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Executive Summary

In a society in which climate change is becoming one of the biggest enemies,
but there is still no unified solution to combat it, there are still the heroes who
rely on new concepts and economic solutions that would be able to solve the
problem. The Netherlands wants to create that change, they want to com-
pletely transform their economic system and move from a linear economy to
a circular economy by 2050 (Dutch Government, 2016).

Evert-dan Velzing, client of the group and researcher at the Hogeschool
Utrecht, has the task to advise the Werkspoorqwartier in Utrecht on new cir-
cular solutions. Task is to transform the linear co-working space towards the
C.E. as a business.

Hereby, understanding the core Business Model and its Value Proposition
and transforming those is an opportunity deriving from that (Guldmann, 2016).
The business model transformation of a co-working space, transforming from
the linear to the circular economy and where one has to start in order to
achieve this builds the core of this research thesis.

Research has proven that one way to transform a business can be based on
the design process, when putting the end-user and stakeholder in the center
of change.

The prototype represents a playbook with an approach in the design process
grounded and thereby considering all stakeholders when transforming a busi-
ness model and value proposition of a company. This playbook can be used
by Evert-Jan Velzing as a first starting point towards transforming a linear co-
working space into a circular co-working space.
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Abbreviations

BM - Business Model

VP - Value Proposition

C.E. - Circular Economy

e.g. - for example

CWS - Co-Working Space

VPC - Value Proposition Canvas

BMC - Business Model Canvas

Linear Co-Working Space - Co-Working Space based on the economic sys-
tem of linearity

Circular Co-Working Space — Co-Working Space based on the economic
system of circularity

CBM - Circular Business Model

CBMI - Circular Business Model Innovation
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1 Introduction

1.1 Thematic Background

Co-Working Spaces

The concept of co-working spaces (CWS) has been an existing trend and is
still continuously developing since 2005 when Brad Neuberg invented - at
least the name of it - the first shared workplace for individuals to collaborate
at (Spinuzzi, 2012). By 2020 more and more CWS will be built, Statista claims
it to be 36.000 spaces in total worldwide and the number will predictably
grow. Even though most CWS claim to be sustainable when being part of the
sharing economy already, in the end, it is fair to say that they are still part of
the linear economy, in the end, those places are still creating waste, do not
keep material in use, do not mainly focus on regenerating natural resources.

The Linear and Circular Economy

At the same time in the past few years, the problem of climate change has
become one of the most important terms in humanity and one of the causes
of that is the linear economy we are living in, which means producing and
living off the concept Take-Make-Waste (Ellen MacArthur Foundation, 2012).
The linear economy thus reduces resources that we have in this world. The
problem here is inefficiency, because they do not manage to increase the
value of materials and products (Singer, 2017).

An answer to that problem is the rise of the concept Circular Economy (CE),
which is an economic system that focuses on three main principles, designing
waste and pollution out of the system, keeping products and material in use
and regenerating natural systems (Ellen MacArthur Foundation, 2012). The
Ellen MacArthur Foundation as a frontier in the transformation of companies
and economies starts with its mission where they think it makes the most
sense, namely that it is possible to change and redesign systems with the
right approach of design (Ellen MacArthur Foundation, 2019). Furthermore,
the Ellen MacArthur Foundation has just updated once again and proved that
the CE can be the solution to the existing climate change, because it is capa-
ble of achieving the UN Sustainable Development Goals (Ellen MacArthur
Foundation, 2019).
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Research Framework

The client of this research group is Evert-dan Velzing, who is part of the re-
search institute at the Hogeschool Utrecht and researching on the Circular
Economy, and who is consulting the Werkspoorkwartier in Utrecht on how to
make that place a circular creative space for young entrepreneurs and mak-
ers, also called co-working spaces.

But how do you create exactly such a transformation for a co-working space
from linear to circular?

The research group came up with the following framework.

FRAMEWORK OF RESEARCH GROUP
CIRCULARITY IN COWORKING SPACES

LINEAR COWORKING SPACES CIRCULAR COWORKING SPACES

VALUE PROPOSITION OPERATIONS INSTITUTIONAL DRIVERS VALUE PROPOSITION OPERATIONS

TRANSITION DESIGN CIRCULAR OPPERTUNITIES BARRIER ASSESMENT CIRCULAR VALUE MAPPING CIRCULAR MATCHMAKING
PLAYBOOK

LISA-MARIE MOLLMANN MARA NELDNER MALOU APPEL AGNES WEBER QENDRESA REXHEPI

FIVE MODULAR PROTOTYPES COMBINED INTO A CIRCULAR TRANSITION TOOLKIT FOR COWORKING SPACES

(Image 1: Research Framework)

The main focus of this thesis lays in in finding out how to drive such a trans-
formation within a linear CWS via the Business Models (BM) and Value Prop-
osition (VP).
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2 Current Knowledge

As quite problematic revealed is, that the Circular Economy concept currently
focuses mainly on the technical transformation of products and services and
therefore loses its focus on the costumer that actually drives sales (Lofthouse
and Prendeville 2018). Though, it is key to understand the end-user of the
business and in order to continuously solve them with the offered service or
product, to be able to further drive profit (Singer, 2017).
That problem has been so far rarely explored in the literature and rather only
displays very specific use-cases and therefore does not give an easy adapta-
tion process of CBMs for a CWS currently.
An opportunity deriving from that is the approach of the design methods and
process, which has proven it can enhance significantly innovation, transfor-
mation and change (Kumar, 2012).
Therefore, the researcher has decided to further explore the following frame-
works, to better understand on how to actually adapt a linear BM towards
becoming circular, while not losing sight of the customers when using design
methods and processes for transformation.

1. Linear Business Models & Value Proposition

2. The role of the customer and stakeholders in both economies

3. The design process used for user-centered transformation and inno-

vation

2.1 Linear Business Models and Value Proposition

The BMs and VP overlaid by the right business strategy are the heart of every
company. It shows how they propose, create and capture value for all stake-
holder of the products and/or services being used and how they function in
the market compared to their competition and what differentiates them (Peter
Drucker in HBR, 2011).

The Business Model Canvas (BMC) and Value Proposition Canvas (VPC) ac-
cording to Osterwalder and Pigneur are tools to understand and analyze a
company better, therefore serving as basis to build BMs and VPs surrounding
them. Hereby, the two tools offer to acknowledge in which of the building
blocks of the business models are opportunities laying for circular transfor-
mations (Ellen MacArthur Foundation, 2012). And even more they provide a
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way to communicate across all stakeholder and co-create on new ideas while
speaking the same language (Amarsy, N. (Strategyzer), 2015).

2.2 The Role of the End-Consumer in both Economies

The center of a Customer Value Proposition, which is also key essential part
of a co-working space and its BM, is the end-user and how it delivers value
to them by solving their need(s) or pain(s). Especially in recent years, the con-
cept and value of the end customer and their experience has become the
focus of attention of companies. Understanding customer’s wishes, values,
pains and hardships today is the main focus of the most successful compa-
nies and their products and services and can significantly drive revenue
(McKinsey, 2017).

"Designing high-end services that users will take up is critical (Vogtlander et
al. 2017), yet so far service design knowledge within this space is under-de-
veloped.” (Lofthouse and Prendeville, 2018)

Many more academic reports and case studies report in their recommenda-
tions that there must be more focus on the end-user and all stakeholder in-
cluded when implementing the economic concept (Singer, 2017; Vogtlander
et al. 2017; Lofthouse and Prendeville, 2019).

2.3 The Design Process used for Transformation towards
User-Centered Circular Business Models

The Ellen MacArthur Foundation, the pioneer of the circular economy, already
uses design principles to transfer concepts tailor-made for companies, insti-
tutions and the public. Though, the main concept used here focuses on busi-
ness-to-business models rather than business-to-consumer models (Loft-
house and Prendeville 2018).

“Changing the way that the circular economy is framed so that it is more in-
clusive of people and their behaviors would open up a broader and more nu-
anced debate on the role of design within a multitude of possible circular
economy futures” (Lofthouse and Prendeville 2018).

It has been proven that design places the experience of people in the center
of its existence (Dunne 2011) and this can therefore be seen as the most
important starting point for real innovation (Verganti 2008) of products and
services. Designers have the ability to understand people better, their pains
and needs (Vezzoli and Manzini 2008), which is a missing piece in CBMI.
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The User-Centered Gap of the Design Principles in the Circular Economy
After the literature analysis, the researcher aims to find out more about the
successful implementation of design principles with a user-centered focus
and the transformation of a linear CWS to a circular CWS.

Deriving from the theoretical framework with its concepts the following ques-
tions have been developed.

2.4 Research Question and Sub-Questions

How can a non-circular co-working space adapt their Business Models, tak-
ing advantage of the design process when transforming from a linear business
into a circular business in 2020 while still being able to answer the needs and
pains of their customers in the Netherlands?

Sub-Question Concept Methodology Tools
What is the current | Linear Business | Literature Analy- | Business Model Canvas
business model and | Model and Value | sis & Exploratory | & Value Proposition
value proposition of lin- | Proposition Methodology: In- | Canvas

ear
spaces?

co-working

tegrated Design

Research Ap-
proach as a
Workshop

Which role does the
end-users pains and
needs play in a both
economies?

The role of the end-
user in both econo-
mies

Desk Research/
Literature Analy-
sis + Integrated
Design Research
Approach as a

Workshop  (Ex-
perimental Meth-
odology) +

Epistolary in

depth-interviews
with experts and
customer

Value Proposition Can-
vas, Questions re Value
Proposition and the role
of the end-user + Inter-
views with co-working
customers

How can the design
process drive transfor-
mation within a co-
working space when
moving from a linear
BM to a circular BM?

The design process
used for change
and transformation
towards user-cen-
tered Circular Busi-
ness Models (CBM)

(Table 1: Sub-Question)

Desk Research/
Literature Analy-
sis + In-depth
epistolary inter-
views + lterative
Prototyping

The Design Process for
Transformation and
Change from different
perspectives of experts
from different areas
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3 Research Procedure

Please find table 2,3;4 in this section to receive more information on methodology, sampling and
iteration of the research procedure and here of the exact research procedure with images
(https://drive.google.com/file/d/1VYKNvObo TwWINg9lkc-hfiwgS4xptVcCL/view ?usp=sharing).

3.1Mixed Method Approach: Qualitative Methodology

To identify and design possible ways to transform the CWSs business
model accordingly to the concept of circular economy, the researcher will
make use of the qualitative methodology leading to qualitative empirical data
with an overall mixed method approach. Qualitative methodologies are pri-
marily associated with exploratory research, intended to provide insights and
an understanding (Malhotra, Birks & Wills, 2012). The findings are first theo-
retically substantiated in order to be able to provide well-founded explana-
tions, from which hypotheses are finally formulated. New aspects can be dis-
covered through the open approach. As well as the possibility of personal
inquiry in case of uncertainties. The flexibility of this approach was necessary
in order to find the best solution possible for the client (Saunders; et al., 2012).

DATA GATHERING

RESEARCH PROCEDURE

1. Literature Review & Analysis

2. Integrated Design Research
Approach: Workshop
- Co-working Space

3. In-depth Interviews
- Semi-structured Questions with
Experts & Co-Working Customers

&insights.

& © ©

4. Prototyping Iteration
-Feedback by Experts

(Image 2: Data Gathering)
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RESEARCH PROCEDURE

1.The linear co-
working space (BM

&vp)

3. Circular Economy

2.The End-User & their BM

A
Values
Needs . Pains

Customer

2,

Tool used: workshop with a co-
working space using BMC & VPC

-
-]

Business Model  Value Proposition

Problem: C.E. in its concept does
not consider the customer &
end-user enough

Understanding the Design Process

Experts, Customers, Co-
working Space
(Interviews)

Prototype

(Image 3: Research Procedure)

1 Linear Business Model and Value Proposition

Existing BM with
BMC and exist-

Integrated Design
Approach in form

ing VP with VPC | of workshop (Ex-
perimental Meth-
odology)

2 The role of the end-user in both economies Stakeholder and | Expert interviews,
user pain, needs | customer inter-
and the VP views

3 The design process used for change and | Design as a pro- | Expert interviews,

transformation towards user-centered Circu-
lar Business Models (CBM)

(Table 2: Sub-Questions & Methodologies)

3.2 Desk Research

cess enhancing
user-centered
transformation
towards CBM

literature review, it-
erative prototyping

First of all, the current literature was reviewed and analyzed, the internet and
books where searched for an existing and adaptable case. The specific trans-
formation of CWSs is still very rare in the literature and therefore alternative
solutions needed to be developed.

3.3 Integrated Design Research Approach (Experimental
Methodology)

In order to better understand the BM and VP of a linear CWS, the researcher
held a small integrated design research in form of a workshop (Mintjes, 2016),
conducted with an interview thread while using the tools Business Model
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Canvas and Value Proposition Canvas by Strategyzer to analyze the space.
This experimental method helps to co-create with important stakeholder and
therefore gain deeper insights (Mintjes, 2016). This approach was done with
the CEO of the co-working space. This method can be biased because it only
focuses on one perspective of one co-working space, has a very small sample
size.

3.4 Semi-structured Interviews with Experts and Co-Working
Customers

The researcher decided to work with experts in the fields of design, because
such an approach can significantly drive transformation and change
(Vogtlander et al. 2017).

Semi-structured in-depth interviews were conducted using the epistolary ap-
proach. The researcher spoke to the interviewees and then provided them
with a document on Google Drive in which the experts and the co-working
customers could insert their answers. A total of 11 interviews were con-
ducted. The interview questions were always slightly adapted to the inter-
viewee and his or her core area of knowledge and yet they all concerned the
process of transformation or the needs and pains that drives them to work in
a CWS.

The analysis of the results was made in an excel list in which the results were
clustered in categories, code and synthesis, mainly considering the different
parts of the transformational process or the customers’ needs and pains. Very
interesting insights by experts and customers, such as their views and expe-
riences were found, thus it can be biased because it is only the perspective
of a few, a small sample size and.

3.5 Prototype lterations and Testings

In the end, it was necessary to test the prototype iteratively and get feedback
from experts. Accordingly, she met with experts again. She carried out this
process four times. Additionally, the client himself got one prototype pre-
sented and challenged a few features.

This is also methodologically an explorative research approach, the feedback
was recorded and stored in audio form and noted, implemented and docu-
mented right away.



References — Page 9

Interview Number | Methodology + | Job Description / | Most  important
Sampling Position insight

Co-Working- Integrated design | CEO of a Co- | The question of

Space_1 workshop guided [ Working Space the CEO, why
by a semi-struc- they should
tured in-depth in- change if there
terview / random are no incentives
sampling existing and that

the end-user is
the center of their
BM (mindset &
need)

Expert_1 Semi-structured Business Design | Purpose-Value
in-depth  episto- | Expert in German | Driven  Proposi-
lary interview /| leading innovation | tion and BM are
Random sam- | agency the key + mindset
pling + process

Expert_2 Semi-structured Change Manage- | How does change
in-depth  episto- | ment & Internal | work within a
lary interview /| Communication company and
Random sam- | Expert in major | what needs to be
pling consultancy + | communicated

Service  Design | when transform-
Expert ing a business

Expert_3 Semi-structured UX & Service De- | Understanding
in-depth  episto- | sign Director / | the importance of
lary interview /| Team lead the user and their
Random sam- needs and pains
pling + Process

Expert_4 Semi-structured Professor/ Doctor | When transform-

in-depth  episto-
lary interview /
Random sam-
pling

for Business
Model Innovation
in a big corporate
company

ing a business
model and inno-
vating on it, how
would that be
done, what is im-
portant to con-
sider
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Expert_5

Semi-structured
in-depth  episto-

lary interview /
Random sam-
pling

Organizational

Design Expert in
German leading
innovation agency

Understanding
the Importance of
the Value Propo-
sition and that all
stakeholder need
to be included in
process

Co-Working Cus-
tomer_1

Semi-structured
in-depth interview
/ random sam-
pling

Sustainability
Manager and En-
trepreneur

Sustainability is
important to her.
she would even
pay more

Co-Working Cus-
tomer_2

Semi-structured

epistolary in-
depth interview /
random sampling

Entrepreneur and
Employee at ma-
jor Consultancy

Sustainability im-
portant, would
pay more when
using a circular
space

Co-Working Cus-
tomer_3

Semi-structured
in-depth  episto-
lary interview /
random sampling

Creative Director
at major consul-
tancy & Entrepre-
neur

Sustainability im-
portant to him,
has doubts about
paying more but
would take a look
and is interested
in the VP

Co-Working Cus-
tomer_4

Semi-structured

epistolary in-
depth interview /
random sampling

Business Develo-
pment Manager

“As they are sup-
posed to be a
center for innova-
tive thinkers and
a space where
the next big
things are being
developed, | defi-
nitely think they
should set an ex-
ample by fulfilling
or even surpas-
sing sustainability
standards”
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Co-Working Cus- | Semi-structured Student & Entre- | “l think that the
tomer_5 epistolary in- | preneur (B2B) sustainability
depth interview / could be visible in
random sampling the co-working
space, and that
could actually
add to space in a
way that it is
more inspiring to
sit there.”
Co-Working Cus- | Semi-structured Student & Part- “Nevertheless, for
tomer_6 epistolary in- | time as an IT En- CWS like the XX,

depth interview /
random sampling

gineer

where the com-
pany owns the
facility - the po-
tential is huge.
Requirements
could be that the
team has at least
one specialist to
support their idea
to cooperate with
CWS to improve
sustainability”

(Table 3: Interview Partner List)

lteration Who How What
Iteration Number 1 Business Design Di- | Video Conference Challenged the process of
rector the Playbook
Iteration Number 2 Change Management | Video Conference Challenged the order of
& Internal Communi- the playbook
cation Expert / Service
Designer
Iteration Number 3 The Client Video Conference Challenged if it is also ap-
plicable for other busi-
nesses than co-working
spaces
Iteration Number 4 Change Management | Video Conference Challenged the Kick-off

& Internal Communi-
cation Expert / Service
Designer

(Table 4: Iteration Prototype)

meeting & value of C.E.
section



References — Page 12

4 Results

4.1 Sub-Question 1: Business Model & Value Proposition
Adaptation — Stakeholder Alignment

At the heart of any business model is the value proposition, and therefore the
needs and pains of the customers, solved by the business. This need also
requires an adjustment when transforming a business. The key lesson from
the discussions with the experts is the central role of the end user and their
desire for a VP that promises higher value (Interview Expert 1;2;3;4;5, 2020).
Today it is a matter of developing purpose-driven value propositions, which
would be possible if the concept of circular economy was slowly implemented
within a linear business model (Interview Expert 1, 2020). This can only be
achieved if the interrelationships and the ecosystem of a company are fully
understood (Interview Expert 1;2;3;4;5, 2020). This, in turn, needs to be
brought together with the concept of the C.E. within the current business
model and value proposition and is therefore looking for ways to align it with
all stakeholders included (Interview Expert 2, 2020).

Experts have also confirmed that such a transformation must be a slow ad-
aptation process, in which piece by piece the BMs and thus the VP will be
expanded (Interview Expert 1;2;3;4;5, 2020). After all, the end user of a linear
co-working space pays for the best existing, functioning service that answers
their needs and values (Customer 1;2;3;4;5 and Co-Working Space, 2020).
Thus, another problem is the access to circular principles in various industries
for companies, also proven by the research of the client, Evert-dan Velzing
(Velzing et al., 2019). It is important to note that the adaptability of the con-
cepts is still difficult to transfer and individual solutions have to be found from
one company to another company and their customers.

Another very important outcome and aspect is that the Co-Working Space
asked correctly, why should they change at all (Co-Working space, 2020)?
And that must be guaranteed. The right mindset is one very significant part,
but if you're not offered anything in return, it's hard for companies to change
their business models, which do work. There are three things that are very
important for this, it must be understood why it is so important to change and
that becoming more sustainable is important: politically, economically and/or
socially. And this is one of the biggest burdens to carry right now, because if
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there is no need to change for the CWS, then it needs at least nudges in order
to really understand the value of the Circular Economy for one’s business (In-
terview Expert 2, 2020).

4.2 Sub-Question 2: The Customer and the Value Proposition

One strategy, also proven in some of the conducted interviews is, if the cus-
tomer is seen as a stakeholder of a CWS (Interview Expert 2,2020) because
they are the centerpiece of it. They do not only buy the product, no, they
actually live off the service and are a major part in co-creating the environment.
Therefore, the awareness and education must increase, not only in the com-
pany but also inside the customer. The mindset of today's customer is already
changing strongly, an important milestone towards sustainability has already
been reached, companies can see that and the general pressure is increasing
(Interview Expert 1, 2020). However, the users of the spaces that have been
talked to say, if there was a corresponding offer of more sustainable spaces,
they would also be willing to pay more, because they see the value in it and
would like to promote it (Co-working customer 1,2,3,4,5 2020). Nevertheless,
it is about building services and products around them, creating the best ex-
perience possible (McKinsey, 2017). And the main focus of the design pro-
cess is on building products and services for the customer, which is the de-
riving opportunity from it and proven by the experts.

But at the same time, it is not about imposing the principles of the circular
economy on a company and their customers with a 180-degree turn (Inter-
view Expert 1;5, 2020), but rather about dealing with the core business, taking
the company in its current state, analyzing and understanding it. The BM and
VP should be examined for their heart and soul and then can be transformed
in combination with design principles (Expert 2, 2020), aligned with the un-
derstanding and analysis of the stakeholder and customer of the CWS.

4.3 Sub-Question 3: Design Methods and Processes driving
Innovation and Transformation

The Design principles generally include: Understanding, analyzing, creating,
building, testing, implementing and using it (Kumar, 2012).

Experts have slightly different opinions of the process and how it looks like,
but the insights clearly show that it is about designing for the human, building
hypotheses and testing them before implementing pilots. Therefore, the gen-
eral approach of designing for the CE, invented by the Ellen MacArthur
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Foundation could be changed towards not only designing for the circular
economy but especially for the end user of the products and services (Expert
1;2;3;4;5, 2020). This is currently one of the problems, as also confirmed in
the literature research several times. If the CE would include in their design
more of the user perspective it would broaden the field of adaptation (Loft-
house and Prendeville 2018).

Own experiences in the iteration phase of the prototype with the experts con-
firmed that following the design process when developing such a prototype,
it helps to receive instant feedback, because more perspectives are neces-
sary (Iteration Number 1;2;3;4, 2020).

To sum up with a synthesis of the research procedure, it can be said that a
clear strategy is necessary, which can be built and driven by the design pro-
cess in order to gain a deep understanding of the stakeholder, especially cus-
tomers. As well as the understanding of the business and its BM(s) is neces-
sary. It further needs to be clear why the BM(s) and VP will change, therefore
the need of the CE is clearly communicated and opportunities gathered. Then
the newly developed hypothesis and concepts need to be tested and iterated
before being implemented.

More results of what has been found have been tackled in the prototype in the form of a playbook.
It includes a clear strategy on how to assess all the findings and on creating a value for the co-
working space when transforming towards the CE. Moreover, please find table number one in
the research procedure to receive more information on insights per interviewee if necessary.
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5 Conclusion

5.1Results

All the findings throughout the entire process of the thesis suggest that a deep
understanding of the user needs to be developed in such a transformation,
because they can directly and indirectly drive and change businesses, their
models and success. In addition, the company has to be taken slowly on the
journey in order to convey the benefits and values that arise from such a trans-
formation from linear to circular. It is not a matter of coercion, but rather of
establishing a new value proposition and business model in the long term,
which targets the values, pain and desires of the customer and above all in-
tegrates a holistic and larger purpose.

It is about communicating the circular economy and its concept more strongly
to the individual company with the right design approach for the implementa-
tion of the concept. However, this can only succeed if the customers and all
stakeholders are picked up, only then the company creates true value for all
parties involved.

5.1 The Prototype

Therefore, the prototype in the form of a playbook/ guide aims to take the
customer and the company on this journey, understanding all stakeholder in-
cluded, using a collaborative environment grounded in the design principles
while tackling the needs and pains of all: the CWS, their customer, all stake-
holder included while communicating the value of CE.
The researcher of the thesis built a project approach and transition plan ac-
cording to the design principles and divided it into 3 phases.

[t therefore outlines a complete plan, but only deeply emphasizes on the first
phase. The first phase contains multiple actions and ground strategy which
include an

1. The exploration of the Business Model and Value Proposition

2. Avresearch plan considering stakeholder (internal) , customer, the market

& topic
3. The value of the CE for the business
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The client is able to take that approach to a customer and use the play book
when approaching them for a transformation towards the CE.

Purpose of the Playbock

THE PURPOSE OF
THE PLAYBOOK

WHY HOW

Helping the client and co-working space understanding all Itis a how-to-guide to get started into  transformation
stakeholder included in the business, the value of CE. for the process that is primarily focused on the staksholder and
co-working space and building the start for the transformation especially on the consumer of the co-working space

of the space which is well founded in research and tools build The Key Stakeholder (Owner) needs to be committed to
upon design principles of Understanding, analyzing, creating, transforming the business towards the Circular Economy
building, testing, implementing and using. The playbook is well grounded in literature, design as

This playbook is the kick-off for a transition and builds the solution for problem definition and driving innovation, expert
foundation on combining the business, their customer and the opinions

concept of Circular Economy in order to be able to adapt the
current Business Model

'WHAT

1 General Overview of such a project plan

2 Main focus: Phase 1( Research / Understand / Analyse)

3 Outlook: Further Development for next phases and where to
goto

(Image 4: Purpose of the Playbook)

5.1 Recommendation and Limitations

Further, within phase two and three, hypotheses and concepts, deriving from
the last workshop of phase ong, for the transformation process could be de-
veloped avoiding exactly what the experts and literature suggest, a 180 de-
gree turn without involving the customer. When these concepts are finally val-
idated in phase three, they can be integrated into the company as pilots.
This long-term process ensures that the implementation works without losing
sight of anything and can be successful drivers when turning linear to circular
in regards to the BM and VP. Further, the client can not only use the Playbook
in cooperation with a co-working space, but also with any other business that
drives for becoming circular.

Due to the time limits of the thesis, the exact planning of the Black Box Work-
shop as final part of phase one was not possible and would be the first rec-
ommendation to finish, such as a detailing phase two and three.
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Black Box Workshop (Final step of phase 1)

Finishing the Playbook (Phase 2 & Phase 3)

Building Phase 2 (After phase 1 has been finished)

Building Phase 3 (After phase 2 was created)
(Table 5: List of Recommendation)

PROJECT APPROACH

What to do In each phase on the way of transitioning towards the Circular Economy

You will need a holistic unders-

tanding of user groups, whose

needs and conditions are most
important.

In a scalable project approach
You need to develop a com-
prehensive understanding of

the user groups to be conside-

red, their needs and expectati-
ons and the space which they
are using with all ts features.

Extended pool of methods
with relevant and adaptable
concepts - prototyped and va-
Iidated The iterative develop-
ment of concepts involving
users and all cther staksholder
included to ensure relevance
and feasibilty. Gained insights
and ideas as stimuli, Establish-
ment of a pool with applicable
concepts & solutions.

Concepts are being taken and
sustainably implemented and

tested in this phase. The scala-
bility is provided and the out-
come should be clear. In the

end the concept is a validated
output of the whole transition
process and can be used by

the businesa.

(Image 5: Playbook Project Approach)

Additionally, the research group made it possible to merge their insights and findings in an ap-
proach that follows a process in order for a business to become circular.

Please note that this website is not my prototype, just a link of the research group to show the
interconnection of our insights and prototypes.
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ARRIER

CIRCULAR
MATCHMAKING

(Image 7: Research Group — Overall Prototype Approach)
Link: https://appelmalou.wixsite.com/circulartransitions
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A1: The Final Playbook Prototype
(https://drive.google.com/drive/fold-
ers/1fHDleaZsidKMOxaoCLNa7g0pwz_Bc1MM?usp=sharing)



TRANSITION
DESIGN
PLAYBOOK

A Guide designed for Businesses that want to
become circular based on the Principles of Design




n G E N D n Purpose of the Playbook

Project Plan & Project Approach
Deep Dives Phase 1

Phase 1 Overview

Deep Dive - Phase 1/ Part 1
Setting the Scene Meeting
Deep Dive - Phase 1/ Part 2
Research of all Stakeholder
Deep Dive - Phase 1/ Part 3

Understanding the Value of the
Circular Economy

Deep Dive - Phase 1/ Part 4
Insight Analysis

Outlook

Deep Dive - Phase 1/ Part 5
Black Box Workshop
Phase 2 & 3




DISCLAIMER

The Content published in this Prototype Playbook is tailored and
owned by Lisa-Marie Moellmann. The Use of the Content has to
be communicated and can't be published without her Consent.

This Prototype Playbook is only for the private Use of the Client
and can't be copied without Lisa-Marie Moellmann's Consent.

The Images are mostly retrieved from unsplash.com or by other

Websites linked and are owned by different People.




Purpose of the Playbook

THE PURPOSE OF
THE PLAYBOOK

WHY

Helping the client and co-working space understanding all
stakeholder included in the business, the value of CE. for the
co-working space and building the start for the transformation
of the space which is well founded in research and tools build
upon design principles of understanding, analyzing, creating,
building, testing, implementing and using.

This playbook is the kick-off for a transition and builds the
foundation on combining the business, their customer and the
concept of Circular Economy in order to be able to adapt the
current Business Model

HOW

It is a how-to-guide to get started into a transformation
process that is primarily focused on the stakeholder and
especially on the consumer of the co-working space

The Key Stakeholder (Owner) needs to be committed to
transforming the business towards the Circular Economy
The playbook is well grounded in literature, design as a
solution for problem definition and driving innovation, expert
opinions

WHAT

General Overview of such a project plan

Main focus: Phase 1 ( Research / Understand / Analyse)
Outlook: Further Development for next phases and where to
go to



Purpose of the Playbook

THE PLAYBOOK

The task of the Playbook is to transform a linear CWS towards the circular economy, but not to lose
sight of the user and other stakeholders when the current business model is being adapted.

The main focus is the combination of the three overarching concepts. Collaborating throughout the
design process and developing a new value-driven purpose.

CO-WORKING SPACES CUSTOMER

O Government

Corporates

o

Investor

Owner

CIRCULAR ECONOMY




PROJECT PLAN

You can follow the framework of the project plan with its over-
laying design process throughout every step of transitioning a
business towards the Circular Economy, which means implemen-
ting any kind of circular principle.

This How-to-guide here gives you the starting point on how to
align the stakeholder and finding with them included a feasible
approach on how to transform the current business model and
value proposition, while understanding the urgency and value of
the Circular Economy.

The Project Plan is split up in 3 Phases. The first phase, which
is the main part of the playbook, is to understand the current
business model and value proposition, the current ecosystem of
the co-working space, creating a project plan, understanding

the value of the Circular Economy, understanding all stakeholder
and finally creating together a plan of transition, which can be
conceptualized, tested and validated in phase 2 and 3.




PHASE 1

Research
Understand
Analyse

You will need a holistic unders-

tanding of user groups, whose

needs and conditions are most
important.

In a scalable project approach
you need to develop a com-
prehensive understanding of

the user groups to be conside-

red, their needs and expectati-
ons and the space which they
are using with all its features.

PROJECT APPROACH

What to do in each phase on the way of transitioning towards the Circular Economy

PHASE 2

Ideate

Create

Extended pool of methods
with relevant and adaptable
concepts - prototyped and va-
lidated. The iterative develop-
ment of concepts involving
users and all other stakeholder
included to ensure relevance
and feasibility. Gained insights
and ideas as stimuli. Establish-
ment of a pool with applicable
concepts & solutions.

PHASE 3

Test
lterate
Implement

Concepts are being taken,
sustainably implemented and
tested in this phase. The scala-
bility is provided and the out-
come should be clear. In the
end the concept is a validated
output of the whole transition
process and can be used by
the business.



PROJECT PLAN

A How-to-Guide towards the Circular Economy based on the design process

Research
Understand
Analyse

Test e CIRCULQR

Iterate

ECONOMY

Ideate
Create



PROJECT PLAN:

RESEARCH, UNDERSTAND & ANALYSE

A How-to-Guide towards the Circular Economy based on the design process

WEEK

e
-

1 Setting the Scene
Kick-off Meeting with
Client & Co-Working
Space

2

Understanding

the Customer & the
Stakeholder
Research of different
Stakeholder

Understanding the
Value of Circular
Economy

4 Insight Analysis of
1/2/3

5 Black Box Workshop
for the further process
of Transformation




PROJECT PLAN:
IDEATE & CREATE

A How-to-Guide towards the Circular Economy based on the design process

WEEK
-_—0 [ ] >
1 Synthesis Black Box 3 Prototyping & 1st 4 Detailing Prototyping

Workshop Yalidaiidation

Sythesis

2 Concept Production Research: Fresh Up




PROJECT PLAN: Y
TEST & ITERATE -

A How-to-Guide towards the Circular Economy based on the design process

WEEK
1 Concrete & Detailing 2 Pilot Development 1 Concrete & Detailing 2 Pilot Development

the Concept the Concept

3 Launch Preparation &
Skaling



DEEP DIVE

Phase 1



A How-to-Guide towards the Circular Economy based on the design process

PROJECT PLAN: UNDERSTAND PHASE C

WEEK
—_— o >
1 Setting the Scene 2 Understanding 4 Insight Analysis of 5 Black Box Workshop
Kick-off Meeting with the Customer & the 1/72/3 for the further process
Client & Co-Working Stakeholder of Transformation
Nelelel Research of different
Stakeholder

3 Understanding the J

Value of Circular
Economy



ACTION PLAN
FOR PHASE 1

Settling the Scene Meeting: You will follow the main kick-off
meeting, which will be introduced in the following, in which
you settle in together with the co-working space, understand
their current business model & value proposition, the stake-
holder map and their eco-system and create a research
plan with them together

Stakeholder Research: Secondly you will go in the research,
you need to understand all stakeholder and the connection
of them, a detailed research plan needs to be implemented
and executed in order to understand who will need to be
included in the whole process of transformation

The Value of the C.E. for you: Understanding the Value of
CE. preparing for the Black Box Workshop, this part will be

the centerpiece of the Black Box workshop & needs to be
aligned with the space & insights of the stakeholder research

Insight Analysis: Everything important, the key takeaways
from the previous three steps need to be analysed & prepa-
red for the Black Box workshop in order to build valid hypo-
thesis & concepts that can be tested in the upcoming phases

Black Box Workshop: The workshop in which the outcome of
the previous parts will be presented, worked on & concepts
for the actual implementation settles, working groups are
being built and a real plan on how to adapt the business
model and value proposition




Deep Dive - Phase 1- Part 1- Setting the Scene Meeting

DEEP DIVE

PHASE 1 PART 1

Setting the Scene
Meeting



PRECONDITIONS

The onboarding in the circular economy and the
intrinsic motivation of the co-working phase to
transform has already been done and the co-wor-
king space is ready to transform mindset wise

The general understanding that a transition is a
long process and that the Business Model and the
Value Proposition will change in schedule which is
step-by-step planned

The co-working space needs to be active mem-
ber of change and willing to communicate clearly
across all level and the whole business and stake-
holder

The co-working space needs to be aware of on-
boarding all stakeholder and that all stakeholder
need to be researched



WHY - HOW - WHAT

©

WHY HOW

A meeting + defined ob jective/

Taking the co-working space
outcome/output

on their transformation jour-

ney, while understanding their
current business model and

value proposition, together we
are setting the scene and it is

clear that there is a long jour-
ney for them ahead, in which

they will transform

WHAT

Methods and Tools needed for
the meeting



Deep Dive - Phase 1- Part 1 Setting the Scene Meeting




OBJECTIVE - OUTCOME - OUTPUT

The importance of the combination when implementing the Circular Economy principles
and concept is understood: Co-working space and its business model + their customers +
the CE.

OBJECTIVE OUTCOME

1 Get to know the space + their BM / current VP 1 Understanding of the BM and VP

Understanding the process of transformation 2 A detailed Project Plan -> Outlook on the who-
3 Making a research plan to understand stake- le transition
holder and users involved in the Co-Working 3 Stakeholder & user overview + research plan
Space 4 Understanding what input is heeded for the
4 Settling a date for the Black Box Workshop Black Box Workshop

OUTPUT

BMC and VPC filled out

The Project Plan filled in, tailored for the co-
working space and a clear timeline for deliver-
ables and milestones

Stakeholder Map & Eco-system overview of the
co-working space

Clear Vision of the Black-Box Workshop and
what needs to be done until the date (Re-
search, Value of CE. etc)



Aligning operations and organization with strategy Andrew Campbell

Mikel Gutierrez
OPERATING =

MODEL CAINIVA!

The Value Proposition Canvas - The Business Model Canvas """

value propositon

OPERATING MODEL CANVAS @

Understanding the current system of the
co-working space and how it is operating

STAKEHOLDER MAPPING @

Which stakeholder are involved in the space, what
are their values, how should they be mapped and
prioritized.

YALUE PROPOSITION CANVAS @ BUSINESS MODEL CANVAS
Understanding the stakeholder and their Grasping the complexity of the co-working
pains & needs space and how it delivers value to the

stakeholder currently

ECO-SYSTEM OVERVIEW @

Understanding how the co-working space is inter-
connected and which are the ways of communica-
tion and dependencies


https://www.amazon.com/Operating-Model-Canvas-Haren-Publishing/dp/9401800715
https://miro.com/blog/stakeholder-mapping/
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.macadamian.com/learn/creating-ecosystem-maps-prioritize-product-investment/
https://www.strategyzer.com/canvas/business-model-canvas

Deep Dive - Phase 1 Part 2 - Research of all Stakeholder

DEEP DIVE

PHASE 1 PART 2

Research Of
All Stakeholder



PRECONDITIONS

Stakeholder Map and Ecosystem, Value Proposi- A research plan has been settled and it is clearly
tion Canvas, Business Model Canvas are filled in structured timing wise
and understood

It is clear that this phase takes some time and
planning and that important stakeholder of the
co-working space need to be involved



WHY - HOW -

©

WHY

Creating awareness for the
understanding that all stake-
holder need to be included in
such a transformation and on
how to actually do it. Unders-
tanding the customer and their
current needs and pains which
needs to be next to the con-
cept of the Circular Economy
the center of everything. RAlign-
ment of stakeholder with the
co-working space, the value
of Circular Economy and their

own needs and pains.

WHAT

HOW

Research phase which will be
detailed planned throughout
the kick-off meeting and then

executed afterwards

WHAT

Methods + Tools used

throughout the research
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Deep Dive - Phase 1 Part 2 - Research of all Stakeholder




OBJECTIVE - OUTCOME - OUTPUT

A detailed research plan is what's needed here, including the right methods, tools and
approaches. These need to be tailored to the individual co-working space

OBJECTIVE

1 Stakeholder Mapping

2 Tailored Research plan

3 Doing the Research accordingly
4 Analysing the Information

OUTCOME

1  Overview of all stakeholder included and their
importance for the space
A guide on how to conduct the research

3 Finding insights that help the process of trans-
formation because the stakeholder become
actual faces

4 Preparation for the insight analysis phase

OUTPUT

1 In-depth stakeholder map that displays all
stakeholder more detailed

2 A clear panning, when, what, how research will
be done

3 Interviews, Maps etc. tools to fill in the research

4 Screening of the information gathered and
what is needed for the insight analysis phase



WHY IS THIS SO IMPORTANT?

USER GROUPS

To carry out research activities in a targeted
manner, you need to work out a behaviour-
based model for segmentation of existing and
future users - entrepreneurs, cooperates, freelan-
cer etc. Existing (quantitative) information sources
within the co-working space or in the further
environment are identified for this purpose and
and serve as a starting point for the development
of an initial hypothesis, which in the course of the
research activities is refined.

Also you need to work out a basic structure for the
development of a holistic overview of the locally to
be included stakeholders and potential partners.

INTERNAL RESEARCH ACTIVITIES &
STAKEHOLDER ANALYSIS

In terms of efficiency and scalability | highly
recommend one at the beginning focused
approach in form of Phase 1, in understanding
the need of CE, all stakeholder included and the
space itself.

This allows you a deep understanding through
qualitative research activities and at the same time
the value of the Circular Economy for your busi-

ness.

Besides insights into user needs as well as the co-
working employees, the supply chain and focus on
business partners (investors e.g.) - in the co-working
space itself and in the wider environment will be
understood and analysed.

MARKET/TOPIC ANALYSIS &
RESEARCH SYNTHESIS

In parallel with the actions aimed at users and
stakeholders focused research activities, you need
to develop an understanding of the market and
the topic itself, which is an important aspect
regarding feasibility of future concepts. Rll know-
ledge gained will be and for the next project pha-
se provided. Your focus is on a comprehensive and
traceable presentation of topic specific insights
and the identification of initial commonalities.



Deep Dive - Phase 1 Part 2 - Research of all Stakeholder
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Deep Dive - Phase 1 Part 2 - Research of all Stakeholder
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Deep Dive - Phase 1 Part 3 - Understanding the Value of the Circular Economy

DEEP DIVE

PHASE 1- PART 3

Understanding the Value of
the Circular Economy



PRECONDITIONS

Intrinsic motivation towards transitioning towards
the concept of the Circular Economy by the co-
working space

Topic and Market research was done in the
Research Phase

The importance of the combination when im-
plementing the Circular Economy principles and
concept is understood: Co-working space and its
business model + their customers + the CE. need
to be combined



WHY - HOW - WHAT

©

WHY

Asking the right question +
understanding the value of the
Circular Economy and how
they can actually transform
towards becoming circular.
Ready to be combined with
the needs and pains of the
customer.

HOW

Needs to be prepared before
the Black Box Workshop, based
on the information gathered
from the kick-off meeting and
further market/ topic research

WHAT

A clear vision and understan-
ding of the value of CE. for
the co-working space through
different tools and methods as
a centerpiece of the Black Box
Workshop
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OBJECTIVE - OUTCOME - OUTPUT

Understanding the value of the Circular Economy and why it is more than smart to be
one of the first movers. Adapting the Business Model and Value Proposition sounds bigger

than it is and that implementing such an economic system in nudges will be more acces-

sible than thought, also without changing completely the revenue streams

OBJECTIVE

1 Understanding the Value of CE. for
Co-Working space
Topic understanding & Use Case developing

3  Opportunity Mapping for the Value Proposition
and the Business Model with tools

4 A visionary plan

OUTCOME

1  Why is it important to become circular and
implement circular principles in the Business
Model

2 A vision of a circular future

3 Where can the BM and the VP being adapted
with the help of tools

4L Project plan for the Value of CEE.

OUTPUT

Finding answers to the tool: Asking the
right question + using the BMC of Ellen
MacRArthur x IDEO

1 Agnes Value Proposition Tool + Statement
for Intent

2 Nudge Theory for the process + Design Guide
of IDEO x Ellen MacRArthur

3 Action Plan + Workshop preparation
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https://www.businessballs.com/improving-workplace-performance/nudge-theory/
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https://www.ellenmacarthurfoundation.org/explore/circular-design
https://www.ellenmacarthurfoundation.org/assets/downloads/V2-CEinaction-_Activity09-guidance-14.12.17.pdf
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DEEP DIVE

PHASE 1 PART 4

Insight Analysis



PRECONDITIONS

Data needs to be already gathered from part 1,2,3 Tools from previous section need to be filled in
in order to analyse the insights for the Black Box or at least have an idea for the input/ content in
Workshop order to find out which make the most sense



©

WHY

Being able to understand
what the data gathered in the
previous parts is necessary key
point for the Black Box Work-
shop and the whole outcome
of the transformation. There-
fore this phase is very crucial
for the further progress of the
process. Only if the generated
information of Space + Cus-
tomer + CE. is visualized and
understood it can go further.

WHY - HOW - WHAT

HOW

Part of the Preparation for the
Black Box Workshop

WHAT

Tools that help displaying the
gathered insights
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OBJECTIVE - OUTCOME - OUTPUT

Insight analysis and synthesis. The results of different parts of phase 1 are being sorted
and clustered, ready for the Black Box Workshop.

OBJECTIVE OUTCOME

1 Understanding the as-is-analysis of the 1 Analysis and synthesis of information,
co-working space insights, needs and identified problems

2 Understanding the research phase: 2 Creation of specific customer journeys
Stakeholder, topic, market, internal 3 Analysis and synthesis of comprehensive

3 Understanding the individual value of the needs, requirements, problems
Circular Economy for the co-working space 4 Develop relevant solution areas (Opportunity

Areas)

S Collaborative Workshop for Discussion of
the results

OUTPUT

User archetypes (Personas)

Identified patterns of over-grabbing user
needs and problems, including prioritization,
Concrete defined and formulated user needs
that are directly related to the following
development phases are included

Summary presentation, relevant for co-working
space

Recommendation for action with regard to
relevant measures and next steps (Black Box
Workshop & Phase 2, 3)



PERSONAS

Potential existing and future user of the
co-working space

Baster; Courage; Caine. Understanding You User -
A practical guide to user research methods. 2015.

Kumar, Vijay. 101 Design Methods: A Structured
Approach for Driving Innovation in Your Organiza-
tion - October 9, 2012

CUSTOMER JOURNEYS

OPPORTUNITY MAP
Deriving from the BM analysis before, market
research & VP

USER ARCHETYPES
Kumair, Vijay. 101 Design Methods: A Structured

Approach for Driving Innovation in Your Organiza-
tion - October 9, 2012

-

STAKEHOLDER MAPPING @

Which stakeholder are involved in the space, what
are their values, how should they be mapped and
prioritized


https://miro.com/blog/stakeholder-mapping/
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OUTLOOK

PHASE 1- PART 5

Black Box
Workshop



PRECONDITIONS

Phase 1, Parts 1-4 have been successfully Stakeholder such as: The space itself, Employees,
completed and the Black Box Workshop can be Customers, Investors, Partner and Supplier are
prepared on the basis of the Insight Analysis part ready to co-create and have the mindset for

change
Ready for a workshop that might take up to There is an existing understanding for the BM of
3 days the CWS, the VP for different customer segments,

the value of the CE for the space and its opportu-
nities



BLACK BOX WORKSHOP:

CLIENT & CO-WORKING SPACE/BUSINESS

The co-creation workshop of all stakeholder of the co-working space and the client and
if necessary support by designers (service, business etc)

OBJECTIVE OUTCOME
1 Talking about and analysing insights 1 Insights being formulated in hypothesis and
2 Building hypothesis and experiments to test & ideas
validate them in phase 2 2 Hypothesis cluster and deriving concepts
3 Concluding and further process of the trans- 3 Plan of testing and for phase 2

formation (detailed planning for phase 2
and 3)

OUTPUT

1 Clear Hypothesis of insights
Established experiments around the hypothesis
3 Plan of Action for the change of the BM and
how to test and validate the concepts



HOW TO CONCEPT SPRINT

O Setting the
Scene

Get to know each other
Warm up

4 Voting and getting a
clear vision

Inspirational &
Information Input

Especially from Part 4:

Insight Analysis

First Concepts &
Hypothesis

2 Sprint 1

Ideas

Together they need to
develop ideas

First Concepts &
Hypothesis

3

7

Presentation of
Ideas

Feedback + Prep
next sprint



FOR FURTHER IMPLEMENTATION

Every concept/ valid hypothesis that comes out of the

Black Box Workshop will go in Phase 2 & 3.



PROJECT PLAN: CREATE PHASE

A How-to-Guide towards the Circular Economy based on the design process

WEEK
-_—0 [ ] >
1 Synthesis Black Box 3 Prototyping & 1st 4 Detailing Prototyping

Workshop Yalidaiidation

Research: Fresh Up Sythesis

2 Concept Production




PROJECT PLAN: TEST & ITERATE C

A How-to-Guide towards the Circular Economy based on the design process

WEEK
1 Concrete & Detailing 2 Pilot Development 1 Concrete & Detailing 2 Pilot Development

the Concept the Concept

3 Launch Preparation &
Skaling






A2: Research Procedure & Prototype Iterations Presentation
(https://drive.google.com/file/d/1VYKNvObo1wWNg9lke-
hflwgS4xptVcCL/view?usp=sharing)

CIRCULAR BUSINESS MODELS

PROTOTYPE
PLAYBOOK

THE RESEARCH PROCEDURE

Presented by Lisa-Marie Molimann 41676208

DATA GATHERING

RESEARCH PROCEDURE

PROTOTYPE
ITERATION #1

ITERATION

............... 6 and tested by experts.

PROTOTYPE

PROTOTYPE
ITERATION #2 ITERATION #3

! PROTOTYPE
. PROTOTYPE
[ <-=s  ITERATION #4 ITERATION #5

PROTOYPLE PLAYBOOK



A3: Data Analysis Expert Interviews
(https://drive.google.com/file/d/11DYu5KA2i49gQeUq-CtCDICNpFgWxmJ-

/view?usp=sharing)
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Codebook:

(https://docs.google.com/document/d/1Jg6b-

p1d124VWaEYESPM2Nug5bVEIZGGHOINdEKLy8aQ/edit?usp=sharing)
Data Analysis

Categories

Business Model

2. Value Proposition
3. Transformation
4 Process
5. Design Process/ Methods
6. Mostimportant insight
7. Disablers
Codes:
Busine
Codes/ Synt
Need for change. need for improvement
Framework for all stakehoider to handle expectationh
Exploring Opportunities, bulding hypothesis and testAvalidate them
Value Proposition
Codes/ Synthesis:
Only with user research
Purpose driven value propositions.
Needs and Pains of the stakehoider

Expansion not change
Core of the BM
Opportunity area

Transformation
Codesf Synthe

The awareness & mindset & urgency
The tools & methods (Design/ BMC/ VPC)
Strategy grounded in Design process

Test hypothesis / concepts

4 Process

Codes/ Synthesis
Aclear reasor
Including all stakeholder (benefit
Clear communication
Participation of stakehoider

change (motivations)
pains needs)

S Design Process/Methods

Codes/ Synthesis

jon: stakeholder, customer, value

6 Mostimportant insight
Codes/Synthesis

Have a strategy

Know your stakeholder

r needs, pains et
Participation of the whole ecosystem

VP to purpose driven VP

Design Process Research, Ideate, Create, Validate, Iterate. Implement
The urgency Jvalue of change & cloar

Codes/ Synthess

Lacking communication
Transparency

Missing Strategy



A4: Data Analysis Co-Working Customer
(https://docs.google.com/spreadsheets/d/135FROjIULTPI-

OsC4hT5 vpZ8FFEPB8KKMI4XzF841u0/edit?usp=sharing)
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Codebook:

(https://docs.google.com/document/d/1Jg6b-
p1d124VWaEYESPM2Nug5VEIZGGHOINdEKLy8aQ/edit?usp=sharing)




Data Analysis

Categories:

Pains.
Needs

Features Co-working Space
Further values

Co-Working Space

Sustainability

Sustainable Space/ Circular Space

NonAWN

Codes

1. Pains
- Noisy

Messy
- Equipment (devices, material)

Synthesis:
- Individual Pains
- Accessibility

2. Needs
- Community / Inspiration
- Pricing

Synthesis:
- Individual Needs
- Community

3. Features Co-working Space
- Community
- Space/Desks

Synthesis:
- Pricing (not everyone)
- Community
- Network
- Good Environment

4. Wished Further values
- Technical Equipment
Synthesis:
- Better Pricing for small offices
- More sustainability

5. Co Space
- Place/ Location

- Community/Network
= Interior

Synthesis:
- CWS = perfect place for more innovation

6. Sustainability
- Important
- Saving the planet
Synthesis:
- Everyone interested
- Isvalue

7. Sustainable Space/ Circular Space

- Missing offer
- Opportunities
Synthesis:
- Nooffers

- Would all like to take a look

A5: Integrated Design Workshop CWS
(https://drive.google.com/drive/fold-
ers/14BwosVilds9WDp22Id5gtbst4ysalnrl?usp=sharing




AB: Prototype Number 4 & 5
(https://drive.google.com/drive/folders/1IxF1dkQUtdQ8rQ8HQt-

GRUw1REf7GI03c?usp=sharing)
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A7: Images Research Documentation
(https://drive.google.com/drive/folders/1VJRKUUC3VmMM9j_qgzVilZzwMF-

tM9OqT9?usp=sharing)
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