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Eco-inclusive role models

When talking about “eco-inclusive” – or the “Triple Bottom Line” – we refer to the integration of social, environmental and economic
goals into the business model. Various entrepreneurs have already developed innovative, eco-inclusive business models that turned
out to be successful and create relevant social, economic and environmental impacts, while at the same time are simple and require
relatively low upfront investments. Some of the SEED Award Winners have agreed to share their methods and experiences with you in
this Workbook.

Existing business models can guide the way

Replicating solutions that work can offer a fast and effective way to contribute to sustainable development and improve people’s
livelihoods. The idea of replication is that you can learn from existing eco-inclusive enterprises. Elements of successful business
models can be replicated to your own idea and adapted to another geographic location. The workbook explains a set of business
models and its replicable elements to you. It identifies best practices and sheds light on conditions under which eco-inclusive
enterprises of a specific sector operate. At the end of the two days, you will have a clearer picture how a successful business model
looks like and will have thought trough the details of your idea or business. After the workshop, you can connect with others in the
SEED Community, including the presented SEED Award Winners, to team up for sustainable development.

What to expect – and what not to expect

The SEED Replicator Workbook will inspire you with examples of business models that are proven to work. It provides you with
information on replicable elements of these business models and a range of success factors. By asking the right questions, it guides
you through the process of taking these elements and tailoring a business idea to your local market. What it does not do is offer ready-
made solutions and comprehensive business models to simply copy and paste. With a bit of guidance you are about to modify the
best solutions without having to re-invent the wheel!
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What´s it all about?



How to use the Replicator Workbook

This workbook includes two different components

01 Readings provide insights into the sector, proven business models and best practices.

02 Tools provide step-by-step guidance to adapt proven business models to your local and individual context.
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We included various READINGS. This includes proven 
models of eco-inclusive enterprises around the globe, 
complemented by sets of best practices and explanations 
of conditions under which eco-inclusive enterprises 
operate. These readings are based on experiences of 
SEED entrepreneurs.

01 READINGS

Each of the tools provides step-by-step guidance to arrive 
at key outcomes. The first page of each tool offers a 
short overview of when to use the tool, what you do in the 
tool, how the tool is best used and which key outcomes 
are expected. The following pages explain in detail what 
to do and which questions to ask yourself at each step.

At the end of each tool, you can find worksheets to 
document the outputs you create during the process of 
working your way through each tool.

02 TOOLS
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Chapter 01

Detect sustainability challenges in your country and brainstorm solutions to tackle 
them. Learn about the potential of eco-inclusive enterprises and which social, 
environmental and economic impacts you could achieve.

01
DETECT

02
DETERMINE

03 
DISCOVER

04
DEVELOP
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Market-Based Perspectives

COMMODITIES
Construction material, e.g. fencing and
plastic posts, bricks, pavement tiles

Furniture, e.g. chairs and benches

Decks, floors and pergolas

...AND BRINGING NEW LIFE TO USED MATERIALS:

MANAGING WASTE BY...

HANDICRAFT & PACKAGING PRODUCTS
Paper-made products such as notebooks

Decorative objects, e.g. gift boxes, fashion
accessories and jewelry

Bags and clothing, e.g. fleece and jumpers

Packaging for food, beverages, cosmetics

Customized packaging for restaurants etc.

PRODUCTS FROM BIOWASTE
Sustainable energy generated through
converting biowaste

High-valuable compost from organic waste

Biogas production

Climate-smart solutions presented in this workbook transform waste into entirely new materials, such as pavement tiles, alternative house
building blocks or paper made from grass. Waste offers the business potential to produce a variety of valuable products within different product
categories such as:

Smarter 
product use & 
manufacture

R0 Refuse Discontinuing a products function or offering the same function with a different product

R1 Rethink Make product use more intensive (e.g. by sharing product)

R2 Reduce
Increase efficiency in product manufacture or use by consuming fewer natural resources / 
materials

Extend lifespan 
of product & its 

parts

R3 Reuse Reuse discarded product which is still in good condition and fulfils its original function

R4 Repair Repair and maintenance of defective product so it can be used with its original function

R5 Refurbish Restore an old product and bring it up to date

R6 Remanufacture Use parts of discarded products in a new product with a different function

R7 Repurpose Use discarded product or its parts in a new product with a different function

Useful 
application of 

materials

R8 Recycle Process materials to obtain the same or lower quality

R9 Recover Incineration of material with energy recovery

1 Graphic adapted from Potting et al., 2017

LINEAR 
ECONOMY

CIRCULAR
ECONOMY1
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Chapter 02

Determine your target customer and the benefits you want to create for your 
stakeholders. Map out why your solution is unique and why your customers will 
love it! Work on your key activities, processes and resources.

02
DETERMINE

01
DETECT

03 
DISCOVER

04
DEVELOP
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To refine your business idea, you need to identify your potential
customers.

When
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Your Customer Tool

The customer is the focus of every business. Even the best idea is
worthless if no one buys the product. Most enterprises serve
different groups of customers (customer segments) that share
certain characteristics. Identifying the different segments in the
first step helps you to learn more about each of them. Once you
have stepped into your customers’ shoes, you can target your
product and marketing activities better.

What

Sit down to think about what customer groups you would like to
serve. Once you have identified the customer segments, it’s time
to go out and speak with your potential customers to gain a better
understanding of their needs.

How

Steps

• Get to know potential customer segments for your product

• Set the basis to build a customer-centric business model

KEY OUTCOMES

Understand your Customers

Identify Customer Segments



Identify Customer Segments

Your Customer

The first step is to divide the large pool of potential customers
into customer segments. Customer segments are groups of
customers who share certain characteristics or behave in a
similar way.

What will influence the preferences of potential customers
towards your product or service?

Will individual buyers have different expectations and needs
from small stores? What about government institutions,
NGOs or businesses?

Will grandchildren have different expectations and needs
than their grandparents for example? What about men and
women, people with different religions, incomes, education
levels or professions?

Will people in rural areas have different expectations and
needs from urban citizens? What about people in City X and
City Y?

Will people who have different knowledge about your
product or service have different purchasing and usage
patterns? Buy it more or less often, use it more or less often
or use it in different ways?

Complete the information you gathered in the worksheet page.
We have left space for up to five customer segments; you
should identify at least two.

Understand Your Customers

Out of the customer segments you identified in Step 1, select the
ones that appear most important for you, for example because of
their size, because they are most likely to buy your product or
because they are the easiest ones for you to reach.

For each of your key customer segments complete the Empathy
Maps on the pages after the first worksheet.

The Empathy Maps ask you to step into your customers’ shoes:
What does he/she think, say, see, do, feel, and hear? You can
answer the questions in discussions with your team, through
internet research, interviewing or observing potential customers
etc.

It’s easier to answer the questions if you imagine one
representative person of each segment, and add their name and
age in the middle of the Empathy Map, in addition to the title of
the customer segment.
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Step 01 Step 02



What does she/he think?

What matters most to her/him? What moves her/him? What
are her/his dreams? Which may be her/his worries?

What does she/he say?

What does she/he tell others? What is his/her attitude? Does
she/he influence others?

What does she/he see?

What kind of products/services does your customer see in
the market? What attempt is being made to influence
her/him?

What does she/he do?

What is she/he constantly trying to improve? What activities
does she/he cherish doing? How does she/he spend their
time?

How does she/he feel?

What does she/he experience in relation to your product or
service domain? This experience can be negative or positive.

What does she/he hear?

What do friends say? What do her/his influencers say? What
media channels influence her/his opinions on products and
services?

Based on the results from Step 2, you are now all set to go to the
next tool, to work on your solution. Keeping the following questions
in mind will prove useful:

How can you fulfil the needs of your customers, and provide
them with more benefits?

Should the product or service be targeted towards different
market segments?

Is there anything else you still want to learn about your
customers?
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Your Customer
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Your Customer

Customer Segments
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Step 01

PLEASE WRITE DOWN…



12

Your Customer: Empathy Map

How did you learn about your customer?

What does she/he think?

What does she/he hear?

What does she/he feel?

What does she/he do?

What does she/he see?

What does she/he say?

Who is he/she?

Step 02

PLEASE WRITE DOWN…
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Chapter 03

03 
DISCOVER

01 
DETECT

04
DEVELOP

Discover proven business models and identify key business elements. Try to 
replicate existing features and adapt them to your own business idea and local 
market. 

02
DETERMINE



Amazóniko

The Originators

LOCAL CONDITIONS

KEY FACTS
SUCCESS FACTORS

Amazóniko uses innovative technology to educate and ease the
recycling process in Bogotá. Through its digital platform, the
enterprise educates app users with a comprehensive recycling
toolkit and organises easy waste collection with a door pick-up
service. Amazóniko’s point-based scheme rewards proper
recycling by offering a growing catalogue of environmentally
friendly products produced from the collected materials and
discounts in associated brands. The enterprise primarily targets
environmentally aware citizens in Bogotá as app users. Amazóniko
actively works with associations of waste workers to extend formal
employment opportunities and improve working conditions.

Value Proposition: Amazóniko targets the disconnection which
exists in the Colombian recycling chain, starting with the lack of
separation of waste at the source. Households are educated,
working conditions of waste pickers are improved, and cycle
closure for all recyclable materials is achieved.

Lack of awareness: the importance of waste classification is not
understood. There are no incentives or penalties in place to reduce
waste. Life cycles of landfills keep being extended instead of opting
for other solutions, e.g. producing energy by combustion or
composting.

High informalisation and insecurity: working conditions of waste
pickers in Bogotá are very low. There is no social security system,
their work is not formally legalised, working hours are long and
rivalries between pickers exist. Some citizens even consider the
pickers to be dangerous.

Standards and regulations: While classification standards on
packing requirements limit material transformation and lead to low
cycle closures, weight regulations add burden to the work of the
informal waste pickers. They are not able to reach required amounts,
forcing them to sell it to other buyers at lower cost.

Fragmentation: Formal & informal actors are in competition. In the
recycling chain, larger actors like warehouses exercise power over
smaller ones. On top of this, there is no standard price for waste.

• Full enterprise name: Amazóniko
• Country of headquarters: Colombia
• Founded in: 2018
• Sector: Recycling 
• Employee size:  3 direct, 5 third-party employees (2020)
• Operating in: Bogotá
• Website: www.amazoniko.com  

Training, feedback and incentives: Customers receive a recycling
toolkit and feedback for proper waste separation. The awareness
rising is combined with an online brand sponsorship program.
Discounts for their eco-friendly products have led to an increase in
quality of household waste. This means more value for the pickers
but also leads to customer satisfaction, loyalty and
recommendations.

Efficiency: Waste pickers receive efficient routes for their door-to-
door collection, which translates to less travel and reduced working
hours. Personal bonding with the same customers has also led to
more value per kilogram.

Participate in an upcoming
Replicator Workshop to
discover more about
Amazóniko and other eco-
inclusive enterprises!

Get inspired from their 
business elements and 
learn about the enterprises’ 
local conditions and 
success factors.
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Skills and knowledge within team: The skillset and knowledge of
management and core members from managerial to technical
operations are critical for the success of Nelplast. Recycling plastics
into building materials requires deep knowledge in the areas of
engineering, machines and factory operations.

Technical factors: Availability of and innovations in technology,
equipment, spare parts and plastics are essential. These aspects
need to be taken into account when considering replicating
Nelplast’s business model and establishing a production plant.

Community engagements: The deliberate development and
management of community engagements is key to the success of
the business. The supply of raw materials, staff and other resources
are dependent on the community within which the company
operates. A good and supportive relationship with the community
ensures the sustainable supply of these inputs.

The Originators

LOCAL CONDITIONS

KEY FACTS

SUCCESS FACTORS

Nelplast Eco Ghana is a Ghanaian company that gives new life to
waste plastic bags, water bags, plastic film and containers. This
plastic waste is transformed through an innovative recycling
process to produce new construction materials like pavement
slabs and tiles. The products last beyond 35 years and are 800%
stronger than ordinary pavement blocks. The enterprise currently
sells to private entities such as private individuals, businesses,
churches and NGOs.

Value Proposition: Nelplast reduces plastic pollution and creates
jobs through well researched sustainable recycling practices. The
company buys locally sourced plastic waste from collectors and
aggregators. The local waste is the main raw material for the
company’s most successful product - the ‘ecobrick’. Nelplast Eco
currently processes about 1,000 kilos of plastic waste every day
into these pavement blocks. In addition to solving the plastic waste
disposal problem, Nelplast creates jobs and livelihood for about 73
permanent staff and over 300 plastic collectors.

Nelplast

Availability of plastic waste for raw materials: In order to ensure
uninterrupted production, there has to be a readily available supply
of raw material in form of plastic waste. This has to be at a low cost
in order to ensure low production costs.

Ready market: Nelplast benefits from a high local market potential
for building materials. Especially the ecobricks have proven to be in
demand. An existing prominent building and construction industry
in the target market is necessary to find off-takers and partners.

Thriving small and medium enterprise support ecosystem: A
strong entrepreneurship ecosystem providing support and
government interventions such as tax incentives, business advisory
services and access to finance are important for setting up and
sustaining entrepreneurial activities.

• Full enterprise name: Nelplast Eco Ghana Limited
• Country of headquarters: Ghana
• Founded in: 2018
• Sector: Manufacturing and Construction
• Employee size: 73 (2020)
• Operating in: Accra, Ghana
• Website: www.nelplastgh.com

Participate in an upcoming
Replicator Workshop to
discover more about
Nelplast and other eco-
inclusive enterprises!

Get inspired from their 
business elements and 
learn about the enterprises’ 
local conditions and 
success factors.
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Chapter 04

01 
DETECT

03
DISCOVER

02
DETERMINE

Develop an idea for replication and how you can adapt existing elements to your 
local context. Learn about forms of replication, practice pitching and prepare for 
reaching out to potential partners.

04 
DEVELOP
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Contact: SEED c/o adelphi gGmbH | Alt-Moabit 91 | 10559 Berlin, Germany | info@seed.uno

The SEED Replicator Workbooks developed by SEED / adelphi research gGmbH, supported by the International Climate 
Initiative (IKI) of the German Federal Ministry for the Environment, Nature Conservation and Nuclear Safety.

For the graphics and text in this publication, adelphi grants a license under the terms of CC BY NC 3.0. You may reproduce 
and share the licensed material if you credit adelphi as follows: "© adelphi, CC-BY NC 3.0". Photographs are not covered by 
this license. In case of doubt please contact the SEED project at adelphi prior to reusing the material.

Let’s replicate the success of eco-inclusive enterprises together!

Learn more about the SEED Replicator and how to apply for an 
upcoming workshop near you:

Facebook.com/seed.uno

@seed_sustdev

replicator@seed.uno

www.seed.uno


