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ABSTRACT

Reverse logistics has become a vital part of sustainable supply chain management
and the wider shift toward circular economy models. This chapter explores both the
theoretical and practical aspects of reverse logistics by placing it within established
frameworks such as resource dependence theory, stakeholder theory, and closed-loop
supply chain management. Itincludes aspects like returns management, refurbishment
and remanufacturing, recycling and material recovery, and waste disposal—each
serving a unique function in reducing environmental impacts and reclaiming value.
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1. INTRODUCTION

The radical transition towards sustainable business practices has taken the globe
by storm. The global businesses adopted environmental and sustainability manage-
ment in the wake of corporate social responsibility. But owing to the growing eco-
logical concerns, the field is considered a strategic necessity for successful business
operations. With intensified climatic concerns and scarcity of available resources,
organizations are working on modifying their classic model of linear production, the
take make dispose model. Circular Economy is a timely response aimed at resource
maximization in order to enable the factors of production for along term economic
longevity. Aligned with the paradigm mentioned above, Reverse Logistics (RL) has
gained a relevant prominence for its dual utility. Reverse Logistics not only serves
as an active tool for operational optimization but is also a compelling Marketing
differentiator (Dahleez et al., 2024).

Sustainability has become amodern trend, anecessity, and adriving force, leading
consumers to increasingly prioritize ethical sourcing, environmental transparency,
and heightened post purchase responsibility (Mukherjee et al., 2024). The field of
study has debunked the models of short term transactional benefits to long term
relationship development with ethically responsible customers (da Silvaetal., 2024).
Contemporary organizations are mandated to perform more than merely selling and
contributing effectively to the vision of social longevity. This void is effectively filled
by Reverse Logistics, enabling visible commitment of an organizational effort for
sustainability and enhancing consumer trust, loyalty, and advocacy.

The integration of reverse logistics into circular economy strategies offers a
dual advantage:

e  Operational — reclaiming value through reuse, refurbishment, and material
recovery.

e  Marketing — strengthening brand image by promoting environmental stew-
ardship and responsible consumption.

Global giants, including IKEA, Dell, Apple, and Patagonia, have successfully
deployed Reverse Logistics, setting the benchmark of Sustainable Supply Chain
Management by embedding Reverse Logistics into their brand identity (de Almeida
et al., 2024). Initiatives of Patagonia’s “Worn Wear” program reassure consumers
to return the gear after use for a prospective repair and resale, grounding its com-
pulsive sustainable branding. On the other hand, Apple Inc. is effectively managing
its trade in and recycling program to dispose of or recycle the electronic waste
carefully, showcasing its compelling marketing narrative around circular design.
Reverse Logistics has effectively addressed the circular economy for a more viable

66



34 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/circular-economy-strategies/397583

Related Content

The Role of Business Model Development in the Ex-Post Creation of Online
Entrepreneurial Opportunity

pek Kocgolu, Ali E. Akgunand Halit Keskin (2018). Digital Marketing and Consumer
Engagement: Concepts, Methodologies, Tools, and Applications (pp. 818-842).

www.irma-international.org/chapter/the-role-of-business-model-development-in-the-ex-post-

creation-of-online-entrepreneurial-opportunity/195126

An Evaluation of the Effects of Social Media on Client: Advertising Agency
Relationships in the UK

Kristina Krasimirova Dimitrovaand Steve MacKay (2017). International Journal of
Online Marketing (pp. 23-41).

www.irma-international.org/article/an-evaluation-of-the-effects-of-social-media-on-client/181556

Social Media as Political Participation Tool Among Millennials: An Applied
Research on Egyptian Social Media Users

Tamer Abbas Awadand Enas Kamel Farghaly (2018). International Journal of Online
Marketing (pp. 15-37).
www.irma-international.org/article/social-media-as-political-participation-tool-among-
millennials/214504

Innovative Tourism Partnership Models: The Case of Nautical Stations in
Portugal and Spain

Marta Isabel Amaral, Ana Isabel Rodriguesand Pedro Manuel Cravo (2020).
Managing, Marketing, and Maintaining Maritime and Coastal Tourism (pp. 151-170).

www.irma-international.org/chapter/innovative-tourism-partnership-models/240051

Cultural Product Management from Environment to Territorial Context:
Configuration of the Main Relationships

Maria Antonella Ferri, Gandolfo Dominici, Gianpaolo Basileand Lucia Aiello (2014).
Handbook of Research on Management of Cultural Products: E-Relationship
Marketing and Accessibility Perspectives (pp. 22-40).
www.irma-international.org/chapter/cultural-product-management-from-environment-to-
territorial-context/104857



http://www.igi-global.com/chapter/circular-economy-strategies/397583
http://www.igi-global.com/chapter/circular-economy-strategies/397583
http://www.irma-international.org/chapter/the-role-of-business-model-development-in-the-ex-post-creation-of-online-entrepreneurial-opportunity/195126
http://www.irma-international.org/chapter/the-role-of-business-model-development-in-the-ex-post-creation-of-online-entrepreneurial-opportunity/195126
http://www.irma-international.org/article/an-evaluation-of-the-effects-of-social-media-on-client/181556
http://www.irma-international.org/article/social-media-as-political-participation-tool-among-millennials/214504
http://www.irma-international.org/article/social-media-as-political-participation-tool-among-millennials/214504
http://www.irma-international.org/chapter/innovative-tourism-partnership-models/240051
http://www.irma-international.org/chapter/cultural-product-management-from-environment-to-territorial-context/104857
http://www.irma-international.org/chapter/cultural-product-management-from-environment-to-territorial-context/104857

