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ABSTRACT

In this chapter, some key factors of the companies were analyzed, which during the development of their 
activities marked positively or negatively their passage through different growth scenarios for the transition 
from a medium to a large company in a circular economy in Colombia. The methodology that served as 
the basis of analysis aimed at compiling the information in secondary sources of the growth data in the 
last five years (2014-2018) of 100 medium and large Colombians with more operational income. Focus 
explicitly was one those working with the concept of a circular economy, registered in public sources 
in Colombia, such as the superintendence of companies (Supersocieties) and EMIS database. After this 
analysis, the findings, conclusions, and steps of the analysis model were identified so that the transition 
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INTRODUCTION

The difficulty to determine those factors and elements that condition or promote entrepreneurial growth 
increases when the perspective revolves around the different internal and external elements that could 
generate potential characteristics that promote such process and guarantee a sustainable expansion in 
the circular economy (Ruiz-Real, Uribe-Toril, De Pablo and Gázquez-Abad, 2018; Blázquez, Dorta and 
Verona, 2006).

Such reference seems obvious considering that expectations of managers and business owners about 
a circular economy are based on the analysis of the environment, looking for those external factors that 
condition the expansion as the best alternative to take advantage of the possibility to profit from a new 
segment or market. Besides, the business owner will tend to focus his/her internal efforts and economic 
resources on how to reach such market and how to face those external factors that condition his/her en-
terprise’s growth, greatly strengthening internal areas such as marketing, sales and advertising, eventually 
leaving behind other processes that could be affected by such growth (Blázquez, et al., 2006).

However, in recent years, new trends have emerged, whose analysis focus on the study of internal 
potentials that help explaining the position of the enterprise in a circular economy and how to make 
assertive use of the advantages that have been reached over time.

The objective of this chapter is to present some internal and external factors that promote the increase 
of sales of the most important Colombian enterprises in a lineal and circular economy; they will serve 
as reference to medium sized enterprises when becoming big enterprises (Mattos, Panzarin, Gomes & 
Ometto 2017; Montealegre and Calderón, 2007).

The methodology used was descriptive and the income data of the 100 medium and large Colombian 
companies with sustainable income in the last five years (2014-2018) were compiled. Data were taken 
from both companies in linear and circular economy, and twenty (20) of them, eight (8) with circular 
economy, were investigated, which were the factors by which they were stable in their sales in these years. 
Assuming that these are the factors that medium-sized companies must have to pass to large companies.

THEORETICAL FRAMEWORK

Circular Economy

In accordance with Bastante-Ceca, Fuentes-Bargues, Florin-Constantin, Iatu & Hufnagel, (2019) and 
The Ellen MacArthur Foundation (2013) the circular economy is based on the following principles: 1) 
the projection of products to generate zero waste, emphasizing on the optimization of products in their 

between the different scenarios proposed would produce the expected results to the companies. The 
working hypothesis was that there are some key factors that allow a medium-sized company to become 
a large company in a circular economy.



 

 

20 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/transitioning-from-medium-to-large-companies-

in-the-circular-economy/256106

Related Content

Analysis on the European Union and the Concept of Welfare in the Context of the Economic

Crisis the Cases of Spain, Portugal, Greece, and Italy
Luis Rodrigo Rodrigo Asturias Schaub (2018). Economic Growth in Latin America and the Impact of the

Global Financial Crisis (pp. 43-53).

www.irma-international.org/chapter/analysis-on-the-european-union-and-the-concept-of-welfare-in-the-context-of-the-

economic-crisis-the-cases-of-spain-portugal-greece-and-italy/198852

Increasing Sustainability Through Reverse Logistics: A Study on Expired and Waste Medicines

in the Pakistani Pharma Industry
Musawir Ali Soomro, Urooj Nazirand Arham Khan (2022). International Journal of Circular Economy and

Waste Management (pp. 1-17).

www.irma-international.org/article/increasing-sustainability-through-reverse-logistics/292007

Determinants of Market Capitalization in India and Its Impact
Chandrika Prasad Dasand Rabindra Kumar Swain (2019). Behavioral Finance and Decision-Making

Models (pp. 163-176).

www.irma-international.org/chapter/determinants-of-market-capitalization-in-india-and-its-impact/225237

Classification and Management of Commercial Vehicle Production
Jiang Zhi (2021). International Journal of Circular Economy and Waste Management (pp. 16-19).

www.irma-international.org/article/classification-and-management-of-commercial-vehicle-production/281609

The Outcomes of Online Browsing in Consumers: Insights From Portugal's GenZ Consumers
Fabio Shimabukuro Sandes (2022). Digitalization as a Driver for Smart Economy in the Post-COVID-19 Era

(pp. 78-92).

www.irma-international.org/chapter/the-outcomes-of-online-browsing-in-consumers/299129

http://www.igi-global.com/chapter/transitioning-from-medium-to-large-companies-in-the-circular-economy/256106
http://www.igi-global.com/chapter/transitioning-from-medium-to-large-companies-in-the-circular-economy/256106
http://www.irma-international.org/chapter/analysis-on-the-european-union-and-the-concept-of-welfare-in-the-context-of-the-economic-crisis-the-cases-of-spain-portugal-greece-and-italy/198852
http://www.irma-international.org/chapter/analysis-on-the-european-union-and-the-concept-of-welfare-in-the-context-of-the-economic-crisis-the-cases-of-spain-portugal-greece-and-italy/198852
http://www.irma-international.org/article/increasing-sustainability-through-reverse-logistics/292007
http://www.irma-international.org/chapter/determinants-of-market-capitalization-in-india-and-its-impact/225237
http://www.irma-international.org/article/classification-and-management-of-commercial-vehicle-production/281609
http://www.irma-international.org/chapter/the-outcomes-of-online-browsing-in-consumers/299129

