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Circular Economy

$4.5 trillion size of prize through …



Creating sustainable value & outperforming markets remains 

challenging across industries & geographies…

Shifting patterns of growth 

in emerging economies
By 2025, cities in emerging economies 

projected to deliver nearly half of 

global GDP growth

Volatile and constrained 

resources driving supply risks
For every 1% of GDP growth, commodity 

prices rose 2%

Regulations changing the 

rules of the game
a carbon cost of close to 30 USD/ton 

approx. 5% of combined S&P 500 

EBITDA would be at risk

Demanding customers

empowered on their own terms
By 2016, 2B consumers worldwide will have 

smartphones

Demographic changes and 

workforce of the future 
Human capital #1 topic on list of CEO 

challenges globally

GROWTH MORE CHALLENGING

Volatility

Uncertainty

Complexity

Ambiguity



These forces driving change are further exacerbated by 

environmental & social issues

Natural Resource

Complexity and

Environmental Constraints 

Societal Pressure for 

Transparency

Expectations for Digital 

Responsibility

Customers & citizens 

demanding positive

impact from companies

Targets 100% sustainable 

sourcing by 2020

In 2011, H&M saw first-

quarter net profits drop 30 

percent largely because of 

soaring cotton prices 

Customer data breach cost 

$148m

Local sourcing in E. Africa 

doubled local farmers’ income

Demanding 
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Demographic 

change

Changing 
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Supply 

risks

Emerging 

market growth



Companies that understand sustainability can drive 

profitable and long-term growth

• Circular business models

• Premiumisation through 

certification and standards

• Access to new and 

stakeholder-sensitive 

markets

• Energy and water 

efficiency 

• Reducing raw material 

losses

• Re-routing waste streams 

to by-products and energy

• Brand equity through 

meeting stakeholder 

expectations

• Consumer confidence in 

data management 

• Attract the best talent 

through responsibility

• Consumer loyalty from 

meeting personal values

• Track and trace product 

provenance

• Manage ethical and supply 

chain risks like child labour

• Mitigate climate & political 

risks
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The link between economic development and resource use is 

strong
Log plot of Resource use and Economic development (2010, 166 countries)1

1 SERI and Dittrich, M. (2014). Global Material Flow Database, World Bank (2014) GDP per capita in current US$ (outliers Mongolia & Bahamas removed)
2 OECD Development Centre, Working Paper No. 285, The Emerging Middle Class in Developing Countries



A 4-dimensional view on waste is required to see the real 

potential



Accenture and WEF Young Global Leaders have studied 120 

successful circular pioneers

50Executive 

Interviews

120Case

Studies



A 4-dimensional view on waste is required to see the real 

potential….$4.5 trillion in value 



Our research identified 5 circular economy business models

Circular Supply-Chain

Recovery & Recycling

Product Life-Extension

Sharing Platform

Product as a Service

Path

Direction> > > >



Circular Economy 10 enabling technologies

Digital

Enabling entirely new ways to 

access and understand 

product use-phase and aid 

customers in use efficiency

Hybrid

Enabling moving physical 

objects back and forth from 

value chains with digital 

services to drive down cost

Engineering

Enabling production and 

supply of new types of 

resources as well as new 

product designs to use them

1 Ingrid Pan, ‘Uber’s Breakneck Growth: How the Company Grows and Makes Money’, YAHOO!Finance, June 23, 2014.
2 Barry Levine, ‘Verizon plans to create a sharing platform for virtually anything – not just cars’, Venture Beat, September 8, 2014, 

3 Cisco, ‘Corporate Social Responsibility Report’, 2013, accessed November 24, 2014.

Social

Mobile

M2M 
Communication

Cloud

Analytics

3D Printing

Recycling

Trace and return 

systems 

Modular design 

technology 

Life & Material 

sciences

Cisco
$400m refurbished 

equipment take back 

and remarketing 3

Google
380m supporters for 

$50 modular handset to 

be released in 2015

Uber
$40bn taxi company 

in 45 countries with 

zero cars 1

Verizon
Launching a share anything 

platform starting with cars 2



Leading adopters experiment with 5 new business capabilities

Circular Economy capability shifts

• Mastering circular networks

• Designing for many lifecycles 

and users

• Cascading resources

• Engaging customers through 

lifecycle

• Creating value from take-back



Improving a global consumer goods company through circular 
economy: ‘License to Operate & Grow’

We identified a direct potential of up to €40m and to cover 20% of current 

material use with secondary sources

Case 1



How Vodafone is using sustainability challenges as an opportunity 
for growth in new markets for digital products & services 

We identified $28bn in potential new revenues across 30 opportunities, as well 

as significant outcomes for society

Case 2



Circular Economy

Five questions to get you started:

• What are the risk and opportunities of moving to a Circular Economy?

• What is the core value we deliver to customers?

• How can digital and other technologies deliver this value in new ways?

• What new capabilities are needed to turn the value chain circular?

• How do we time action to capture low hanging fruit and long term disruption?

$4.5 trillion size of prize through …
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For more information:

Kevin Eckerle

Accenture Senior Manager, 

US Circular Economy Lead 

kevin.p.eckerle@accenture.com

Jessica Long

Accenture Managing Director, 

North America Strategy & Sustainability Lead 

jessica.l.long@accenture.com

www.accenture.com/wastetowealth
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