
Is there demand for circular products? 

Knowing if customers will respond positively to circular economy could encourage companies to 

move towards the adoption of circular business models. We therefore carried out an experiment to 

test how customers might respond to circular products and estimate the demand for them. In a 

study1 conducted with 800 respondents, we found customers almost always preferred the more 

‘circular’ product when compared to products with otherwise identical attributes.  

Market share before and after introduction of the circular product: 

 

What does this tell us about demand for circular products? The research suggests that there is a 

demand for circular products. It seems that circular products can likely successfully enter the existing 

market at the retail price of a new product. In fact, customers may also be willing to pay more for 

‘circular’ products than brand new, ‘non-circular’ products. However, the level of how ‘circular’ the 

product is appears to matter to customers. We found customers’ willingness to pay started to 

decrease at higher levels of circularity. Learn more about how we measured levels of circularity here. 

What else do customers think is important? We were able to group respondents into six customer 

segments based on their preferences. Of these six customer segments, only one segment expressed 

preference for brand-new products. Two customer segments expressed explicit preference for 

circular items over brand-new products. The final three customer segments did not explicitly express 

aversion to circular products, instead fixating on other product attributes such as aesthetics or price. 

What does this mean for your business? Studies like this can help companies identify the type of 

product attributes that customers value so they can better develop and shape their circular business 

offerings to suit customer needs.  For example, the current research suggests communicating higher 

circularity levels may lead customers to perceive products as having higher risk and being of lower 

quality. This therefore gives insight into what to emphasize (or not emphasize) when communicating 

circularity to customers.  

More information about this research and circular economy metrics can be found on the RISE webpage. This research was 

financed by the Marianne and Marcus Wallenberg Foundation. It was conducted by the Sustainable Business Unit at RISE 

Research Institutes of Sweden (RISE).  

 
1 Hunka et al. (2020). Determinants of consumer demand for circular economy products. A case for reuse and remanufacturing for sustainable development. 
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https://www.ri.se/sites/default/files/2021-01/Labeling%20Products%20for%20Circularity%20Quick%20Facts_1.pdf
https://www.ri.se/en/what-we-do/projects/measuring-circular-business-models

