The most important factors
mentioned in the literature review are both the ones the papers stated as most important and the
ones mentioned by several references. All the information for each of the paths has also been
arranged as factors in the consumption model. These are presented in appendix B.1.1-B.1.5

Buying second hand

The motive for obtaining products through second hand is the familiarity with the path, which
creates trust and accessibility. The major motivator is the financial benefit (Gullstrand Edbring
et al., 2016). Some consumers also find it a suitable path for reducing waste, combined with
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the consideration of being trendy, being unique and the feasibility of Do It Yourself-crafts
(Gullstrand Edbring et al., 2016; Mont & Heiskanen, 2015). Even though it is a way of reducing
waste, the environmental concerns are not a major incentive for the second hand path (Guiot &
Roux, 2010; Gullstrand Edbring et al., 2016). The two major barriers are hygiene and functional
performance (Catulli, 2012; Gullstrand Edbring et al., 2016). Other barriers within second
hand are hygiene and that soft products are not accepted in the same way as other products
(Catulli, 2012; Gullstrand Edbring et al., 2016).

Collaborative Consumption

As in second hand, the major motivator for collaborative consumption is the financial benefits.
In collaborative consumption, the financial factor is expressed as a benefit for seldom used
and more expensive products (Catulli, 2012). The path enables people to share products with
others. Through private sharing, the cost will be reduced, which enables the consumer to access
a larger variety of products. According to Jackson (2005) it is a driver that consumers get access
to a new community. It is not only an incentive to get access to a new community but to involve
in new systems or contexts (Gullstrand Edbring et al., 2016; Mont, 2013; Mont & Heiskanen,
2015). Gullstrand Edbring et al. (2016) agreed with Jackson (2005), but added that consumers
engage in collaborative consumption to support sustainability. The factors that hinder the
consumer from engaging in collaborative consumption are lack of trust, unfamiliarity (Catulli,
2012; Gullstrand Edbring et al., 2016; Schor et al., 2016), and if the context and product are
not suitable in the purchaser’s life (Camacho-Otero, 2020). Additionally, consumers can have
attitudes and thinking that products that are not personally owned are more riskful to use,
because of the fear of breaking it during usage (Gullstrand Edbring et al., 2016).

Buying refurbished

The refurbished path is mainly about technology assets and that is why the drivers in this path
mostly regard quality, performance, and features (van Weelden et al., 2016). The consumers of
refurbished products are aware that the quality is controlled and that the performance is higher
compared to buying from private users as in second hand (Catulli, 2012; van Weeldenetal., 2016).
Further, the need for older features or software upgrades can be fulfilled within the refurbished
path. People are using refurbished products because of the financial and environmental benefits
and to suit the image of sustainability. Safety is provided through warranty and insurances. On
the other hand, this concept is not as well-known as the others and people do not recognize it,
therefore they also have a lack of knowledge about it. The lack of knowledge does not help to
break habits that prevent refurbishment. At last, people are uncertain about the availability of
refurbished products, they have an attitude that the desired product will not be available in the
refurbished path (van Weelden et al., 2016).

20



step | &Il literature review 3. RESULT OF LITERATURE REVIEW

Product Service System

Product service system (PSS) are systems of products and services consisting of supporting
networks. PSS includes both one-time rentals and long-time rentals through subscriptions.
Products in PSS is designed to be competitive, satisfy user needs, and lower environmental
impact (Catulli, 2012).

The PSS path has similar motivators as collaborative consumption, with the financial benefit as
the major driver (Camacho-Otero, 2020). Further, PSS also gives consumers the opportunity
for social benefits such as new social connections and social status (Camacho-Otero, 2020;
Jackson, 2005). Other benefits of PSS are the reduction of waste and the environmental benefit
(Gullstrand Edbring et al., 2016), that the provider has the greatest responsibility (Catulli,
2012) and the possibility to upgrade (Guiltinan, 2010). Consumers find the concept unfamiliar
and find it hard to accept non-owning. Also, mistrust towards providers, including reliability,
reputation, and values (Camacho-Otero, 2020; Catulli, 2012; Kuah & Wang, 2020). The hardest
barrier to deal with might be the desire to own since it opposes the entire concept (Catulli,
2012). The difficulty with not personally owned products is the fear of breakage during usage
(Gullstrand Edbring et al., 2016).

Linear consumption

The linear consumption process is the “traditional” and most commonly accepted path (Catulli,
2012). It is mostly driven by habitual behavior (Jager, 2003), the accessibility in supply and
number of sources (Mukhopadhyay & Setaputra, 2011; Srivastava & Culén, 2019; van Weelden
et al., 2016), and by unplanned purchases (Suher & Hoyer, 2020). The linear consumption is
further driven by the emotional value consumption gives the consumer, people consume to feel
better (Jackson, 2005). Of course, some more tangible and concrete values support this path,
for instance, that the quality is guaranteed (Camacho-Otero et al., 2018; Kim et al., 2002) and
that there are warranty and insurances (Catulli, 2012; Kuah & Wang, 2020), and that linear
consumption is driven by brand loyalty (Kim et al., 2002) and image (Weder et al., 2020;
Confente et al., 2020). Also, newly produced products are exchangeable a given period of time
after purchase. The barriers are few, however cognitive dissonances and anxiety may occur as
hinders, though as possible barriers for all of the paths (Mukhopadhyay & Setaputra, 2011).
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3.5 Literature gap

The final step of the literature review aimed to identify the potential knowledge gap in the
literature. The result of the first two steps indicated that clearance was not as thoroughly
researched compared to the other consumption phases. The literature presents what clearance
options are available for both owned products and products from services (Hanson, 1980;
Selvefors et al., 2019). The available data also considers a number of factors that affect that
decision, and those are further described in section 3.6.5. At large, those factors acknowledge
that there are tendencies that affect the decision, e.g. the emotional bond to a product which will
increase the risk of storage (Jager, 2003). In contrast, there is not as much in-depth information
about how clearance affects the psychology of the consumers’ decision-making. Neither what
they go through while getting rid of a product or service. The clearing decision originates
from the consumer characteristic and their experience with the product or service, but in-depth
factors would generate a larger understanding that would benefit the promotion of circular
consumption.

Although the in-depth factors were lacking in the literature, there was still information regarding
different clearance options (Hanson (1980), Selvefors et al. (2019)). A total of twelve options
were discovered and these are presented in figure 3.2. The twelve found options from the
literature are those where the users make the decision themselves. The options are categorized
into owned products and products from services, further with two mid-options; to dispose of it
temporarily or to dispose of it permanently.

Table 3.1: Twelve clearance options.

OWNED PRODUCT PRODUCT FROM SERVICE
PERMANENT DISPOSAL TEMPORARLY DISPOSAL PERMANENT DISPOSAL TEMPORARLY DISPOSAL
Throw it Loan it End contract Pause contract
Give it Rent it Give items up
Sell it Return product
Trade it Finish co-using agreement
Trade back
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3.5.1 Clearance factors

Following factors are found in the clearance literature and are such that affect the decision for
clearance, the clearance option, and the emotions those actions arouse. Less usage is an effect
of decreased value and will promote disposal (Camacho-Otero, 2020). Further, factors that
vary depending on the individual are present in the decision for clearance and the clearance
option. These factors are demographics (Hanson, 1980), intention (Srivastava & Culén, 2019),
characteristics (Jacoby et al., 1977), and situational factors (Hanson, 1980). It is common to
feel bad and get anxiety after clearance (Jager, 2003). The product’s characteristics (Hanson,
1980) and to have the skills and knowledge to act in a certain way will affect the actions in
clearance (Hoque, 2013). Also, the social connections that are possible in the circular options
(Hetherington, 2004).

Products can be cleared out through selling (Selvefors et al., 2019). To sell products are
dependent on; the available channels for selling (Jager, 2003), the financial benefit (Evans,
2019), the encouragement to participate in the system, and the new role that the consumer gets
(Mont & Heiskanen, 2015). Throwing products is affected by habitual behavior and will save
cognitive effort (Jager, 2003). The experience with the product service system will determine
the decision for clearance (Evans, 2019). Factors that prevent clearance; emotional bond (Jacoby
et al., 1977), functionally (Hanson, 1980), and the mood of feeling bad for throwing a product
in good condition (Gullstrand Edbring et al., 2016). Whether a product is kept or not is further
dependent on the amount of storage (Hanson, 1980), habits, and cognitive effort (Jager, 2003).

3.6 Conclusion of Literature Review

The following section regards the conclusion of the literature review. All of the results have
been summarised into three themes; the consumer, the offer, and external influence. The section
is introduced with the transfer from the analysis to the conclusion, followed by the conclusion
of the literature gap, clearance.

3.6.1 Transfer from analysis to conclusion

All the aspects were structured and arranged into groups with other similar ones to understand
what the literature presents. The grouping was necessary to give an overview of the findings
and since the gathered data, with the previous sectioning, was too complex to describe what
affects consumption.

The grouping of the aspects resulted into three groups, which are presented as three themes: The
consumer, the offer and external influence. All three areas have an impact on the consumer’s
consumption choices. The consumer includes factors that regard the user. Such as their
characteristics, their attitudes towards circular consumption, habits, fears, and self-esteem. The
offer consists of factors regarding the product included in the process of consumption or the
process itself. Factor as product properties, insurance, quality, functionality, and the financial
perspective are included. Lastly, external influence holds factors that affect the consumer
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externally. These factors are accessibility, marketing, stimuli, social context, group acceptance,
and peer pressure.

Since the literature study included additional searches on clearance, this information was treated
differently. The factors regarding clearance could be categorized in the same three themes but
were distinguished to easier present the result of the literature gap. Highlighting the gap of
clearance also eased the construction of the user study, to gather empirical data that could fill
the knowledge gap.

3.6.2 The consumer

For the consumer, the major factors are their attitudes and characteristics. Attitudes can vary
between circular and linear consumption and sometimes be applied to both consumption
processes. To understand consumption choices it is important to understand the consumers’
attitudes for both linear and circular consumption processes. Even though different attitudes
can be defined for different types of consumers, there are still characteristics that should be
taken into consideration. It will affect consumer choices, both through receiving inner harmony
and through habitual behaviors. Most habits are hard to change, therefore there are difficulties
in changing people’s consumption behavior. Even if consumers would change their habits and
act more sustainable there is a risk of rebound effects where compensation for the new behavior
occurs. Consumers want products and services to suit their context and lifestyle and want to be
able to be given the opportunity of creating new social connections. Also, the fear of breaking
norms is dependent on how they will act. All of these factors affect the consumer’s individual
decision.

3.6.3 The offer

The second theme from the analysis is the offer. The offer in the form of a product or service
needs to have good properties and characteristics. Both insurance and quality are mentioned
in the analysis, insurance when other people or stakeholders are involved. The quality factor is
more important for linear consumption, than for PSS, refurbished, collaborative consumption,
second hand. Both quality and insurance are factors consumers find important when obtaining
and using products. Another factor, product functionality, is also crucial for usage. If the product
or service stops functioning and the value decreases, it is most likely a reason for replacement
or clearance. Value is also discussed from a financial perspective, if the product is not worth the
payment the consumer might reject the offering or obtain it with higher risk of soon clearing it
out. Financial benefits motivate purchases in the circular paths and special offerings can be a
motivator in linear consumption.

3.6.4 External influence
The third theme of the analysis is the external influence that affects the consumers’ consumption

actions. Accessibility is an external factor that influences people’s perception of both linear and
circular patterns. Circular paths focus on external influences that create trust and reliability,
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which is what the user demands from a circular option. In contrast, the linear process’s main
influence is with the purpose to increase sales. Other influences in linear consumption, is those
who create the urge to buy. This has to be retained but changed to suit the circular process.
The urge to buy can thereby be transferred to an urge for upgrade or product variety, which
can motivate circular consumption. Similarly, the satisfaction for purchase and the emotional
value consumption bring need to be retained. Social media has platforms where both linear and
circular consumption patterns reach most people with stimuli and marketing. Other external
influences that affect the consumer are those within the social context. This includes group
acceptance and peer pressure, still, the social surrounding could act as both incentives and
barriers to circular consumption.

3.6.5 The literature gap - Clearance

The factors affecting clearance from the literature are divided between the twelve clearance
options. Some of the factors are relevant for all of the options, both the owned products and the
products from services. Factors such as less usage, which is an effect of decreased value and
will promote disposal. Further, factors that vary depending on the individual are also present
for all of the options. This could be factors like demographics, intention, characteristics, and
situational factors. Additional factors that affect all of the options are post disposal feelings,
which are bad feelings that create anxiety after disposal, and that people have tendencies to
declassify the value and quality of the product which disadvantages circular options. Further
relevant for all options are to have the skills and knowledge to act in a certain way and the
product’s characteristics. Also, the social connections that are possible in the circular options.

The owned products can be cleared out through selling. The factors that influence the behavior
of selling are the; available channels for selling, the financial benefit, the encouragement to
participate in the system, and the new role that the consumer gets. The last two mentioned also
apply for three options; trade it, loan it and rent it. When people throw their products it can
be due to their habitual behavior or to save cognitive effort. When it comes to products from
services, some factors can both start a clearance process, or trigger the user to continue and
use the product. Such as the encouragement to participate in the system, and the new roles the
user gets from using the product. If the user has a good experience with the system they can
continue using them otherwise they might end the contract. Other factors that can prevent the
user from clearing out products are; emotional bond, functionally, and the mood of feeling bad
for throwing a product in good condition. Additionally, habits, cognitive effort, and the amount
of storage will affect the choice of clearance.
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The following chapter contains the methodology
and the process of the user study. A total of 100
people participated in either interviews or a diary
study combined with a focus group. The user
study will contribute with additional information
and complement both the literature review and
complement the knowledge gap of clearance.
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4.1 Interview

An interview is a qualitative data gathering method where questions about a certain topic are
asked orally to a chosen participant, and the responses are registered (Johannesson et al., 2013).

The 100 participants signed up to participate in either one interview, in the diary study, or
both. 40 of the participants that agreed on doing an interview were recruited and interviewed.
Since the interview was conducted online, it enabled a spread across the nation. The purpose
of the interviews was to get insights in the interviewee’s consumption actions and decisions.
Each interview lasted for about 40 minutes and involved three people, the interviewee, the
interviewer, and the notetaker.

The interview started with a shorter section about the participant, with personal questions
regarding age, education, and living situation. Later, the interviewee was challenged to show a
space in their household that they considered being full of products. This was done through the
camera and challenged them to describe products that are not frequently used but desirable to
be kept. Further, the interviews included questions about attitudes towards buying second hand,
selling products, clearing out, and sharing products.

4.2 Diary study

A diary study is self-reporting of personal details, actions, and reasoning (Hanington & Martin,
2012). It could be either paper and pen-based or digital, and either event-based or not. The
guidance of the diary can vary, more guidance makes the book more of a questionnaire.

The diary study was an effective way to gather users’ consumption patterns for a longer period.
The diary was sent to 60 participants and lasted for four weeks, from mid-December to mid-
January. When the study ended, the participants were invited to focus groups to discuss the
experience of both consumption and the study.

The diary was designed with variation in guidance, some of the pages were guided, like
questionnaires, while others were less guided and more dependent on the user. It was paper
and pen-based and both event-based and not. The participants were sent a physical book
to fill whenever they obtained or cleared a product and they answered questions regarding
consumption. They also filled in emotions that aroused when they cleared out products. The
diary consisted of ten pages which are presented in appendix C.

The diary consisted of an event-based activity which was constructed with a table where the
participants made a cross for every executed activity each of the four weeks. The activities
included were; getting rid of a product, purchase of a newly produced product, purchase of a
pre-used product, borrowing a product, lending a product, renting a product through service,
and obtaining a product as a gift. Further, the participants were supposed to rank what product
groups were most difficult to clear out. They marked from 1-5 how difficult it is to clear out
expensive products, products that are suitable for future use, pretty products, products with
sentimental value, gifts, and products that act as a label of status. Another page had the purpose
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of examining if the participants would have cleared out larger amounts of products if obstacles
such as creating ad, transportation, and social contact were removed. This page was described
as “’the black hole” where products disappear without consequences. The participants were
asked to fill in five products to send into the black hole together with a motivation to each of
them. Also, they were asked if they wanted to send in more than five products if they were
allowed. Another example of an included page regarded what clearance option the participants
would choose for five given products. An armchair, a cellphone, a bicycle, a pot, and a book.

4.3 Sensitizing

Sensitizing is done to prepare the user for a group session. The purpose of the preparations is
to trigger the participants to reflect and think about the topic in relation to their own context,
time, and environment (Visser et al., 2005). Sensitizing is smaller activities or actions that the
user is asked to perform, typically during one or more weeks. A sensitizing activity can be to
fill a workbook, such as a diary, which content could be analyzed as quantitative data as well
as it sensitizes a group session. Therefore the diary was used as a sensitizing workbook for the
participants who were involved in both the diary and the focus group. All of the participants
performed the diary and had time to reflect regarding their consumption choices and their
opinions on circular consumption. The diary also inspired the participants to do activities and
write about them, all of the activities helped the participants to prepare subjects they wanted
to discuss in the focus group. The sensitizing diary increased the value of the conversations in
the focus group.

4.4 Focus group

A focus group involves several users who discuss regarding a certain topic (Johannesson et al.,
2013). The focus group has a neutral moderator that ensures that every participant is allowed
to speak and is not steering with distinct questions, rather letting the participants discuss freely.

A total of 18 users participated in the focus group, all of them had completed the diary study.
Each group was moderated by one from the project duo while the other one took notes from
the discussion. The focus group included discussions regarding the pages in the diary and the
users’ reflections and general insights and thoughts regarding circular consumption. The pages
involved in the discussion were; the table of events, the ranking of product groups, and the
black hole. For the table of events, the participants were asked if the result was as expected.
They were also questioned about the ranking of products and which ones were most desirable to
keep. The ranking resulted in a discussion of the differences in reasoning. The page including
the black hole was also discussed, where the participants were asked:

What do you believe the products sent into the black hole end up?

Did you appreciate the black hole?

What is the reason for keeping products that anyhow were sent into the black hole?
When and how do you decide to clear out a product?

What is most demanding with the clearance process?
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4.5 Affinity diagram

The analysis of the user study was done through affinity diagrams including the interview and
diary result. The focus group result was discussed within the project duo with the support of the
recorded material from the focus groups. The discussion specified factors and motives within
circular consumption. The affinity diagram includes a process of organizing and sorting data
into categories with similar themes. The result is an overview of all the gathered information,
which eases the analyzing process by finding connections or patterns (Holtzblatt & Beyer,
2016). It can bring the team together and give the same perspective of the information.

An affinity diagram was created based on the interview responses. The interview consisted of
eight questions, besides the personal questions for identifying the interviewee. Five questions
were included in the affinity diagram. The chosen questions for the affinity diagram either
involved consumption, circularity, or emotions regarding the subject. The three excluded
questions regarded questions and challenges that were meant to introduce and inspire the
interviewee to the subject and the following discussion and therefore not relevant to include in
the affinity diagram. The five included questions are presented below.

Are you familiar with selling products?

What matter when buying pre-used products?2 What thoughts and feelings are involved?
How often do you clean and clear out items?

How do you feel regarding sharing products with other people?

What do you feel about lending you products to other people?

All of the answers were printed and cut into pieces which were divided into different categories.
The categorization eventually turned into four groups after patterns of the answers had been
identified. The four categories of the affinity diagram are presented in the next chapter. The
diary study result was analyzed through a variation of an affinity diagram. It was not done
traditionally by printing transcripts, but compiled online after highlighting the important
findings from each diary. All diaries were inspected and the topics;

How it feels to possess a large number of things
The barriers of getting rid of items
General reflections on circular consumption

The answers regarding the selected topics were highlighted, discussed, color-coded, and
collected in a summary document. Additionally, all participants from the diary study were
categorized within three groups based on their attitude towards circular consumption. This
was based on all of their answers and their general attitude throughout the diary. The three
groups were; engaged in circular consumption, partly engaged in circular consumption, and
unmotivated to circular consumption.
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RESULT OF USER STUDY

This chapter presents the result from the user study
and a conclusion on the findings. The purpose of
the study was to fill the literature gap regarding
clearance, gather information regarding users’
consumption choices, and to later compare these
with the result of the literature study.
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5.1 Interviews

The first outtake from the affinity diagram resulted in ten different categories. These categories
combined with underlying groups are visible in figure 5.1. The size of the boxes represents the
amount of information that was received from the interviewees.

PROS & EMOTIONS FOR BUYING PROS & CONS EACTORS FOR
CONS SELLING SECOND HAND PURCHASE PURCHASE
CONS PROS POSITIVE  MIXED FEELINGS SCEPTICAL CONS PROS PRICE CONDITION
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|
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POSITIVE EMOTIONS DIFFICULTIES ~ WITH EMOTIONS  DIFFICULTIES
IMPORTANT WITH
INSURANCE  CHANGES MINDSET
FOR COMPENSATION
SATISFYING, OTHERS
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A final categorization that united some of the groups was made to find the most recurring
subjects. The categorization was made into four final groups; buying pre-used products, sharing,
clearing out, and the society. The division of the ten categories into the four final groups are
presented in the figure 5.1. The insights from each category are presented below.

Buying pre-used products

The most mentioned advantages of buying pre-used products are the financial benefits and
the positive feeling the consumption entails. It is both cheaper to purchase pre-used products
and favors the environment. The product can have a sentimental value or bring a history with
the product. The interviewees also discussed disadvantages, skeptical feelings, and eventual
worse quality. Further, the lack of guarantees and the risk of deceit are great. There is also
a risk of products not being clean and with a bad scent together with the feeling of disgust.
The feeling of disgust regards fabrics and clothes, objects not made of textile materials are
more accepted. The most frequently mentioned factors were price and state of the product, but
distance, personal preference, the ad, and the seller were considered while purchasing pre-used
products. When discussing clothes with one interviewee she described the pre-used clothing
market as the only one with decent clothes. Meaning the chain store brands only produce boring
and similar clothes. Even though this is an extreme answer the content presents that it is not
always desirable to purchase newly produced clothes and to wear what the majority would do.

"All brands produce similar clothes, everything look the same, and | do
not want to dress like everybody else”

Sharing

Trust is one crucial factor to ensure successful sharing, if the user lacks trust the risk for
rejection is big. In private sharing trust can be created to the others in the context or group,
if the experience is positive, while trust in service sharing regards both the other user and the
providers.

There are mixed opinions regarding private sharing, as in lending and renting. The result
indicated that the majority of the participants were positive about private sharing, either to
anyone or to someone with a connection. The factors mentioned for successful private sharing
were good communication, pleasant attitude, suitable renter, and return agreements. It can
further enable access to otherwise unaffordable products. Some of the participants were still
not willing to share, they preferred to use and wear their products by themselves. They want
to buy their products and own them to avoid borrowing, questionable responsibility, damage,
and they claimed that quality products will last for them to use a lifetime and will therefore
not have a bad impact on the environment. The participants were asked what they thought of
getting compensation for renting their belongings. Some of them thought it was a requirement
for lending, and others thought of it as a bonus or something that makes them braver and more
risk-taking. Compensation depends on the product, sometimes insurance is more important.
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The sentimental value, eventual damage, and insecurity were reasons for not lending belongings
to others. One participant mentioned the insecurity of lending older sentimental products that
are irreplaceable.

"It is harder to share products that | highly value. Products that | got from someone |
care about and old products that can not be purchased today if they break”

Cars were brought up several times and the majority agreed on sharing with familiars feels safe
but not with unfamiliars without a third party and an agreement. Regarding services for sharing
the participants have had positive experiences from renting tools and cars. Though, skepticism
occurred regarding bringing their products into a service. One participant explained that she did
not want her tools to be rented through a service. She discussed the risk of someone using them
for the wrong purpose, which could be for illegal activity. The participants could positively
share products from services if the products are provided by a company or other individuals.

Clearing out

Clearing products includes selling, donating, or discarding. The result indicates that products
with sentimental value are hard to clear out, such as products with memories connected to
special occasions. The fear of losing these memories prevents people from getting rid of them.

"My parents’ old belongings are difficult. Especially clothes my mother and
grandmother have sewed”

However, clearing products can also bring people pleasure through relief and receiving
additional space. Dealing with different purchasers is also time-consuming and complicated,
both with communication, meeting up, and dealing with requirements and complaints. Time-
consumption was mentioned repeatedly, both for dealing with buyers and for deciding what to
keep and donate when clearing products out. One of the motivators that still encourage people
to sell products is the financial benefit. Selling favors both the seller and the buyer who can
purchase the product for a lower price. Some of the interviewees mention they feel joy when
their products can make someone happy. Specific products that was brought up as problematic
to clear out were clothes for special occasions and tools. The motive was that they could be
useful in the future and therefore difficult to get rid of.

The society
As mentioned, sharing could contribute to more trust in others, when people are forced to

create new contacts and expand their trust into unfamiliars. Some of the interviewees presumed
that people will feel better when engaging in circular consumption and that a change in people’s
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mindsets is needed. Some of the interviewees stated that a change of the societal structure is
necessary to enable circular consumption to a greater extent. They mention that all groups of
the society have to be reached through campaigns and advertising and that it is possible to
live an enriched life without owning as many products. Others claimed that society is built
on economics, production, and consumption and believed that economics would be affected
negatively. It was mentioned that circularity could result in companies producing better quality
since durable products are desired when multiple users are involved. Regrading the negative
effect on the economy one response was that many corporations would reach bankruptcy and
the movement in stocks would decrease together with the aspiration of earning money. Further,
she stated that the calculations have to cover the production decrease circular consumption will
bring and to ensure the quality of life remains.

5.2 Diary study

The diary analysis consist of three topics; how it feels to possess a large number of things,
the barriers of getting rid of items, and finally general insights and opinions on circular
consumption. These topics is the foundation of the diary analysis.

Regarding the feelings of owning numerous products, most of the participants agreed on it
being stressful, difficult, irritating, or messy. A smaller group of the respondents argued both
for and against it, they mentioned that it feels good, safe, and more personal to own a lot of
products but together with the negative attitudes including stress and irritation. Lastly, a minor
group solely agreed that it feels calm, safe, and fun to own many products. One participant from
the first mentioned group, the ones who does not like to own many products, described it as
exhausting to handle when moving or cleaning, and also did not like the messy impression it
gives. Another participant agreed that it was stressful and unnecessary to own many products,
but she also suggests that it is good to be prepared for different situations.

"It is hard to own a lot of products, especially when you have to take it into
consideration while cleaning or moving they also leave a messy impression.”

"It is good to be prepared for different possible situations”

The answers regarding the barriers of clearance are divided into three larger categories and
additionally scattering responses. The three categories are; products with sentimental value or
potential future use being harder to get rid of, practical work and lack of a car, and the time and
effort required. Lastly, the scattered answers concern storing spaces not being full, the need
for repair, or the will of changing the purpose of the product, e.g. making rugs or tote bags out
of old clothes. One of the respondees wanted to decrease the amount of decoration products
and porcelain in her home but meant that the sentimental value hinders her. Another described
the major barrier as having to borrow a car from friends to be able to transport products to the
second hand store.
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The general discussion regarding circular consumption covers several ideas of systems where
services pick up the cleared out items, which tells that the transportation from the home to
either a second hand store or to a new owner is burdening. It is highly appreciated that the
products get further life, the new user gets use of the item, and it is mentioned as a barrier to
clear out products that could be used in the future.

"l want products to be used, which is simplified by giving away products in a
trustworthy way. But | rather sell products | know other people desire to own.”

Further examples of lowering the effort in the clearance phase are, gather all selling to one
platform with the ability to be anonymous, pressing a button to sell an item and receiving the
payment instantly, and putting the items in a time capsule to make them disappear until you
need them again. This explains the barriers of knowledge and social connection, the lack of
time and effort to execute the process of selling, the difficulties of separating from a product,
and a desire of earning money on cleared out items. Further, the amount of storage will affect
the amount of owned products, also not wanting to get rid of and later having to spend money
on the same product again. Lastly, it is mentioned that guidance is required, they have got the
will but the knowledge is lacking.

"A magical pawnshop where | can store products during six months and if | do
not need them after the six months it is time to say goodbye. | believe people are
afraid of the irreversible and to make mistakes.”

5.3 Focus groups

Four focus groups were held with participants from the diary study. All participants were given
pseudonyms and all 40 from the diary study were named on D. Their names where kept in
the focus groups and are included in table 5.1. The table further presents age, gender, and
engagement. The focus group conclusion covers three topics; share, sell, and to clear out items.
Also, some factors that affect the whole theme of circular consumption.

Share

The most mentioned factor in sharing was a relation, which was considered important. It was
mentioned that individuals do not like to disturb others by asking to borrow something. They
also mentioned the inconvenience of contacting strangers and the fear of getting a no from
someone you do not know. Further, it is mentioned that users will act less carefully if the
product owner is a stranger. Though, it is stated that people are more careful when renting
compared to borrowing regardless of relationship.

Other barriers for private sharing are distance, the asking frequency, and the uncertainty in
who carries the responsibility. When the asking frequency was brought up from one of the
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Table 5.1: Participants in focus groups. Presents pseudonym,

age, gender, and engagement

GROUP 1

NAME AGE GENDER CIRCULAR CONSUMPTION ENGAGEMENT
Deleine 25 Female Unmotivated

Darin 27 Male Unmotivated

Deborah 29 Female Partly engaged

Danny 25 Male Would rather keep products

GROUP 2

NAME AGE GENDER CIRCULAR CONSUMPTION ENGAGEMENT
Dagmar 40 Female Engaged

Dina 46 Female Engaged

Denise 25 Female Engaged

Daisy 38 Female Engaged

GROUP 3

NAME AGE GENDER CIRCULAR CONSUMPTION ENGAGEMENT
Doris 24 Female Engaged

Disa 30 Female Engaged

Daniel 29 Male Engaged

Dorothea 31 Female Unmotivated

GROUP 4

NAME AGE GENDER CIRCULAR CONSUMPTION ENGAGEMENT
Desirée 23 Female Partly engaged

Dragana 43 Female Engaged

Desideria 40 Female Engaged

Danessa 26 Female Unmotivated

Daphne 47 Female Engaged

Donia 45 Female Engaged
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participants he explained that it does not feel right to ask too frequently. The moderator asked to
define too frequent, and he answered that two times a week is too frequent but two times a year
is not when the family is involved. Regarding friends, the line is drawn when the same product
1s required for the fifth time regardless of time span.

"Asking to borrow a product from the same person two times a year feels okay,
but two times a week is too frequent”

Sell

Considering selling, the factors were similar to, it is problematic to deal with people. The focus
groups mean that buyers often bargain, need more information than given and that they expect
to come and pick up the product at any time of the day. Moreover, the selling process could
be time-consuming and problematic to engage in if the online selling site is not user-friendly.
One example that was discussed was when one participant aimed to sell a camera and several
different potential buyers asked specific technical questions that she could not answer. This
forced her to spend time on finding the answers online and the entire experience got unpleasant
and required more time and effort than expected.

Clear out

Several aspects were brought up as incentives and barriers for clearing out things. Once again,
the sentimental value acts as a barrier to getting rid of products. It was stated that these products
are difficult since they might be old and inherited and therefore not replaceable. Also, those
sentimental products are hard to price, and knowing what others are willing to pay them. Not
only sentimentally valued products seem hard to price. One participant wished for a service
where you could leave whatever to get it priced and sold, he means this would help him to clear
out products. Further, Sellpy (an online selling site for pre-used products) is mentioned by
several participants as an appreciated service since they price, transport, creates an ad, and sell
consumers pre-used products.

A motivator to clear products out is to make others happy and give the product a further life.
Another incentive to get rid of products is the fast consumption society, that people usually get
tired of products in a great speed and therefore replacing them with new. Unfortunately some
users have a non-circular mindset and often discard their products.

When it comes to the financial value the participants had scattered answers, some say that the
spent money will not be refunded and that it does not matter, others see this as a barrier. With
the argument of much money being spent when purchasing and for this reason not getting rid of
the product. Hence, the largest barrier to getting rid of products is the sentimental value together
with future use. The focus group participants mentioned that they made up future scenarios
with the product to feel good about keeping it. Also, time and effort act as barriers together
with the physical difficulties in clearing out items which makes some of the participants avoid
clearing. Despite this, it is a distinct majority that believes owning much is stressful, difficult,
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irritating, and messy. Finally, it is stated that the more space the user got available the more
products will be stored.

“| do not clear out products since our attic is not full yet”

5.4 Conclusion of User Study

This section presents the conclusion of the result from the user study and is categorized with
the same groups that was found from the literature review; the consumer, the offer, and external
influence. This section is structured in the same way as the literature review conclusion, with
the three themes followed by a section with the factors connected to clearance. This was done
to enable a comparison analysis between the literature and the empirical data (Chapter 7).

The consumer includes factors that regard the user. Such as their characteristics, their attitudes
towards circular consumption, habits, fears, and self-esteem. The offer consists of factors
regarding the product included in the process of consumption or the process itself. Factors as
product properties, insurance, quality, functionality, and the financial perspective are included.
Lastly, external influence holds factors that affect the consumer externally. These factors are
accessibility, marketing, stimuli, social context, group acceptance, and peer pressure.

5.4.1 The consumer

The majority of the participants from the user study mean they engage in circular consumption
to favor the environment, they mention improving their self-image as a part of that. Another
incentive for the consumer is to create new relations. Also, for second hand (purchasing and
selling) specifically, the financial benefit acts as a driver. When it comes to privately sharing
products the participants appreciate the possibility of accessing new communities, though
solely when the sharing deal is successful. Yet, they mean that those communities do not exist
and that is a great barrier for private sharing. Other barriers to all sharing are the fear of
breakage during use, the desire to own, and the fear of being fooled. The empirical data present
the need of breaking norms to enable a transfer from linear to circular consumption and a will
to engage in circularity. The participants discussed that consumer’s attitudes are influenced by
their previous experiences, perhaps from their childhood.

5.4.2 The offer

The participants mentioned that it is more suitable to share products with familiars. If sharing
occurs with unfamiliars or through an agency it is important to have good communication and
return agreements. Further barriers in private sharing are the inconvenience of meeting people,
the fear of getting one’s product damaged, and the need of having proof of that the lender is
responsible. It is stated that trust is required in sharing, sharing could also create trust if it is
successful. Hygiene was not presented as a huge barrier from the empirical data, though it is
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important when it concerns textiles. On the other hand, they mean textiles can easily be cleaned.
The participants are willing to do minor fixes after purchasing pre-used products. They also
discuss that quality is often better for older products, assuming they are not mass-produced. For
online shopping, they want the ads to be accurate and fair.

Circular consumption favors both purchasers and providers financially. In private sharing, the
participants state that they get braver when they get compensation for renting their products.
Though, there are users that are not driven by money and would lend their products without
compensation. A motivator for engaging in service sharing is the possibility to access products
they can not afford to purchase. Despite this, the empirical data shows uncertainty of the
availability of the desired product at the requested time. Though, if the user does not understand
the online system the offer might be rejected. Once again, another barrier to private sharing is
to meet up with the lender or renter. The accessibility of second hand stores is an incentive for
buying pre-used products. However, the participants state that the accessibility can be negative
and contribute to over-consumption, even though it is pre-used products it is not beneficial in
the long run. The users also mentions they are driven by selling or giving their belongings to a
new owner to give the product a further life.

5.4.3 External influence

This is the least discussed theme from the user study. The participants bring up thoughts about
norms and the construction of the society, and that those have to change to enable engagement
in circular consumption. It is further stated that a certain mindset is necessary to be willing to
participate in circular consumption and that if that mindset is to avoid over-consumption the
users mean that marketing does not affect them. It is stated that the users’ social context will
affect their actions. A result mentioned by a smaller group of the participants was that people
act on other’s expectations and that that affects the involvement in circularity, for the better or
worse. At last, it is stated that changes in norms and mindsets probably will affect consumers to
generally act more sustainable.

5.4.4 Clearance

The most important barriers that are mentioned are sentimental value and future use. The
participants find it hard to get rid of products with sentimental connections and products with
potential future use. Other major barriers to clearing out products are the time required and
the disgrace of getting rid of gifts. Regarding owning much, the participants claimed that that
increases with the accessible storage space. Also, the majority agreed on owning much being
stressful and messy. When clearing out products through selling the participants encounter
barriers such as keeping contact with buyers, creating ads, and transportation, at the same time
they appreciate letting someone else happily use the product and foremost to earn money from
the affair. When using the clearance option of giving or donating the participants enjoy the
feeling of giving the product a further life and, again, making someone else happy.
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PROCESS OF COMPARISON

This chapter presents the process of the comparison
analysis between the literature review and the user
study. It contains the methodology of comparing
the two studies through specific found factors. All
three themes, the consumer, the offer, and external
influence, are compared in chapter 7 and concerns
the entire consumption process and what incentives
and barriers that exist. The comparison is based
on the similarities and differences between the
literature review and the user study, the incentives
and barriers from the literature review is presented
in 3.6, and from the user study in 5.4.
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6.1 Extracting specific factors

The comparison process included extracting the specific factors within the themes; the consumer,
the offer, and external influence from the conclusions of the literature review and the user study.
With the specific factors extracted it was possible to identify the similarities and differences
and to analyze the content of each study. Later, specific scenarios on how the studies describe
the consumption process were analyzed and compared. This generated an extensive written
comparison analysis for each of the themes; the consumer, the offer, and external influence.
The specific factors from the analysis are presented as tables within each theme and gives an
overview of the contributing factors within each topic and presents the analysis with a concise
approach. The comparison of the clearance topic was executed and presented in the same way
as the three earlier themes.

6.2 Analysis of the comparison

A conclusion with an interrelation analysis between the three themes; the consumer, the offer,
and external influence, motives for the varying answers, and conclusions are included in the
comparison. The interrelation enlighten how each of the three themes relates to each other. This
information will give greater comprehension of the three themes. Once again, the clearance
section is separate to structure the data and enable answering the research questions.
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7. COMPARISON

7.1 The consumer

The consumer includes factors that regard the user. Such as their characteristics, their attitudes
towards circular consumption, habits, fears, and self-esteem. The tables cover the factors with
largest impact on the circular consumption process within each area. To the right in the tables
it is marked whether the factor is described in the literature review (LR), user study (US), or

in both.

The literature describes that people are afraid of
breaking norms and losing belonging in different
contexts. This is not mentioned in the empirical
data, they rather argue for the need of breaking
norms to be able to transfer to circularity. The
empirical data present the need for communities
to make circular consumption successful, and a
will to involve in such communities. Generally,
users depend on norms and are affected by their
social context and what norms occur there.

There are few similarities in the comparison
between the second hand literature and the
empirical data. For second hand, the factor that
is mentioned by both is the suitability for Do It
Yourself-crafts. The most remarkable difference
is the perception of the environmental aspect, the
literature means that few choose the second hand
path due to the environmental impact. From the
user study, it was proven that the environmental
aspect is a driver for purchasing second hand
products. Further, the literature includes five
factors regarding second hand. Familiarity, trust,
social status, being trendy, and cool. In contrast,
the user data included factors such as feeling like
a better person, the history of the products, and
new relations were mentioned. Feeling cool and
trendy and feeling like a better person correlates
partly, but the empirical data rather presents it as
feeling like a better person for acting sustainably.

Regarding the factors that affect the consumer’s
perception of sharing both sources of information
agree on is the possibility to create new social
contacts and access new communities in private
sharing. The empirical data indicated this is only
possible if sharing is successful. The participants
agree and mention the lack of communities is the
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Table 7.1: Comparison the consumer.

THE CONSUMER

FACTOR us IR |
OVERALL |

Desire for upgrade X X

Demographics X X

Willing to break norms X

Desire to be a better person X

Desire to be cool & trendy

SHARING

Environmental concerns

Want to engage in new communities X
Questioinable trust in sharing X
Mistrust in service providers X

Trust in service providers

SECOND HAND

Environmental concerns X

DIY crafts X
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greatest barrier to private sharing. Further, they agree on the trust being questionable. The
literature indicates that consumers feel scattered regarding who carries the responsibility, both
that it feels safe to have the provider carry the responsibility and that there is mistrust to the
providers. The respondents from the user study are solely having questionable trust to the
providers.

The literature presents the environmental benefit as a driver for participating in collaborative
consumption and PSS. The participants from the user study did rather share products due to the
practical benefits. Both the literature and the empirical data present the fear of breakage during
use, when lending, and the desire to own, while the fear of being fooled is only mentioned in
the empirical data.

The empirical data mentions products are torn and replaced frequently in today’s society. The
participants claimed that consumption is an effect of peoples’ increased wealth and that people
get tired of their old products at an extreme speed. This topic is presented as the desire for
upgrade or the satisfaction from new assets in the literature. Lastly, the user data describes
the general perception of circular consumption and the consumers’ attitudes as dependent on
age and childhood. While the literature presents demographics as a factor in every path, which
makes this topic covered in both empirical data and literature.

Table 7.2: Comparison the offer. 7.2 The offer

The offer consists of factors regarding the

product included in the process of consumption
THE OFFER or the process itself. Factors as product
| FACTOR Us R | properties, insurance, q}lallty, ‘functlonahty,
and the financial perspective are included.
| OVERALL |
, For the product and services, there were
Quality X X

both similarities and differences between
Insurance X X the literature review and the user study. Both
mention quality and insurance. The literature
indicated the importance of insurance when
Access fo unaffordable assets X X people are using each other’s products. In the
interviews, a majority of the participants were
positive to share their product with anyone or
SECOND HAND someone they had a connection to. Insurance
was not mentioned in all of the cases but the
users explained their requirements of good
Hygiene X X communication, pleasant attitudes, and return
agreements. Following requirements creates
trust and ensures the owner of retrieval, which
agrees to the statement from the literature of
insurance while using other’s products. Some

Financial benefits X X

Suitability is decisive X X

Functional performance X X

Pre-used can have better quality X
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of them also mentioned that they only lent products to people they had a connection to. A
smaller group from the interviews were not positive towards private sharing, they wanted to
use products by themselves, they claimed good quality products will last longer if they are the
only ones to use them.

The focus groups result is similar to the interviews, the participants were mostly willing to
share their products with people whom they had a connection to. They did not want unknown
people to schedule meetings with them and they did not want their products to break. They
needed to feel that the lender was responsible, and that they would care for their product.

When it comes to quality, the studies have both similarities and differences. Quality varies for
second hand products. Barriers mentioned in the literature, such as hygiene and functional
performance, were not as problematic in the user study. The participants agreed that hygiene
is important for textile products, but at the same time they found that textiles are possible to
clean and refresh. The literature also mentions most people buy newly produced products due
to the guaranteed quality, insurances, warranty, and new condition of the products. There were
participants that agreed, they liked the comfort of purchasing new products and the delivery
system. However, some of the participants did not agree and claimed that older products
often have better quality compared to mass produced products in the current stores. If circular
consumption would become more regular in the future, the participants believed people would
take better care of products to maintain the quality. They also thought the new production
would decrease and companies would have to produce good quality and durable products.
Participants also mentioned that they wanted to be able to know about the product’s conditions
if they were to purchase it. Buying things online could be hard unless they were carefully
described and presented with good photos or videos.

The financial benefits were mentioned for all the paths in the literature. This was also one of
the most mentioned motivators for purchasing second hand products from the empirical data.
According to the participants, the financial benefits favor both the users and the sellers. Since,
the buyer can pay less for products and that sellers can earn money.

In the literature, the accessibility and variety of products in second hand shops were mentioned
as a motivator. It motivates people since it can give them access to otherwise unaffordable
products, the participants from the user study agreed. For linear consumption, the literature
mentioned that users thought it was beneficial with accessibility to different products and the
amount of supply. Purchasing in circular consumption can be more difficult since the supplies
can be limited. Though, sharing products enable people to use products they might not afford.
This was mentioned in both studies, but the participants also discussed eventual difficulties,
such as products being unavailable during the requested time. Private sharing could also be
difficult for people who do not want to contact others, the participants mention fear of not
retrieving their products and the fear of contact. Also, to disturb others while meeting up with
them and taking their time.
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7.3 External influence

External influence holds factors that affect the consumer externally. These factors are
accessibility, marketing, stimuli, social context, group acceptance, and peer pressure.

The literature presents the external influence

as choices that are dependent on social life and Table 7.3: Comparison external influence.
social status, together with creating new social
connections and the impact from marketing and
stimuli. This topic is not discussed as profoundly EXTERNAL INFLUENCE
as in the empiric study, it is mentioned that norms
and the construction of the society have to change.
People have to change their mindset and get used | OVERALL |
to not owning as much. It is also described that
most actions are based on people’s expectations
and the fear of being judged, this answers to Markefing X
the literature’s description of social status and
connections. Further, the empirical data present
that involvement in circular consumption might Others’ expectations X
result in more sustainable choices. Regarding
marketing and stimuli, the empirical data
explains how individuals can decide whether to
be receptive to marketing or not. They mentioned
that they experience marketing as possible to be
exposed to without being affected.

‘ FACTOR us LR ‘

Creates new social connections X X

Stimuli X

Social status X

7.4 The three themes in relation to clearance

Since the project found a literature gap regarding clearance it became a focus in the user study
and necessary to include in the comparison. Below follows a comparison of the data regarding
clearance, but still concerning the three themes since they affect the entire consumption process.

The consumer

Clearing out and getting rid of products comes with attitudes and emotions. The most frequent
barrier for clearance from the empirical data is that the consumers find it hard to get rid of
products with sentimental value and products with potential future use. The problem of clearing
products with sentimental value is stated in literature as well. Clearance of products can be a
reason for anxiety, stated in both literature and empirical data. The literature mentioned it as
post disposal anxiety while the respondents from the user study explained it as regret or anxiety
for impossible future use. The type of anxiety is similar but what differs is that the users with
post disposal anxiety, as the literature mentions, still clear out the products.
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The literature also describes the feeling of guilt
when discarding a product in good condition.
Further, the participants from the user study
mentioned barriers like lack of knowledge
regarding selling services and having to connect
and interact with people. It is mentioned in both
studies that there is a will to participate in new
systems and to get a new role when selling an
item. The major incentive, that also makes up
for the barriers in many cases, is the desire to
earn money by selling. This is mentioned as a
major motivator in the literature as well. To sell
or donate products gives pleasure by imagining
that someone else will access and appreciate the
product and that the product gets further life.

Most of the participants from the empirical
study did agree that owning many products
is stressful, difficult, irritating, and messy.
Though, some mentioned that it could feel
good and safe. Given that the majority believe
storing products is stressful this is interpreted
as an incentive for clearance. Negative effects
of possessing large number of products is not
described in the literature. Hence, it is stated in
the literature that discarding products is due to
habitual behavior which saves cognitive effort.
The empirical data does not cover much about
discarding products since the majority of the
participants did not mention discarding as a
clearance option.

The offer

Table 7.4: Comparison clearance.

CLEARANCE

FACTOR s R

INCENTIVES |
Social connection X X
Earn money from selling X X
Letting others happily access product X X
Overwhelming to own much X

BARRIERS

Sentimental value X
Potential future use X
Anxiety X
Guilt X
Lack of knowledge X
Interactions X
Habits X
Time & effort X
Transportation X
Much storing space X X

The empirical data present that the clearance can include demanding activities that require
time and effort. The data from the user study presents the effort in this context as having to
keep contact with a buyer, to transport the product to a second hand store, or accessing a car
to enable transportation of larger items. The channels and instructions for sales can be unclear
which makes the seller hesitate. Also, it can be difficult to create understandable advertisements
for sales. Further, it is stated that there are barriers as lack of knowledge for different systems.
The literature presents the offer as the formation and availability of the channels for selling and
the quality of the product or service. Also, that users are driven by the financial aspect in all
consumption paths, and if the product is not worth the payment the consumer might obtain it

with a higher risk of soon letting it get unused.
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External influence

The only identified factor that regards external influence within clearance is the motive for
storing products. It is the amount of storage space and is mentioned in both literature and
empirical data. The more storage space one has the more stuff will fill it and this will affect the
user to avoid clearance.

7.5 Conclusion

The three themes; the consumer, the offer, and external influence are dependent on, and influence
each other. External influence consist of factors affecting the consumer externally, these factors
could be the same factors contributing to the social context for the consumer. The offer and
the belonging aspects will affect the consumer and its attitudes towards different consumption
paths through previous experience of the product or service in the offer. And lastly, the offer
will be dependent and affected by external influences such as advertisement or social context,
which makes all of the themes connected.

The literature captures a more realistic view since a larger number of users has participated in
the research. Many of the participants from the user study are environmentally engaged. This
resulted in a thorough understanding of the engaged individuals compared to what is presented
in the literature. To compare the two studies, the literature review is more of an overview with
a wider range of involved people and the user study is more thorough but with a narrower target
group. The precision in the empirical data covers more specific factors that affect the users in
certain situations.

The comparison analysis includes empirical data that complements the acknowledged literature
gap regarding clearance. Circular clearance is essential to enable circularity and with the
knowledge of the existing gap and a large amount of complementary empirical data, the project
proceeded with a clearance focus. Few factors from the three other themes; the consumer,
the offer, and external influence, were excluded since the entire process of consumption is
important for successful circular consumption.

Gaining knowledge about the differences and similarities between the literature review and the

user study enabled the project duo to continue the project and is the foundation of the result in
chapter 9.
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METHOD & PROCESS OF FINAL DELIVERY

Part 1 and 2 from the project indicated that the
empirical data complements the acknowledged
literature gap of clearance. Therefore, the rest of the
project will have a deeper focus on clearance. Also
to create a tool that aids the designer to develop
circular products adapted for clearance. Chapter 8
& 9 explains how the result from the previous parts
of the project has been used to determine the most
affecting areas while designing circular products
and services. The following chapter includes the
methodology and the process of developing the
models and tools. The purpose is to use the result
and develop a tool. Which aims to ease the process
of designing circular products and services.
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8. METHOD & PROCESS OF FINAL DELIVERY

8.1 Brainstormning & -writing

Brainstorming is an ideation activity for groups where it is important for everyone to
participate in discussions. It is also beneficial if the participants possess different knowledge
and experiences. The method creates ideas which can be furter developed later on (Osterlin,
2016). Brainwriting is similar to brainstorming, the difference is that brainwriting is performed
individually in silence. This method is beneficial to not be limited from the other participants
(Osterlin, 2016).

The insights from the previous parts implied that circular consumer characteristics and the
available clearance options affect clearance. To investigate if more factors affect the clearance
decision another brainstorming was performed and the result is presented below. The process
began with brainstorming and brainwriting of what is included in the clearance process, with
the gained knowledge from both the literature review and empirical data. This was needed in
order to create an understanding of what affects clearance and to convert it to a support for a
designer. It resulted in seven steps that a user goes through; ambition, evaluation, processing,
clearance option, change of option, clearance, and keep. These were also inspired by the
consumption model from the literature review. Later, new brainstorming sessions were held
with the previous insights and the focus ended up on the keep step in the process. This step
seemed to be the hardest to interpret since it covered a variety of underlying motives. This was
the foundation of creating a journey or process for the product as well as for the user.

The literature review and the user study indicated that products the user highly value is kept.
In the user study the products with sentimental value was often kept. The importance of value
supported new brainstorming sessions to discover what states a product can be present in during
its life. This resulted in eight states in a hierarchical order from use to no use. When ideating
about the product states the product duo focused on what would trigger the transfers between
the states. The empirical data was researched to focus on what actions the users performed
regarding product care and product lifetime. Several activities, both from the empirical data
and the brainstorming activity, were listed, which concerns the activities that could trigger the
transfers. The product states and activities will also affect the clearance process, together with
the circular consumer characteristics, the clearance options, and the clearance process. When
the product states and activities were added to what affects clearance the project duo realized
that the clearance process was redundant and did not contribute to understanding what affects
clearance. At this point, it was obvious that the product states, the activities, circular consumer
characteristics, and the clearance options affected how consumers clear products.

These four areas are also affected by each other, to find the correlation between the areas the
project duo performed another brainstorming session. The result indicated that they will affect
clearance in the following order; circular consumer characteristics, activities, product states,
and clearance options in a combination of the same hierarchical order. This insight was based
on the participants from the user study. Lastly, brainwriting was performed to visualize the
hierarchy of the four affecting areas.
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8.2 Persona & scenario

A persona with an accompanying scenario is created to represent different types of users within
the target group (Johannesson et al., 2013). The purpose of a persona and scenario is to visualize
possible users and their context and situation. It also helps to estimate goals, needs, wishes,
possibilities, and limitations. Personas were used to define and portrait the characteristics of the
user study result. Four groups of characteristics were developed in order to create profiles that
would ease the process of understanding the users. A total of four characteristics was created to
illustrate different attitudes, behaviors, and prerequisites in circular consumption.

8.3 Conceptualization

This is a process that includes creating concise definitions for the solution. When searching for
the solution to the identified problem, the focus needs to be remained on solving the problem
and having a creative mind. In that case, the abstract state can transfer to a concrete state
with a product that solves the problem (Egiri & Wuritka, 2016). After ideation, there were
several functions and requirements defined and these were gathered in mind maps regarding the
concerned subject. The conceptualization phase ran several iterations to both visualization and
evaluation and testing. The final concept with content and visuals are presented in chapter 9.

8.4 Visualization

Tableau (n.d.) describe visualization as the creation of something that grabs interest and keeps
our eyes on the message. Humans are drawn to and can easily differ colors and patterns. The
visualization phase is in correlation with conceptualization and evaluation & testing through
iterations. Each version of the concept was prepared for evaluation. Later, the visual material,
and the content, was improved with the evaluation feedback. Each concept was evaluated four
times and improved after each session.

8.5 Evaluation & testing

Evaluating existing solutions is important to define areas of improvement and the value of
the solution. It enables a prediction of the best functions, performance, and determining what
should be eliminated. However, there can be difficulties regarding the definition of value,
functions, and given information, during evaluation. The insights from the evaluation can be
taken into consideration in further development and improvement (Johannesson et al., 2013,
p. 179). The evaluation with the conceptual toolkit aimed to test the applicability and to see if
the received information is valuable. It was divided into four steps where the first part was an
internal evaluation conducted by the project duo and the supervisors, with four different cases.
After the first two evaluations, the toolkit was improved according to the feedback and insights
from working with the cases. The second part involved four industrial design engineering
master’s students, they tested the same cases as the project duo, which enabled the results to
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be compared. The final part of the evaluation was another one performed by the project duo.
A deeper test was performed more carefully and thoroughly where the aim was to study the
content and the outcome.

Internal evaluation

The project duo evaluated the toolkit to get an overall impression. The language was checked
and the visual material was improved. This evaluation was done with two cases, a stand mixer
from KitchenAid and a sofa from IKEA. The supervisors evaluated the toolkit with two other
cases. Their input regarded the general purpose and output of each tool. Also, whether the
toolkit should be steering or rather guide the user.

External evaluation

In the external evaluation, four well experienced industrial design engineering master’s students
participated in pairs of two. Before they started the evaluation, they received information about
the project and the cases. This evaluation aimed to test the toolkit, both the structure, time
consumption, and the relevancy of the content. They were not given instructions on how to use
the toolkit in order to test the usability.

Final evaluation
Finally, one last evaluation was performed by the project duo. The feedback from the external

evaluations was implemented, then a new case involving a mountain bike was performed by
the project duo.
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The literature review presented a knowledge gap
regarding clearance, which became a focus in the
user study. The comparison analysis indicated that
the gap was complemented with the empirical
data. Both studies were compared through the
themes; the consumer, the offer, external influence,
and clearance. As one of the focus areas was to
communicate valuable information to a designer or
other agent, the gathered information was concluded
in a model and a toolkit. With the gathered
knowledge from both the literature review and
the user study, the project duo investigated which
areas the clearance process involves. All the data
were analyzed through the themes; the consumer,
the offer, external influence, and clearance but
these themes held too much information to support
designers or other agents in circularity. The themes
were narrowed to highlight how users make choices
in the process towards clearance. At this point, it was
determined that new areas had to be presented. The
new areas indicate what is possible to affect when it
comes to designing for clearance.

Chapter 9 presents the final results, it is introduced
with an overview model, which presents what affect
clearance. The model indicates the most important
areas to work with while designing for clearance.
The areas of the overview model have been taken
into consideration while developing a tool that aims
to aid designers and other agents while developing
circular products and services.
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9. RESULT OF FINAL DELIVERY

9.1 Overview model; effect on clearance

This project aimed to support the development of circular solutions. The themes presented
in the project were the foundation of ideating the four areas affecting clearance. Based on the
findings, it was determined that a model was required to create a comprehension of the different
affecting areas of clearance. The new areas are; circular consumer characteristics, activities,
product states, and clearance options, which together created the overview model, presented

in figure 9.1.

subconscioys

subconscioyg

clearance
option

activities product states

circular consumer
charcteristics

clearance

Conscious

Conscious

Figure 9.1: Overview model - order on areas

affecting each other and clearance.

What the areas represents in the model:

Circular consumer characteristics: Presents different traits, knowledge, attitudes,
and prerequisites to circular consumption.

Activities: Conscious actions where the user is aware of what is taking place.

Product states: Product states present how valuable the product is to the user and how
far away it is from getting cleared out.

Clearance options: Represents what options the user has while clearing products.
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9. RESULT OF FINAL DELIVERY

The overview model is explained through the following scenario.

Annie, who was described earlier, obtained a jacket in the previous
scenario and now it is time for her to go through her stuff. Annie
has characteristic traits from both yellow and green, which means
that sometimes she encounters obstacles and her products do not
get circulated. But this time she made up her mind to go through
her closet and sell some of her clothes. She looked inside her closet
and noticed she had a lot of jackets. She decided to go through all
of them to determine which ones she needs and not needs. She
validates all of her jackets and decides to clear two of them. She
notices one of them is missing a button and decides to improve the
jacket by adding a new button. Annie is actively making choices
and activities, she is the one deciding what to do and these choices
are all conscious and influenced by her characteristics.

Going through these activities made the products transfer in
states. The first jacket was a jacket she only used part time. This
jacket went from in use: low value to no use: to be cleared out. The
second jacked has not been used for a long time, it had been stored
as a backup in no use, but when Annie discovered it being broken
the jacked transferred to no use: to be fixed. When the jacket had
been fixed, it transferred once again to the state to be cleared out.
She made the choice to improve her jacket in the activity area
and does not reflect on the product state transfers since these
occur subconsciously. When the products have ended up in to be
cleared out it is time for Annie to decide which clearance option
she is going to make. Since her characteristics were yellow and
green and she initiated the clearance process intending to sell her
products, she chose to sell the jackets through an online service.
Eventually, she gets contacted by a buyer and ships them to the
new owner and in this way, they have been cleared out.
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All four areas affect clearance in a hierarchical and chronological order. The hierarchy and
chronology follow the same order, from left to right in figure 9.1. The areas each has a dot
which guides them through the other areas and finishes in clearance. The hierarchy presents
that one area affects the following ones towards clearance and the chronology indicates in what
order the areas have an impact towards clearance. It was further discovered that the four areas
vary in consciousness. Activities and clearance options have higher consciousness and those
are actions determined by the user, while circular consumer characteristics and product states
occur subconsciously and are harder to affect.

The overview model contributes to an understanding of how users clear out products. The model
is a typical process for clearing a product, but not a definitive one. Clearance can be affected
by other factors as well, such as a product breaking or a request from an interested buyer.
These scenarios will not occur in the same process as the overview model presents. However,
both of the scenarios will be affected by the user and its characteristics. The overview model
presents four areas that affects clearance. All of the areas are depending on the consumers’
choices, which is why they have been involved in the overview model. The designer needs
to understand the consumer and how to affect their choice through learning about the areas.
Therefor, understanding how the areas affect the journey towards clearance will support a
designer to design for circular consumption. This is important since circulation can not be
successful without circular clearance.

The overview model is further important since it presents which area is the highest affecting
ones through the hierarchy. Additionally, the model presents the consciousness of each area
which creates a greater understanding of the user and its clearance process. The four areas do
not solely teach the reader about the user’s perspective on circular clearance but guided the
development of the tool that supports designers and other agents to develop circular solutions.
Sections 9.1.1 - 9.1.4 presents information regarding each of the areas. Followed by two models
presenting combined areas structured with empirical data. The first combination regards circular
consumer characteristics together with clearance options. The second one regards activities
combined with product states. The models have the same purpose as the overview model, to
teach the reader about specific data and to ease the development of the toolkit.

9.1.1 Circular consumer characteristics

The first part of the overview model is the circular consumer characteristics. These are
characteristics traits individuals can possess. Although one individual can have traits from
more than one characteristic, depending on the product and situation. The area is the highest
affecting area and consists of four different characteristics; green, yellow, orange, and red.
They are a scale from being very involved in sustainability and circularity (green) to not being
involved at all (red), though with other including factors that affect the ability to be engaged in
circularity.
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The circular consumer characteristics will affect the three other areas; activities, product state,
and clearance options. It was determined from the literature review and the user study that the
user’s circular consumption traits have the greatest impact on how the user acts, and affects all
other areas when it comes to clearance. The most profound evidence on the circular consumer
characteristics affection was established in the empirical data. This was due to the character
categorization of every participant which enabled comparison of individual answers and a more
thorough analysis of the user study.

The characteristics were created to present different traits, knowledge, attitudes, and prerequisites
to circular consumption. The included factors were presented in both the literature review and
the user study. Hence, both demographics and economy were additional factors that the literature
review presented as important in circular consumption. When the analysis of the user study was
complete those factors could be excluded. This was because the empirical data indicated that
attitudes and knowledge conquer demographics and economy on many occasions in circular
decisions. In conclusion, the gathered data from both studies determined what factors should
be included in the circular consumer characteristics. The characteristics do not represent four
types of consumers but different traits consumers can have in various situations with products.
Meaning one individual can assimilate characteristics from all four groups depending on the
situation and product.

Red

The red characters are not interested in circularity. They would rather purchase newly produced
products and dispose of them after use. They do not like the idea of people using their stuff. The
red will not fix broken products, since they have no interest in repairments. What hinders them
in circular consumption are time and the convenience of buying newly produced products, their
attitude, and their habitual consumption behavior. They most likely have access to cars which
means transportation and distances are not a barrier. Also, the red is driven by the excitement
of obtaining new products. The red consumers are generally early adopters and put prestige
in owning the newest products. This group needs to be pushed into doing circular acts, which
could be done by convincing them with solutions suited for their personality and characteristics.

Orange

Orange characters often feel exhausted while engaging in circularity and their major barrier is
motivation. Common for both red and orange is that they need a spark for circulating products.
This character is not money-driven but a smaller compensation or other promotion could spark
their motivation. The orange is easier affected by peer pressure compared to the red. So there is
a possibility of influencing the orange into acting more circular.

Yellow
The yellow characters act circular but still encounter obstacles. These obstacles could be

transportation problems or lack of knowledge. The yellow is money-driven and would choose
to sell their old products as the first option of clearance. Though, they appreciate the help from
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a middle-man. The yellow could conquer obstacles of the clearance process if they know the
intention of the product’s life.

Green

The green characters are driven and engaged in circular consumption. They only need to
be enlightened about opportunities. The green puts a lot of its time into creating circular
opportunities and sees it as a lifestyle. These characters like to see their product get a further
life, which makes them inspired to know when a new buyer has got a hold of their product.
Green consumers are not money-driven and value life with fewer products. A green user likes
social contact and contexts where new bonds could be created.

9.1.2 Activity

The second part of the overview model regards activities. The activities are conscious actions the
user makes that affects the state of the product. The four activities the consumer can go through
are to obtain, replace, validate, and improve. They were established from the empirical data
and originates from the explanations the participants provided. Those explanations regarded
their typical activities for product care and thoughts regarding product lifetime.

Obtain

Obtain is an activity that generally presents what happens with products that are obtained. It
also indicates what scenarios a new product can go through in a new home.

Replace

Replace is a common activity, it represents when older products are replaced with new
versions. Consumers can be tempted by new technology or be inspired to try something new.
In these cases, the replaced product will most likely downgrade in state if the newer product is
considered better.

Validate

To validate is to determine what belongings should be kept. This can be done by; clearing
out products, going through storage, and validating the existing products. This contributes to
knowledge of what one owns and helps the user to start using the exiting products or clearing
them out. It is possible for products to physically downgrade but it is not until the user validates
the product and gets aware of the physical condition it might decrease in state.
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The improve activity has the purpose of improving and making exiting products upgrade in
state. It could be to upgrade, repair, or reconfigure the product. Generally, obtain and replace
decreases the value of other products. While validating and improving can make a product

more valuable.

9.1.3 Product states

Product states is the third part of the overview
model and consist of seven categories. The
states present how valuable the product is to the
user and how far away it is from getting cleared
out. The area product states was established
early in the project when the majority of the
reviewed literature explained value as a major
factor for circular consumption. Value in the
literature was presented during the entire
consumption process and was explained with
several factors, such as financial benefit,
decreased value over time, and desire for
newness. Additionally, the empirical data
presented insights about storage space. It
was explained that users do not entirely have
control over storage areas and the high risk
of forgetting what is kept in the storage. The
insights from the literature and the empirical
data were the foundation for the area of
product states.

The seven states are; high value, average value,
low value, to be fixed, forgotten, back-up, and
to be cleared out. They are divided in groups of
in use, no use and clearance, all states and the
three groups are presented in figure 9.2. The
project duo acknowledged that the transitions
between the states will be affected by the two
earlier areas; circular consumer characteristics
and activities. According to the empirical data
the change of state will depend on how the user
act based on their characteristics. The product
states will also be affected by activities since
one or more activities has to occur before
a product can change state. The change in
product state will eventually have an impact
on the clearance options.

in use

no use

clearance

HIGH VALUE

The most important products, the value
will depend on the product, situation and
consumer. The consumer is far from getting

rid of or stop using these products.

AVERAGE VALUE

The products averagely valued are not very
important but unlikely to get replaced. The
consumer values them and still considers

them to be important.

LOW VALUE
This product state is the closest to no
use. Products in this state could be used

frequently but are easily replaced.

TO BE FIXED

Following products have been stored to be
upgraded or repaired. These products can
stay in storage for a long time or be fixed

straight after damage.

FORGOTTEN

Some products being stored or used
less frequently and therefore forgotten.
Memories can be triggered when finding

these forgotten products.

BACK-UP
After a product has been replaced, it could
be stored as a back-up, in case of damage

to the currently used product.

TO BE CLEARED OUT

The products in this state will be cleared out.

Figure 9.2: The seven product states.
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9.1.4 Clearance options

The final part of the overview model is clearance options. Which represents what options
the user have while clearing products. As mentioned in the literature review, there are twelve
clearance options for owned products and products from services. The options are divided based
on permanent or temporary clearance. The project duo decided, based on the complementary
knowledge from the user study, to include the three most common options, these are all within
the permanent disposal of owned products. They were the most relevant to include to enable
deeper understanding and were supported by large number of empirical data. The three options
are; throw it, from now on called discard, sell it, and give it.

The included clearance options:

Discard: A clearance option that is considered
to be habitual and the less demanding one. A
non-circular clearance option.

Sell: A motivating activity due to the financial
benefits. The buyer can also purchase for a
lower price, selling favors both seller and
buyer.

Give: Consumers who do not find the time for
selling products can choose to give or donate
products instead. These options contribute
to circular consumption if the usage are
continuing.

9.2 Combination models

In order to understand the overview model and its four areas, two separate models were created.
They aim to understand the incentives and barriers that users experience with clearance. Each
of the models represents two of the areas, and they are from now on referred to as combination
models. They are structured with empirical data and scenarios created out of them. These
present real-life experiences and attitudes. The two combination models aided the development
of the final delivery, the toolkit provided to designers and other agents. Besides supporting the
toolkit development, the combination models aimed to bring trustworthiness to the overview
model. Additionally, to create an understanding of the consequences of the users’ actions.
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The first ombination model contains circular consumer characteristics and clearance
options. In this case, the area of circular consumer characteristics is subconscious and the
area of clearance options is conscious. This combination presents the reasons or motivations
for choosing a certain clearance option and were categorized within the circular consumer
characteristics by the project duo, based on the impression of the participants. The second
combination model is the combination of product states and activities where the area of product
states is subconscious and the activities are conscious. These scenarios were created from
the participants’ stories and reflections regarding their products and what they typically do to
establish that a product will be cleared out.

9.2.1 Circular consumer characteristics & clearance options

To combine circular consumer characteristics and clearance options shows the importance of
the users in the clearance process. The user can determine whether the products get circulated
or not. All users will use the clearance options in different ways, and therefore it is important to
consider their characteristics traits. This combination model includes information from the user
study, it presents the incentives and barriers the different users encounter with the clearance
options, see figure 9.3. The model is structured with relevance of what is most important to
consider within each of the options, the factors closest to the middle are the most important
ones.

9.2.2 Product states & activities

Combining the product states with activities visualizes possible scenarios of how products
can transfer between the states as a result of performed activities. This contributes to an
understanding of the overview model and how the transfers between the product states can only
occur in combination with activities, which in turn are dependent on the circular consumer
characteristics. The other combination model resulted in four different diagrams, they are
presented in figure 9.4. Each diagram represents one activity and presents three possible
scenarios each.
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Figure 9.3: Different user group’s typical barriers

and incentives for three clearance options.
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Examples of how obtainment influence product states

Time

Examples of how validation

Time

When a product is obtained it could be considered high value
for a time and later the need or the product could change to
be undesired and therefore cleared out.

The obtained product enters as average value and later
becomes back-up without any other activity occurring. This
could depend on a change in need or product.

A product can be obtained in low value and let it stay in
the same state during its entire life.

influence product states

Re-discovering a product that is present in low value and
realizing the need is to transfer it up to high value.

Finding a forgotten product in storage space and starting to
use it again. It could transfer up to any in use-state.

Regretting the decision of clearing an item out. Could be one
user that has a “discard pile” and goes through it once more
and gets second thoughts.

Examples of how replacement influence product states

Time

The replaced product can transfer from the in use-states to
either to be fixed, back-up, or to be cleared out.

Examples of how improvment influence product states

Time

An averagely valued product can be considered highly
valued after it has been upgraded.

A broken product in to be fixed can transfer up to average
value after reparation.

Improving a product through reconfiguration can bring the
product from the back-up state to the in use-states.

Figure 9.4: Typical examples of how products can transfer

between states as a result of performed activities.
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9.3 The toolkit Circulate it!

The overview model presented four areas; circular consumer characteristics, activities,
product state, and clearance options. These are all important to consider when developing
circular products or services. To ease the design process a toolkit called Circulate it! was
created, it focused on circular consumer characteristics and product states since they occur
subconsciously and are hard to affect and predict. Circulate it! will create an understanding
regarding the customer group and the product and its lifetime. The purpose of the tools is
for a designer to understand what potential obstacles the user and product can encounter in
circulation. Also, to gain the knowledge required to overcome those obstacles and to guide the
development of new circular solutions.

Circulate it! includes three tools, tool 1 - defining circular consumer characteristics, tool 2 -
discover product states, and tool 3 - prevent & restore products from getting unused. Tool 1
and 2 are folders that should be filled in and create discussions. Tool 3, consists of 27 ideation
cards that support the ideation of solving the discovered obstacles from the previous tools.
The toolkit is additionally provided with an instruction sheet. The sheet provides the user with
starting questions, information, instructions, and room for insight notes.

9.3.1 Instructions & guide to toolkit

The toolkit is provided with an information and guidance sheet beyond the three parts of the
toolkit. The three tools are explained, and space is provided for documentations of thoughts
and insights. This sheet also includes six initial questions to start the exercise. These regard
the business, product, and target group. Besides instructions and guidance, it also provides
information regarding the toolkit content, estimated time, and purpose for each tool. Further,
the toolkit user gets information about the toolkit’s relation to user studies. It is possible to use
with or without gathered empirical data, either to explore the target group or as a complement
to it. The need for the instruction guide was noticed during the evaluation of the three tools.
The master’s students mentioned they wanted clearer instructions and something to guide them
through the tools. The purpose of each tools was also requested. Finally, they mentioned they
wanted the required time for each of the tools to be presented to them in the beginning. The
project duo also evaluated all of the tools and desired a summarizing conclusion to enable the
user to move on with the newly received information. This was added in the introduction sheet.
All input from the evaluations was implemented in both the instruction sheet and the tools.

If the toolkit user has gathered information regarding the target group before they start working
with the toolkit, they can answer the questions easier and be more precise. Hence, if there
1s no assurance regarding the target users’ mindset and relation to circulation the toolkit can
acknowledge that empirical data is desirable. The information and guidance sheet further
structure the toolkit and give the user a clear perspective on the content, the procedure, and
expected outcomes, all of the pages are visible in appendix D.1.1. The toolkit user is supposed
to return to the instruction and guidance sheet between each of the tools. To document the
insights and read the instructions for the next tool.
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CIRCULATE IT! TOOL 1 TOOL 2
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GUIDE & INSTRUCTIONS

— INSIGHTS —————

INSIGHTS

Figure 9.5: Introducing sheet of Circulate ifl.

Includes purpose, instructions, and guidance.

9.3.2 Tool 1 - Defining circular consumer characteristics

The first tool is a folder that aims to define a possible spread of characteristics traits within the
target group, illustrated in figure 9.6, see the full description of the tool in appendix D.1.2 . The
empirical data indicated that the users’ characteristics traits do highly affect decisions in the
consumption process. This made the project duo realize that knowing the users and their traits
will affect how suitable the developed product or service is for the user. There are also questions
included in this tool, which aim to start discussions regarding the target user and circulation.

The folder involves six pages, the first fold, see figure 9.7, presents 17 questions and room to
answer each of them. The questions will give an approximation of the spread in the target group.
Knowing what attitudes the target group possesses can guide the development of products or
services suitable for the target group. These pages also include instructions on how to carry on
with the answers. The next spread reveals the answers to the questions, figure 9.8. When the
answers are controlled the result should be plotted in the spider chart on page four. This gives
the toolkit user the approximation of which characteristics color is most present in the target
group. When opening page three as in figure 9.9, page five presents and gives information how
to approach each color group. The information will give the toolkit user the possibility to learn
about the group/s of color most represented in their target group and how to approach them.
Also, the possibility to read about the other groups to figure out what differentiates them and
to learn about other groups not represented. The characteristics described are the same once
presented in chapter 9.1.1. Page six, see figure 9.9, includes a discussion part regarding circular
design and will support discussion regarding the offer concerning the user and circulation.
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9. RESULT OF FINAL DELIVERY

Lastly, at the bottom of page six, the toolkit user is allowed to interpret how the users would
value quality, function, price, and brand as a first, second, or third user and whether they relate
or not.

Figure 9.6: Tool 1 of Circulate itl.

Figure 9.7: The 17 questions that the toolkit user
will answer to get an estimation of the target

group’s characteristics.
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Figure 9.8: How to verify the answers

and get the approximated result.
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Figure 9.9: The inside of the folder presents information and how to approach

each characteristics color. Together with discussion material.

69



9. RESULT OF FINAL DELIVERY

9.4.3 Tool 2 - Discover product states

The second part of the toolkit aims for the designer to discover and learn about product states,
illustrated in figure 9.10. The empirical data presented that participants subconsciously valued
products into several categories that determined how much the product is used or desired
to be kept. They also explained why products get circulated or not, the motives varied but
could depend on products being forgotten, low valued products that still are considered to be
suitable for potential future use, or damaged products and in need of reparation. The motives
for not circulating products prove that products has a journey towards clearance just as the
user’s attitude to circulation determine the outcome. Tool 2 includes a description of the seven
product states, a mapping of potential scenarios for the product, and questions and statements
that support discussion. The purpose of the toolkit is to learn about the existing states. It also
provides information on how to affect transfers between product states. Both tool 1 and tool
2 were part of the evaluation, performing the tools, and answering their questions enabled a
holistic perspective which contributed to final changes in visualization, grammar, and structure.
The supervisors also commented on tool 2 where they were confused about the product’s states
definitions of use, which was changed and focused more on value.

This folder consists of seven pages, all of them is presented in appendix D.1.3, it begins with
a presentation of the product states to give the toolkit user an overview. The product states
are; high value, average value, low value, to be fixed, forgotten, back-up, and to be cleared
out, which were presented in chapter 9.1.3. Then, page three, visible on figure 9.11, allows the
toolkit user to mark their vision regarding the states in one table and a more lifelike point of
view in the second. This will contribute to the understanding of what the product will encounter.
Also, it will enable a comparison of the two cases. On page 4, figure 9.11, several scenarios
for the product over time can be graphed. This will create in-depth thoughts concerning the
researched product and favor the toolkit user’s creativity. Both activities on pages three and
four are provided with examples to guide the toolkit user. Then both pages three and four are
opened and exposed to the inside of the folder, figure 9.12. Page five gives instructions on how
to continue and finish the exercise. Page six includes questions and statements for each of the
seven product states and aims to create discussion regarding the certain product and the states.
Space for notes is included to ensure that important insights from the discussion are gathered.
Lastly, questions are provided regarding the product life cycle and older versions which will
encourage discussions.
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Figure 9.10: Tool 2 of Circulate itl.

Figure 9.11: Allows the user to explore the life

of the investigated product.
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Figure 9.12: Discussion material regarding all

seven product states and the product’s life.

9.4.4 Tool 3 - Ideation cards - Prevent & Restore

The third and last part of the toolkit aims to support ideation sessions regarding the discovered
findings from the earlier tools. Tool 3 is structured with 27 cards divided into two categories:
restore and prevent, they are visible in appendix C.1.4. Evaluating the cards contributed to
new insights and more information was added on them. The master’s students found the cards
were intuitive and enabled them to think creativity. The restore cards’ purpose is to guide
the designer to create products that can easily be transferred from no use to in use states. For
instance, through acknowledge forgotten products. Or through easing the circular transition
between users and thereby promoting usage for a new user. The prevent cards will guide the
designer to create products that prevent them from getting unused and consist of basic prevent
cards and “design for” strategies. Examples of preventing cards are how to prevent seldom
used products or complex and counterintuitive products from getting unused. The “design for”
cards includes strategies that extend or eases usage. The insights from tool 1 and 2 will ease
the process for the designer to chose cards. A list of all the cards is available in the instruction
and guide sheet and the user can select relevant cards to work with based on the short titles and
descriptions in the list.

Each card’s front page includes a question that can create discussions and ideation regarding
the product in combination with the problem stated on the card. The issue on each card should
be relevant to the toolkit user since starting tool 3 includes the selection of suitable cards. On
the back of each card, there are ideas and inspiration that can support the discussion. These can
also give additional ideas when the discussions diminish. Each card further includes a given
product case, which enables the cards to be used as educational material if the toolkit user does
not develop a specific product or business idea.
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Figure 9.13: Introducing cards to tool 3. The grey card explains the
tool, the orange card explains the purpose to restore cards, and the

purple explains the purpose of the prevent cards.

DESIGN FOR
MULTIPLE CYCLES

Figure 9.14: Three examples from the
two categories prevent and restore.
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DISCUSSION

The discussion is divided into the three parts of
the project; literature review, user study, and final
delivery, and finishing with the evaluation of the
toolkit.
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10.1 Literature review

The literature review involved 47 papers and project reports, they were selected by reading
their abstracts and titles. The literature review was executed in three steps, each with a different
focus. The steps in the review gave the project duo knowledge of what to complementary search
for. The searches were done with variations in keywords and with different search engines
together with adequate literature provided by the supervisors. To identify the knowledge gap
in the literature, the articles were studied once more to prevent missing out on information.
Reading the articles thoroughly and complementing the review with papers three times makes
the literature review thorough. Although, the processing of the data is worth discussing. The
literature review was executed by creating a consumption process, five consumption paths, and
aspects to sort the data. The data from the review was then divided into the right path and aspect.
This way of analyzing and processing the data is one way of doing it and if another methodology
would have been used the outcome might have been different. Also, if another researcher would
have executed the same process the result might have been presented differently. Even though
the literature review was conducted thoroughly and was well calculated and time invested.

The reason for analyzing the data within a consumption process, paths, and aspects was to give
the review further dimensions and not missing essential findings. Also, to ease the comparison
between the literature and the empirical data. Although, analyzing the data in this many steps
increase the risk of information getting lost while transferring it between the analyzing phases.
But then again, the information had to be summarized into the final themes, though it could
have been variations in themes if other researchers had performed the study.

10.2 User study

Conducting the user study with 100 participants from the entire nation brings validity to the
result. Although only involving participants from one nation resulted in differences between the
two studies, since the literature contained international articles. All of the participants lived in
Sweden, where many people are wealthy. If a user is not in the need of the financial benefit they
receive through selling, they will not be as motivated to sell their pre-used products. Multiple
users from the study mentioned they would rather give away products and giving someone else
the joy of owning them, and that the payment was not as important, which might be one of the
reasons why the financial aspect differed between the two studies.

The participants from the user study shared multiple characteristics, the majority was female,
in the age between 20 and 45, and had a great interest in sustainability and circularity. This also
affected the outcome since the participants were circularly biased. To give the study further
dimension the project duo collected a handful of new participants, most males that were known
as non-circular consumers. This gave important insights into their perspective but could not
compete with the number of circular participants. Consequently, the result presents higher
validity regarding the incentives and barriers from the consumers that are already familiar with
circular consumption.
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Performing a diary study with 60 of the participants was an effective way of collecting data.
The diary study allowed the participants to keep track of their consumption behaviors. The
study lasted four weeks during Christmas time. These weeks present unusual consumption
since Christmas makes people consume more than they usually do. It would have been a better
choice to have other weeks for tracking consumption. However, performing the study during
Christmas, enabled the participants to reflect on potential over-consumption. Also, some
participants have spare time during the holiday, which enable them to prioritize cleaning and
clearing out storage spaces. Getting the participants to reflect regarding clearance was more
important for the project and compared to getting correct consumption tracking.

Interviews were held with the remaining 40 and gave the possibility to collect indepth answers.
The interviews were limited to 40 minutes each and could have been longer based on the interest
from the participants. Performing all interviews online, enabled more people to participate in
the study. It also enabled a spread across the nation, which makes the result more reliable.

Four focus groups were conducted with a total of 18 participants. All 18 were participants
from the diary study, which gave them an introduction to the topics. Since all parts of the
user study were carried out remotely, some technical problems were encountered. However,
the participants were comprehensive and patient, every meeting was overall successful since
they gave the project valuable information. After gathering the empirical data it was processed
through affinity diagrams, qualitative notations, and discussions within the project duo and
with the supervisors of the project. The result would have been different if other methods
were used, but the ones performed were selected due to their flexibility and the possibility of
collecting a large amount of data. The amount of data is nevertheless dependent on the response
the study got when reaching out to participants. It was beyond expectations to involve 100
participants, the result would not have been as thorough without a large number of participants.
The thoroughness the 100 participants contributed to was the endless stories regarding their
experiences with circular consumption, it contributed to specific scenarios they had been
involved in and created great understanding. Though, the 100 participants had similar incentives
and barriers in general towards circular consumption, and all of them was not necessary to
understand those. It would have been beneficial if the variety of the participant was larger.

10.3 Final delivery

To narrow the scope to clearance and enlighten the toolkit user about the journey towards
clearance is important since circulation is not possible if clearance is noncircular. To enable
circulation both the obtainment phase and the clearance phase have to match to close the
circle. To ensure high usability the toolkit and the overview model were iterated several times.
The project duo discussed which parts that were important to communicate and which were
redundant.

Overview model

The overview model was iterated to make it as intuitive as possible. It includes the elements;
the four affecting areas, the hierarchy, and the consciousness scale. The process of creating the
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illustration of the overview model included one major issue of how to illustrate the hierarchy.
The project duo was determined to include it and it was solved with connections between the
areas, which represent from what point each area follows the journey towards clearance. The
final presentation of the overview model might be difficult to interpret without the associated
text. Although, it presents the four affecting areas in a concise way, which was considered to be
most important part of the model.

Toolkit

The toolkit was iterated with both internal and external evaluation. The evaluations were
performed by the project duo, the two supervisors, and four students. It would have been
relevant to evaluate the toolkit further with additional researchers and students. If the project
had continued with evaluations involving potential toolkit users, such as designers or other
agents from various branches and corporations, it would have improved the results and proven
the validity. It would have given valuable insights into what the toolkit can contribute with and
what adjustments might be required. As a consequence of limited time, it is questionable if the
toolkit contributes to new insights when designing products suitable for circular consumption.
What is equally important, and remains as a question mark, is if the toolkit users will have
enough motivation and understanding to use the tools. The time of performing the tools varies
but the longer time spent on the tool will enable more results. However, if the user is unmotivated
the results will not be as helpful compared to a motivated user. Performing the tool thoroughly
and being involved in the discussion sessions will improve the results and the outcome. Still,
the usefulness of the toolkit is high since it will educate both the engaged and the unengaged
designer or other agent about further opportunities in circular consumption. If an engaged
toolkit user interacts with the tools the project duo assumes they will get at least some new
viewpoints and insights. The information that established the toolkit is supplementary to the
information found in the literature, meaning this project is purposeful.

Using the toolkit will contribute to new perspectives on how products and resources can be
taken care of, what some consumers desire from a company, or how to combine linear and
circular offers. The outcome is expected to teach the designer about the target group and the
product states. They will get new viewpoints that might not have been discovered or considered
before. Further, to understand the product states and that it is desirable to keep products in
use, with either the first user or another user. This will benefit the environment and bring
trustworthiness into the company. It will create a sustainable brand image and attract more
consumers. The companies can also expose their products to the market for a longer period of
time, either through changing owners, or users sharing the product, or perhaps by selling their
pre-used products in their stores.

The toolkit further gives the possibility of selecting separate tools to investigate, e.g. if the
toolkit user is an experienced designer, with good knowledge regarding the target group and
their products, they can use solely the third tool. The informative cards can contribute to solving
problems or creating new ways of thinking. This is possible since the toolkit is intuitive and
described step by step in the instruction sheet so it can be performed without a moderator.
Using the toolkit will also get more products circulated compared to today since it explores new
perspectives, including the journey of both the consumer and the product. The toolkit will help
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the user to understand the importance and desire of circular options. Further to understand the
requirements of circular solutions and how to design products suited for more than one user.

10.4 Evaluation of toolkit

When evaluating the toolkit it was done in three rounds with eight persons. The supervisors’
input regarded the general purpose and presentation of each tool. Their insights made the
project duo realize that all tools require thorough explanations and argumentation. Which the
project duo had not seen when working closely with the tool over a long time. The implemented
changes concerned the presentation of, and, the content.

The second round of evaluation was done with four student colleagues. The evaluation sessions
contributed to discussions within the project duo on how to include real users when answering
the questions in tool one, and if that would be valuable. The initial purpose of the toolkit is to
be used by the designer or an other agent and that their knowledge, estimations, and discussions
will be enough to get valuable outcomes from the tools. It was considered desirable to be kept
in this way.

The last round of the evaluation was also performed by the project duo. After each tool in the
toolkit, the project duo discussed the results, the outcome, and how valuable the information
was. From tool 1, multiple of ideas of how to change the business idea and the product design
were discussed. This discussion could be helpful to explore the target group and how to inspire
them to act more circular. The evaluation started with a discussion of defining the target group
and the product. However, the result of the yes and no questions still differed, which lead to
differently prioritized characteristics. This indicated a risk of different answers and varying
outcomes, therefore is it important to have existing knowledge about the target group. Also to
be critical while answering the yes and no questions. If the questions are not answered properly
the result can be inaccurate and guide the toolkit user in the wrong direction. Evaluating tool
2 as mountain bike designers contributed to more specific knowledge and discovering what
the concerned product goes through during its life. When evaluating this tool thoroughly at a
late stage of the project it was discovered that the outcomes are profound. Understanding what
states is encountered can give possibilities to avoid undesirable states. It will educate about the
product’s life and cycles, how many users can use it, and how capable it is of repair. Further,
it will give a more concise understanding of the pre-used market for the investigated product,
help to develop new business ideas and target new customers or to create new collaborations.
This tool tells what optimal usage requires and lastly, it can present the differences between
vision and reality and how to achieve the vision. In tool 3 the relevancy of the discussion is
dependent on the toolkit user and the product. The risk of the discussion becoming flat if
there is low interest or limited knowledge were determined. There is also a risk of the toolkit
user coming up with one idea and being satisfied with the results, instead of continuing the
discussion and ideating more solutions. Some cards have similar content and therefore similar
inspiration in the back. However, the toolkit user is supposed to select interesting cards before
working with them. Therefore, some areas need to be presented more than once, at least for
each card containing similar information. The majority of the cards consider how to affect the
user which could be difficult, depending on the characteristics of the users. Some cases with
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certain products and certain users will be a challenge for the toolkit users, but the purpose of
the cards is to make it easier to design products that the consumer will continue to use.

Evaluating the toolkit was crucial to get other viewpoints on the content and the outcomes.
Even though, the evaluation could have been done more thoroughly and with actual potential
toolkit users if the project was not limited by time.
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11.1 What makes users circulate stuffe

As the title of this thesis questions what makes users circulate stuff? the conclusion will link to
that. What makes users circulate stuff has been concluded to the three themes; the consumer, the
offer, and external influence during the project, which all affect the users’ consumption behavior.
The two first research questions that do further complement the answer to the question in the
title. The first and second questions explore how literature describes incentives and barriers
in circular consumption and how the users describe it themselves. The project has reached its
goals to investigate the current literature, acknowledge a literature gap, and complement the
literature findings with empirical data. The insights provided in this thesis do complement the
current literature on circular consumption and provides extensive information on clearance.

The third research question answers how the knowledge about user incentives and barriers
could be applied to create successful circular solutions. To give designers and other agents the
possibility to create circular solutions together with the toolkit Circulate it! directly links to the
purpose of promoting the UN sustainable development goal number 12. The UN sustainable
development goal number 12 regards sustainable production and consumption and by start
using Circulate it! today businesses can develop to be more sustainable and circular. The
following section answers each of the research questions separately.

11.2 Research questions revisited

Research question 1: How are user incentives and barriers in circular consumption described
in the literature?

The literature presents the incentives and barriers within circular consumption based on
consumption paths. The paths found in the reviewed literature were; product service systems,
second hand, refurbished, and collaborative consumption. The gathered data was summarized
and converted to specific factors that affect the consumers when engaging in circularity. What
was discovered was that the factors within the four paths could be categorized to cover either
the consumer, the offer, or external influences.

Researh question 1.1: What are the differences between linear and circular consumption?
Literature regarding linear consumption was researched to enable a comparison between linear
behavior and the four circular paths. The comparison is based on the three themes discovered
from the factors regarding circular consumption; the consumer, the offer, and external influence.
The consumer

The differences between linear and circular consumption regarding the consumer mainly cover
habitual behavior. The literature indicates that habits are hard to change and that linear choices

often are based on habits. The transfer from linear to circular consumption is difficult due
to the weight of habitual behavior. Also, the difference for the consumer in the paths are the
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environmental attitude. Users that usually consume linearly that attempt to act more sustainably
with a circular choice often encounter rebound effects that will make their behavior less
sustainable.

The offer

Comparing the offer between the linear and circular consumption paths indicates that the quality
factor varies most. Quality is a big motivator for linear consumers, compared to purchasing a
pre-used product with circular options, which is less dependent on quality. The importance of
quality varies between the circular options but it is never as important as in the linear path.
Another difference is the financial benefit, this is described as something that drives users to
consume circularly and is not presented as a driver for linear consumption. A major barrier in
linear consumption is the fear of value decrease after purchase.

External influence

The external influences that affect the consumption paths differ more than the consumer and
offer. Circular consumption focuses on influencing consumers to create trust and reliability. In
contrast, linear processes mainly focus on influencing people to create an urge to buy and to
increase sales.

Research question 1.2: What are the knowledge gaps in the literature?

The literature study revealed that the clearance phase is the least researched. Though, it is partly
investigated but not as thoroughly and with no specific incentives and barriers as in the other
parts. These insights from the literature made the project proceed with further research regarding
clearance. The insights on how consumers act and behave while getting rid of products are as
important as what drives and hinders them when obtaining circular offers, to make products
stay in the circular flow. The user study was constructed with the knowledge of this literature
gap, this helped to structure the empirical study in a suitable direction to gather the information
that could complement the literature.

Research question 2: How are incentives and barriers to act within circular consumption
described by users themselves?

The incentives and barriers from the user study are also presented in three themes; the consumer,
the offer, and external influence. They were compared with the incentives and barriers from
the literature in chapter 7. The result indicated there were many incentives for sharing. It can
create new relations and enable individuals to access new communities. Sharing products can
also enable people to access products that could otherwise be unaffordable. The users also
mentioned barriers for sharing as the desire to own products and meeting up with strangers.
They also discussed insecurity, both of having products damaged, the fear of being fooled, and
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dealing with unfamiliars. While mentioning the barriers they also gave ideas of how to improve
the barriers for sharing. Such as good communication, insurances, and return agreements
approved by the involved people.

The financial benefit was mentioned both as an incentive. The individuals who sold pre-used
products thought that it favored both them and the person purchasing the product. They wanted
to give the product a further life and described that circular consumption could increase trust,
improve self-image, and motivate people to take better care of products.

The users also discussed social incentives and barriers, such as the mindset, which is important
and determining when engaging in circular consumption. Peoples’ mindsets can change when
they try to act based on what other people expect from them, their cultural context and attitudes.
All of the social factors could be considered both as an incentive and a barrier. It depends on the
individual, the surrounding people, and their mindset regarding circular consumption.

Research question 2.1: Are the users’ descriptions different from the descriptions found in
the literature?

The descriptions of the incentives and the barriers from the empirical data differed in some
areas compared to the literature. The literature focuses on different attitudes, and how to affect
and understand them and the consumption choices. Habitual behavior and rebound effects are
also important since they can be hard to change and predict. The users did not discuss habits as
thoroughly as the literature and the rebound effects were not considered. Although, the users
did mention how attitudes could hinder people from getting involved in circular consumption.
The literature discusses how consumers want products to suit their lifestyle and the possibility
of creating new social connections, which many of the participants also mentioned. Further, the
literature presents the fear of breaking norms could hinder consumers to create new connections.
The participants did not mention any similar barriers, since they focused on the opportunities.

In the literature, quality and insurance were significant for some of the consumption paths. The
participants had a deeper focus on insurance rather than quality. Though, they discussed how they
are aware of the variation in quality when buying pre-used products. Another barrier mentioned
multiple times in the literature was the product function, the participants did not discuss it in
the same way. They mention the fear of being fooled and the insecurity of purchasing online.

Research question 3: How can the knowledge about user incentives and barriers be utilised
for developing design tools that aid designers or other agents to develop circular products
and services?

The gained knowledge from the two first parts formed further investigation of the clearance
process. The topics that summarized the data in the comparison analysis; the consumer, the
offer, external influence, and clearance seemed too unspecific to teach about the process of
clearance and thereby support the development of circular solutions. The themes were adjusted
and restructured to suit clearance. The four new areas, founded in the earlier topics were;
circular consumer characteristics, activities, product states, and clearance options. Finally,
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the two areas; circular consumer characteristics and product states formed the two first tools
in the toolkit. The toolkit additionally includes a third tool, restore and prevent cards. Tool 3 is
required to progress the toolkit usage. Since tool 3 help the toolkit user to overcome the eventual
obstacles examined in the previous tools and supports the ideation of circular solutions.

In conclusion, the incentives and barriers found in the literature and empirical data are converted
into an overview model and a toolkit. The designer or other agent is provided with the toolkit
and not the overview model, as they do not require the full background knowledge to execute
the tools. If the toolkit users desire to read the background and motive to the development of
the toolkit, the information is accessible in this report. At last, the toolkit Circulate it! will
aid designers or other agents to develop circular solutions and develop businesses to be more
circular.
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APPENDIX A

A.1 All findings from the literature review

Appendix A present the full analysis of the literature. The analysis is based on the aspects in
which the data has been arranged. This enables a conclusion of the factors within the aspects.
This analysis presents which aspects has the largest input on the consumer’s consumption
choices and the differences between linear and circular consumption.

Demographics

The basic demographics; gender, education, income, and status, are mentioned in the reviewed
literature of both linear and circular consumption (Attri & Jain, 2018; Camacho-Otero, 2020;
Kuah & Wang, 2020; Sheth et al., 1999; van Weelden et al., 2016). Additionally, the ability
to purchase from any device and from anywhere is one defined demographic from the linear
literature and can be associated with the accessibility of assets (Park & Kim, 2003; Peterson et
al., 1997; Suyanto et al. 2019). The accessibility aspect is present in the circular paths, which
makes the differences between linear and circular within the demographic aspect small.

Personal Influence

The difference between the linear and circular factors of personal influence is remarkable.
The circular paths consider factors like creating trust in the consumer (Kuah & Wang, 2020;
Gullstrand Edbring et al., 2016), giving the consumer the greatest possibilities of variation and
access (Brown & Vergragt, 2016; Gullstrand Edbring et al., 2016), and promoting people’s
personal beliefs and image (Hiort af Ornés, 2010). Finding trust in the provider is the most
frequent factor (Camacho-Otero, 2020; Catulli, 2012; Kuah & Wang, 2020), with subfactors
as; brand experience, correct marketing and perception, reliability, anonymity, value, the
reputation of the provider, and to fit in the existing context. The factors of the linear process
consider brand loyalty (Kim et al., 2002), image (Weder et al., 2020; Confente et al., 2020), and
increased sales (Rexfelt & Hjort af Ornis, 2008).

Marketing

The marketing of the different paths is executed in different ways for physical stores (linear
and second hand stores), where in-store marketing, store atmosphere, and display are crucial
(Attri & Jain, 2018; Webster, 2010). It makes these two paths relatively similar through this
aspect, though the linear process is more focused on the unplanned purchases to increase sales
(Suher & Hoyer, 2020). They are both, together with refurbished, using social media as an
important platform. Additionally, the refurbished path markets with controlled quality and with
suiting the image of sustainable consumption (van Weelden et al., 2016). PSS and collaborative
consumption base their marketing on acceptance, which is done through the factors; trust and
reliability (Catulli, 2012; Gullstrand Edbring et al., 2016). Further, both PSS and collaborative
consumption market themselves with ease of upgrading and the desire for new products without
being shamed (Guiltinan, 2010).
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Psychological effects

The psychological effects are similar through all of the paths, they all consider the satisfaction
of consumption and getting access to a new asset (Camacho-Otero et al., 2018; Kuah & Wang,
2020). The factors presented in both the linear path and the circular ones are emotional decision
making, emotional value, feeling good, and self-fulfillment (Camacho-Otero, 2020; Kim et al.,
2002; Sheth et al., 1991; van Weelden et al., 2016). One protruding factor occurs under the
linear path; the urge to buy (Catulli, 2012; Kim et al., 2002; Ratneshwar et al., 2003; Suher &
Hoyer, 2020).

Attitudes

The difference in attitudes from the linear to the circular patterns of consumption is the
direction of the attitudes within linear consumption. Those are desires for product attributes,
such as quality, aesthetics, and curiosity about newness (Camacho-Otero, 2020; Kim et al.,
2002; Hoque, 2013; Srivastava & Culén, 2019). However, the attitudes in circular consumption
rather concern uncertainty (Camacho-Otero et al., 2018; Catulli, 2012). Defined attitudes are;
hygiene (Catulli, 2012), availability (Camacho-Otero, 2020), unfamiliarity, trust, and risk of
bad product state (Catulli, 2012; Gullstrand Edbring et al., 2016; Schor et al., 2016).

Further, the circular patterns include attitudes like the desire to be unique and product variation.
In total, this confesses a more positive attitude in general towards linear consumption patterns.
Besides this, some attitudes apply to both linear and circular consumption. The selection of path
is dependent on social context and status, which makes attitudes apply in both consumption
types. Forthwith, hedonic and utilitarian values are attitudes in both linear and circular
consumption. Hedonic value is the emotion that a certain, in this case, product or service
arouses and how desirable and pleasurable it is. In contrast, utilitarian value is the motive of
purchasing something for its practical use and to fulfill the consumer’s needs (Carman, 1978;
Camacho-Otero, 2020; van Weelden et al., 2016). Lastly, brand experience and loyalty are
attitudes that affect the decisions in PSS (Catulli, 2012; Kuah & Wang, 2020), collaborative
consumption, and linear consumption (Camacho-Otero et al., 2018; Carman, 1978; Confente
et al., 2020).

Knowledge

The knowledge factor regards the product, service, concept, and how that creates acceptance
for the different paths. In linear consumption and second hand familiarity is presented as a
major driver. The familiarity factor is based on the knowledge in linear consumption, and the
familiarity in second hand then refers to that knowledge due to the similarity with physical
stores (Gullstrand Edbring et al., 2016), this makes it the most familiar circular consumption
path. It is also acknowledged that the quality is guaranteed for newly produced products in
linear consumption (Camacho-Otero et al., 2018; Kim et al., 2002), different from second hand
where it is known that the state of the product may vary. In PSS the uncertainties are about
hygiene, safety, and health (Catulli, 2012; Kuah & Wang, 2020) and those are factors that the
consumer requires knowledge about before creating acceptance towards the path.
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Consumer characteristics

The characteristics of the consumer affect the consumption process, what decisions are
made, how acceptance is created, and how motivation for the different paths occur. In linear
consumption, the important character traits are the consumer’s inner harmony while involved
in a purchase process (Carman, 1978; Kim et al., 2002; Suher & Hoyer, 2020; Suyanto et al.,
2019), how post-purchase anxiety builds up and is tackled (Suyanto et al., 2019), and that the
personal habits strongly affect the path decision. That habitual behavior is a motivator for linear
consumption (Sherman et al., 1997) and could be both a barrier (Jager, 2003) and a motivator
(Confente et al., 2020) for circular consumption. Habits is an important key factor for changing
behavior (Jackson, 2005). Further, circularity can give consumers a feeling of uniqueness when
accessing certain products (Camacho-Otero, 2020). Also, the rebound effects are present in
the circular paths (Catulli, 2012). At last, there is anxiety in (circular) services as well as in
linear consumption. Though, as fear during usage since the product is not personally owned
(Gullstrand Edbring et al., 2016).

Motivation

The motivations for different paths and decisions within the paths vary distinctively from linear
and circular ones. The factors that consider linear consumption are such that maximize what the
consumer gets from each purchase. Also, what minimizes the risks (Mont & Heiskanen, 2015).
The mentioned factors within those topics are; quality (Tse et al., 1988), call-to-action deals
(Eisenberg & Eisenberg, 2006), and the assumed security of exchangeable assets. Further, linear
motivators are responsiveness from the company (Carman, 1978) and emotional value (Sheth
et al., 1991). Emotional value is mentioned in the circular paths as well (Gullstrand Edbring et
al., 2016), but that is the motivation factor that solely occurs in both linear and circular paths.
What motivates consumers in the circular paths varies between them. In service paths, PSS and
collaborative consumption, the motivators are environmental concerns (Gullstrand Edbring et
al., 2016), warranty and insurance (Catulli, 2012; Gullstrand Edbring et al., 2016), availability
(Camacho-Otero, 2020), and the major one; to create new social connections (Gullstrand
Edbring et al., 2016; Mont & Heiskanen, 2015). Financial benefit as a motivator is present in
second hand and collaborative consumption (Gullstrand Edbring et al., 2016), different from
refurbished where the motivators concern the product and its features together with self-image
(van Weelden et al., 2016). External factors as peer pressure (Jackson, 2005; Mont, 2013)
and advertisement (Suher & Hoyer, 2020) are equally important for all paths, both linear and
circular.

Involvement

Involvement is an aspect that includes factors that encourage the consumer to choose circular
consumption patterns. These incentives are about involvement in new systems, and/or being
involved in a new community or context (Gullstrand Edbring et al., 2016; Mont, 2013; Mont &
Heiskanen, 2015). The factors mentioned in the reviewed literature, that was categorized within
this aspect, differ indefinitely between linear and circular consumption. The fact that social
and cultural contexts and personal values influence people’s behavior is mentioned for both
consumption processes (Brown & Vergragt, 2016; Tse et al., 1988). Likewise is brand loyalty
and responsiveness from the company (Catulli, 2012; Carman, 1978). The one topic that is
existent in circular consumption but not linear is the involvement in a community (Gullstrand
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Edbring et al., 2016; Mont, 2013; Mont & Heiskanen, 2015). Some of the mentioned factors
are; social acceptance, access to a community, that communities create well-being, and that
involvement in these consumption patterns will give new social connections.

Memory

The second hand and the linear consumption path are the paths where habits have the greatest
impact on memory, which affect the behavioral decisions for consumption. Habitual behavior
is what people are used to doing and what generates the least cognitive effort (Jager, 2003;
Jackson, 2005).

Experience

Experience is relevant for both circular and linear consumption. Factors that matter are
educational and generational differences (Camacho-Otero, 2020; Kuah & Wang, 2020), also
the knowledge from previous experience regarding products and systems (Brown & Vergragt,
2016; Hiort af Ornis, 2010; Guiltinan, 2010). Experience creates trust and reliability, which
are factors that are crucial for acceptance in PSS. Moreover, all of the circular paths carry
experiential uncertainties about hygiene (Catulli, 2012; Gullstrand Edbring et al., 2016).

Stimuli

Stimuli, external impressions, are dependent on generation differences in all of the paths
(Hanson, 1980; Kuah & Wang, 2020). The different generations will interpret stimuli in
different ways, which is why the factor is important. Online services could also be important for
the consumers’ first impressions and for understanding the user interface (Gullstrand Edbring
et al., 2016; Kim et al., 2002; Luo et al., 2020).

Financial aspects

The financial aspects are considered in all of the paths. All of the circular con sumption paths
mention the financial factor as a benefit (Camacho-Otero, 2020; Guiltinan, 2010; Gullstrand
Edbring et al., 2016). In collaborative consumption and PSS the financial factor is expressed
as a benefit for seldom used and more expensive products (Catulli, 2012). In the linear path,
financial concerns and special offerings are mentioned as potential motivators but also as a
barrier due to the risk of losing value from a poor decision (Suher & Hoyer, 2020).

Environmental concerns

Consumers involved in sharing are driven by environmental factors (Gullstrand Edbring et
al., 2016). For the second hand path, few consumers purchase products due to environmental
concerns (Guiot & Roux, 2010; Gullstrand Edbring et al., 2016). For refurbished products,
the environmental benefit was a factor consumers could reason for (van Weelden et al., 2016).
But overall, environmental concerns for accessing products and services have not the greatest
impact on peoples’ behavior.
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Product type / properties

The product type and properties affect the consumer while choosing and using the product
or service (Camacho-Otero, 2020; Hiort af Ornids, 2010). The value and characteristics of
the product are mentioned in all of the paths (Camacho-Otero, 2020; Hiort af Ornés, 2010;
van Weelden et al., 2016). Consumers want a product that functions and suits their situation
(Camacho-Otero, 2020). Insurance was also a factor that the literature found necessary for
collaborative consumption and PSS, where other people and stakeholders are involved (Catulli,
2012; Gullstrand Edbring et al., 2016). Second hand considers that soft products are not accepted
in the same way as other products (Gullstrand Edbring et al., 2016). In the other circular paths,
this is not mentioned. Perhaps, because those products are often regulated by a third party who
can assure good hygiene.

Product / Service characteristics

Hygiene is considered in all of the paths involving other consumers or stakeholders (Catulli,
2012; Gullstrand Edbring et al., 2016). For the refurbished and linear consumption paths, the
literature focus on the importance of the products fitting into consumers lifestyle (Kim et al.,
2002; vanWeelden et al., 2016). Further, quality (van Weelden et al., 2016; Tse et al., 1988)
and durability (Suher & Hoyer, 2020) are also critical for these paths, especially quality in the
refurbished path since it varies and is used by other consumers (van Weelden et al., 2016).

Value

During evaluation, value is considered before replacing the product (Camacho-Otero, 2020;
Hanson, 1980). If the product is not worth the payment, consumers are more likely to find
a reason for replacing the product or clearing it out (Camacho-Otero, 2020). Other values
mentioned in the evaluation phase are desires for new products (Roster & Richins, 2009). This
is stated in the second hand path but is estimated to apply to more consumers choosing different
paths. Also, for the collaborative consumption path, the lack of trust in others is an important
value (Gullstrand Edbring et al., 2016). If there is no trust towards the other involved in the
ownership, consumers will most likely reject the involvement.

Maintenance

Maintenance is important in PSS (Camacho-Otero, 2020; Catulli, 2012). Consumers do not like
to have responsibilities while they are renting a product and maintenance should be included
(Catulli, 2012). Collaborative consumption does not mention maintenance during evaluation
but insurance, which could include maintenance, in the use phase (Gullstrand Edbring et al.,
2016). So for paths involving rental or multiple users, consumers like to have maintenance as a
guarantee of functional products. For the other paths only involving one consumer, maintenance
is not seen as an important factor.

Functionality

When it comes to the functionality of the service or product, it is assumed that it is an important
factor in all different phases (Brown & Vergragt, 2016; Catulli, 2012; van Weelden et al., 2016).
The collaborative consumption functionality is mentioned in the access phase (Camacho-
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Otero, 2020). For PSS, technology performance is concerned, this is an important factor since
the product is from a system and not owned (Catulli, 2012). But it could still be something
consumers consider while making a purchase, both in circular and linear consumption.

Quality

The quality aspects, insurance (Catulli, 2012; Kuah & Wang, 2020) and functionality (Brown
& Vergragt, 2016; Catulli, 2012; van Weelden et al., 2016) are important in the circular
consumption paths. Quality is not seen as an evaluation factor within the refurbished path
(van Weelden et al., 2016). However, the literature presents quality as an important aspect
while evaluating alternatives for purchase. For collaborative consumption functionality is still
mentioned through the utilitarian value, which is important in the use phase, to ensure the
product will retain its function (Camacho-Otero, 2020). Compared to the linear consumption
path, consumers have more expectations regarding quality, since the product is purchased and
used for the first time. While consumers in circular consumption have the knowledge that the
product has been used before (Catulli, 2012).

Replacement decision

In the evaluation, multiple factors can generate a replacement decision. Many of these come
from emotional decisions. Consumers often create bonds to products which could be a reason
for keeping the product or service (Guiltinan, 2010). If it is rental or collaborative ownership
the consumer could decide to purchase a similar product on their own (Catulli, 2012). However,
desires for an upgrade could lead to replacing the existing product or service (Guiltinan, 2010).
This is more easily done in collaborative consumption or PSS where the consumer is not
responsible for the product.

Cognitive dissonance was discussed in the second hand path, collaborative consumption, and
the PSS path. For the collaborative and PSS path, the product or service is involved with other
consumers or stakeholders (Gullstrand Edbring et al., 2016). Using a product knowing it has
been used by others can induce cognitive dissonance. For the second hand path, cognitive
dissonance occurs in the same ways as for the other two paths. The reason for this is because
the products have been handled by other consumers before (Gullstrand Edbring et al., 2016).
Compared to linear and refurbished where the product or service is either new or has been
repaired to an acceptable condition by a service (van Weelden et al., 2016). Finally, different
costs are affecting the replacement decisions, both relational and economical costs. This occurs
in all of the paths (Guiltinan, 2010).
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APPENDIX B

B.1 Consumption models for consumption paths

1.1 Second hand - path
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.1.2 Collaborative consumption - path
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1.4 Linear consumption - path
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.1.5 Product service system
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APPENDIX C

C.1 Diary pages

0!
Pébdrja studien den 14
december, notera att
den INTE omfattar
férbrukningsvaror (ex
0 mat och hygienartiklar)

Vad kul att du nu har den har dagboken i
dina hander. Den &r 12 sidor och det finns
nagot for dig att fylla i pa varje sida, kolla
gdrna igenom hela innan du bérjar med
studien sa du har koll pa vilka sidor som
finns och ndr du behdver fylla i. Studien
varar i 4 veckor, du behéver inte fylla i varje
dag utan nér det passar dig men fyll inte i
allt pa en gang utan utnyttja dina 4 veckor
med dagboken.

Tack fér du stdller upp. Dina svar &r
vardefulla for oss och vart arbete.

/Elin & Sandra

Vid fragor kontakta oss pa:

circularconsumptionthesis@gmail.com eller

Elin Ljungberg: elinljungberg@hotmail.se / 0720339113
Sandra Skéld: sandra.skold@hotmail.com / 072358602 | ‘

STRACKA VARJIE GANG NAGOT AV ALTERNATIVEN SKER

Naii Vecka

Alder: ’\ z 3 A[

14-20dec 21 -27dec 28dec-3jan 4-10jan

Sysselsdttning / Yrke: ‘
Gor dig av
med en produkt
Stad:
Képer ny produkt
Typ av hushall: Kdper begagnat
Eventuell utbildning: Lanar en produkt

Lana ut en produkt

Hyr produkt

F’u Z« _/z ?PW /t' Céf//% W genom tjdnst

“R0000808 |

T HAB888808 t
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o SAKER DU INTE
ANVANDER

o andd, han, sy okt |

RANKING

Hur jobbigt pa en
skala 1-9 &r det att gora
sig av med féljande saker?

i 5: véldigt jobbigt

| &

] E @
]
f |
) | oe
| L]

Nostalgiska

Mo
| -Ce

Bra att hai
framtiden

Jet Joarta Hete!

VILKA 5 SAKER SKULLE DU VILIA SXICKA 1IN HAR 2
'¢ FELT UTAN BEXYMMER , MOTWERA!

'l

+4

)

Nu ar det §UL igen

Om du har du inférskaffat eller fatt nagot
nytt i jul, ersatte denna nagot du redan hade? @

Var hamnar den
nya produkten?

Var hamnar den nya och den
gamla produkten?

Wl s

BORT

Om du skall géra dig av med foljande
Va”/fungerunde saker.

Hur tanker du och hur gér du?

'Y
o
&=
=
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UTMANING

Gd till ett utrymme ddr du har mycket saker

Hur kdnns det att ha mycket saker?

Nu har du lappar pd ett visst antal saker; har utmaningen
fatt dig att vilja rensa? Vad hindrar dig?

Vi ger dig ett magiskt trollspd sa att du nu kan trolla bort
saker du inte vill ha kvar. Sétt ut post-it-lapparna pa de
féremalen. Skriv sedan upp vilka du valde nedan. 0 Q

S

Var hamnar det du rensar ut?

Vad skulle vara det mest optimala sdttet att gora sig av
med produkter? (beror det pa produkttyp, forklara varfor)

Har studien vdckt ndgra andra tankar hos dig
gillande cirkuldr konsumtion?

Ténkte du pa trollspdet och det svarta halet? Finns det
ytterligare magiska sdtt som du hade velat anvdnda for att
gbra dig av med saker?
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TAC K

Tack for ditt deftagande och din tid. Dina svar ar
mycket vdrdefulla for oss och studien.Vid fragor far
du gdrna kontakta oss.

Nu dr det dags for dig att skicka tillbaka dagboken
och det signerade GDPR-pappret till 0ss. Anvand det
forskrivna kuvertet och posta till oss, tack igen!

Om du ska delta i fokusgrupp ber vi dig fota din

bok innan du skickar tillbaka den. Den kommer vara
underlaget till diskussionerna i fokusgruppen.

/Co(m L Sandra
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APPENDIX D

D.1 Circulate itl
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APPENDIX

1.2 Tool 1 - Defining circular consumption characteristics
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C.1.4 Tool 3 - Ideation cards - Prevent & Restore

C.1.4.1 Tool 3 - cover cards

TOOL 3: RESTORE PREVENT

prevent & restore to use @ no use %
&R 54

COVER CARDS
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C.1.4.2 Tool 3 - restore cards

FRONT

CASE: A SIX MONTH OLD FUNCTIONING
MOBILE PHONE IS REPLACED

CASE: A PAIR OF OVER-EAR HEADPHONES

CASE: TOYS FROM CHILDHOOD

BACK

FRONT

CASE: MOTIVATE THE USER TO KEEP BETTER
CAS R /
CASE: A PAIR OF RIPPED JEANS PRI b CASE: AWOODEN CHAIR

BACK

XXIII



FRONT

BACK

FRONT

BACK

CASE: SPORTING GEAR

CASE: A KITCHEN APPLIANCE

CASE: A DINING TABLE

APPENDIX
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C.1.4.3 Tool 3 - prevent cards

FRONT

o the back
as & inspirat

CASE: A SEWING MACHINE WITH MIS

(ele]

BACK

FRONT

o the back nio
s & nspir o

CASE: CHANGING A CAR TO BE MORE VENT A CAMERA FROM BEING
INTUITU\

BACK
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C.1.4.4 Tool 3 - prevent & design for cards

FRONT

BACK

FRONT

BACK

DESIGN FOR
MULTIPLE CYCLES

DESIGN FOR.

Is it possible for the product to last for multiple users.
in different cycles?

Design for multiple cycles includes quality,
physical appearance, and how atiractive it will be
for a secondary (or third) user.

Can the product be designed and not be outdated
or undesirable soon after production? This will
increase the change of usage.

Circulation can be promoted if smaller features are
added to the product. E.g. an ownership tracking

system.

Is it possible to detach the senfimental bond? This
could benefit circulation and new owners of the
product.

Can product insurance be provided fo ensure the
user that the product will last for mulfiple cycles?

DESIGN FOR
GRATEFUL AGING

DESIGN FOR ...

Products that interact with the surrounding
environment can change depending on exposure.
Is it possible for these changes to be desirable?

If the product’s material is damaged it might be
considered less valuable. Is it possible to take

advantage of the changes and make them a part
of the product's characteristics?

If the user does not appreciate the material, they
can stop using the products, even though it is sfill
functioning.

The materials will mediate the aging of the product.

DESIGN FOR
SHARING

DESIGN FOR ...

Can you create trust between users who are
unfamiliars2

Can the agreement be communicated in an
understandable way?

Can you communicate and encourage new social
connections and contexts within sharing?

Can your product be shared in an easy way?

What are the difficulties regarding the sharing
process?

DESIGN FOR
MAINTENACE

DESIGN FOR ...

e Can the product be designed to be easily
maintained? These products could last longer and
not end up being unused.

o This approach is most suitable for modular
products and preferably without a high skil level o
maintain.

Design the product so single parts can easliy be
replaced and maintained

APPENDIX

DESIGN FOR
LONGEVITY

DESIGN FOR ...

PHYSICAL LONGEVITY

Is it possible to design good quality products and
make them last long physically2 This concerns
function, quality, and performance.

Can you choose durable materials to decrease

product damage?

PSYCHOLOGICAL LONGEVITY

For how long is the product attractive to the user?
Consider factors as frends, social context, and
infernal memories.

Can you design timeless products that could be
used over longer fime?

DESIGN FOR
SOCIAL INTERACTION

DESIGN FOR ...

Is it possible to avoid social anxiety by designing
services that ease inferactions between users in
circular consumption?

Social connections are highly dependent on
attitude towards others and to circulation at large.

Explore the possible oy of new connections and
contexts that can be encountered in circular
consumption.

Use the social interaction to get users to learn from
each other.

Take advantage of users getting to know people
with same interests.
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DESIGN FOR
REPAIR

DESIGN FOR ...

Is it possible for products fo be modularized and
therefore easier to repair or upgrade

Is it possible for the users to execute the repair
themselves2 Repairs that have to be delivered to
workshops have a higher risk of never getting
repaired.

It could help to provide instructions on repairments
to guide the users.

To ensure that repairs are possible, spare parts
have fo be provided

The user can feel good for successfully managing a
repair by themselves.

DESIGN FOR

MULTIPLE AREAS OF USE

DESIGN FOR ...

Can your product have multiple areas of use?

Can the target group be expanded with the
increase of use areas?

Is it possible to expand the number of functions
of the product during its lifetime?

Can too many functions contribute to less use2

DESIGN FOR
EXCHANGE

DESIGN FO

Can you ease product transfer between users?
To ensure the clearance phase agrees with
another user's obtainment phase.

Can you ease the exchange by creating
comprehension for the involved in the deal?

Can you find available and suitable channels for
the exchange of a specific product?

How can you create frust between the involved
users?

Is it possible for users fo request your product
pre-used? On many occasions, the product
owner will not let go of it until someone asks
them about .
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