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• Conflict in ambitions

• A better individual financial position

• Non successful deliverable

• Empowerment of the client

• Riskadverse

• Lack of stakeholder knowledge

• Lack of stakeholder commitment
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System thinking is the process of 
understanding and analyzing the 
interrelationships and dynamics 
within a system to address complex 
challenges

Design thinking is a human-
centered approach to problem-
solving that emphasizes empathy, 
creativity, and iteration to develop 
innovative solutions
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Emperical study ||   validation & brainstorm interviews 
           exploring effective incentives
            systemic design toolkit step 5 - 6
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financial incentive:  acting in the best financial interest
 
social incentive:   operating in a manner that will get social approval/acceptance  
 
moral incentive:  behaving in accordance with what is seen as the correct action
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• client (project initiator)
  real estate director
  real estate portfolio director

• project manager

• cost manager

• architect

• consultants
  structural engineer
  installations
  sustainability 
  ... and others
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      process governance via project manager
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Case C   client develops strategy
      design developed by architect with involvement of the project manager
      client gives high authority to project manager to even make decisions

      lack of circuler expertise client and pm results in decrease creativity



i.       ii.       iii.       iv.       v.
The C

ircular Influencer

DISCUSSION
IMPACT OF INFORMAL STAKEHOLDERS

Discussion

19



i.       ii.       iii.       iv.       v.
The C

ircular Influencer

Project management stakeholders

Demand (formal) Supply (informal)

Client Architect

Designers

Engineers

Contractor(s)

Project manager

Cost manager

make final project 
decisions for the 
development of 
constructions

informal stakeholders

offer information to 
enhance the other 
members’ decision-
making processes

formal stakeholders

DISCUSSION
IMPACT OF INFORMAL STAKEHOLDERS

Other consultants 

Discussion

19



i.       ii.       iii.       iv.       v.
The C

ircular Influencer

Project management stakeholders

Demand (formal) Supply (informal)

Client Architect

Designers

Engineers

Contractor(s)

Project manager

Other consultants

make final project 
decisions for the 
development of 
constructions

informal stakeholders

offer information to 
enhance the other 
members’ decision-
making processes

formal stakeholders

DISCUSSION
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have significant influences over the circular outcomes of projects  
  cost manager, architect, and some consultants
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PROJECT AMBITIONS

ii. How do decision-making processes currently operate between these project 
management stakeholders?
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ii. How do decision-making processes currently operate between these project 
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Case C 
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only willing to incorporate circular building decisions if it has a financial 
advantage
 
  to move they need governmental ‘forces’
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# 7 in conflict with the desired architecture and aesthetic

# 3 in conflict with the techical requirements

# 3 in conflict with the budget

# 2 in conflict with the safety measurements

# 2 in conflict with the desired functionality of the building

# 1 in conflict with the planning

# 1 required more stakeholders workload time
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drive and exert pressure on project management stakeholders by 
exercise control over design phases through regular reporting to the client  social pressure

stimulate project stakeholders to create circular building opportunities by
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Emphasize the financial advantage gained through 
increased circular experiences compared to competitors         marketing strategy

Encourage employees in the adoption of circular practices by 
providing public organizational recognition through
“Employee of the Month,” attention, and merit awards           social recognition 
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How can incentives be an effective method for the pro-circular 
strategic decision-making processes of project management 
stakeholders?

i. proper supplying and targeting is essential to achieve desired effect

ii. align with reasoning to reject circular building decision

in conflict with budget             financial incentives
 
in conflict with architecture, aesthetics      self-interest, self-justification
                     marketing strategies

requires extra time/ effort           social recognition

Conclusion
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i. proper supplying and targeting is essential to achieve desired effect

ii. align with reasoning to reject circular building decision

Additionally, consider the power dynamics and influence ability 

How can incentives be an effective method for the pro-circular 
strategic decision-making processes of project management 
stakeholders?
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i.   educate project management stakeholders 

ii.   visit reference projects

iii.  offer clients comprehensive information about the circular economy

iv.  use a competetive tendering procedure with circular requirements

v.  add extra design phase ‘‘opportunity framing’’   

FOR PRACTICE

Recommendations
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i.   the role of the contractor 

ii.   contract type

iii.  effects, risks and outcomes of the incentives identified in this research

iv.  use a competetive tendering procedure with circular requirements

v.  long-term behavioral change towards circular decision-making processes 

FOR FUTURE RESEARCH

Recommendations



‘’Circulaire economie vraagt een daadwerkelijk echte 
toepassing van circulaire economie. En dit vraagt naar 
een gedragsverandering en die gedragsverandering 
komt niet op het moment dat men blijft zeggen: 

‘’Ja, Ik wil gewoon alles kunnen blijven doen en 
realiseren, zoals we dat nu ook al doen (op het 
gebied van architectuur, comfort, planning, kosten en 
functionaliteit), alleen dan op een circulaire manier.

 
Dat is gewoon vragen naar een soort magie.’’
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