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Abstract: In reality, there is often information asymmetry between upstream and downstream 
enterprises in a closed-loop supply chain (CLSC) system, which can have a profound impact on the 
decisions of member enterprises and the operation of system. Under the condition of asymmetric 
market demand information of manufacturer, the CSR (Corporate Social Responsibility) input and 
recycling decision-making problems for CLSC were researched. Four decision-making models of 
CLSC were constructed for manufacturer and retailer to implement CSR input and recycling 
respectively, and the impacts of consumer CSR input sensitivity coefficient and demand information 
asymmetry on operation optimization of CLSC were analyzed. The results show that the increased 
sensitivity of consumers to CSR input is not only conducive to improving the CSR input level and 
recycling rate of used products in CLSC, but also benefits manufacturer and retailer to increase 
profits. In terms of increasing CSR input levels, the manufacturer has the best effect when 
implementing CSR input and recycling by herself. While, in terms of increasing the recycling rate 
of used products and market demand, the retailer is more effective when he is responsible for CSR 
input and the manufacturer is responsible for recycling waste products. Moreover, in contrast to 
information symmetry, the demand information asymmetry of manufacturer will always lead to a 
decrease in her own profits, but not necessarily reduce the profits of retailer, and the operation mode 
that retailer is responsible for CSR input and manufacturer is responsible for recycling used 
products is more conducive to the overall operation of CLSC system. 

Keywords: closed-loop supply chain; information asymmetry; corporate social responsibility; 
recycling decisions 

 

1. Introduction 
With the general enhancement of people’s awareness of environmental protection, in order to 

deal with the environmental pollution caused by a large number of waste products, countries in the 
world have issued laws and regulations on waste product recycling, the environmental directives in 
the European Union (EU) [1,2] and Japan [3] have been introduced earlier. Other countries, such as 
the United States, advocate that enterprises actively carry out recycling activities for used and end-
of-life products and set up convenient recycling facilities to increase consumer participation in their 
recycling activities [4]. The Chinese government also issued relevant guidance encouraging local 
authorities to accelerate the development of the waste recycling industry [5]. In the process of 
recycling waste products, although the manufacturers currently handle the product recycling labor 
in the majority of industries, for example, Apple Inc. engages in self-recycling by issuing an 
announcement of trade-in through its official website, new participants in closed-loop supply chain 
(CLSC) are beginning to enter the collecting industry. For example, the retailer [6] are also growing 
more enthusiastic about gathering the waste, Kodak, such as, entrusts the recycling of its disposable 
cameras to some large retailers and compensates them for the costs incurred in the recycling process 
through fixed payments. 

Disclaimer/Publisher’s Note: The statements, opinions, and data contained in all publications are solely those of the individual author(s) and 
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In recent years, under the influence of government regulations and consumer preferences, more 
and more enterprises have begun to pay attention to corporate social responsibility (CSR) while 
pursuing profits. For example, the Guiding Opinions on the Fulfillment of Social Responsibilities by 
Central Enterprises issued by the Chinese government provides provisions and guidance for the 
disclosure of CSR by central enterprises, and requires enterprises to publish CSR reports every year 
since 2012. As a matter of fact, a global poll by Ernst & Young in 2002 revealed that 94% of 
corporations believed that adopting CSR behavior might have a positive impact on businesses [7]. 
Meanwhile, in the real operation of enterprises, because the retailers are closer to consumers and 
have more abundant and accurate sales data, they have a better understanding of the demand market 
than the manufacturers, so it is easy to cause information asymmetry between the manufacturers and 
retailers [8]. For example, retailers such as Walmart can obtain more accurate information about 
demand than manufacturers through rich consumption data. 

Based on this, in the case of asymmetric market demand information of manufacturers, it is of 
great theoretical significance and practical value to discuss CSR input and recycling decision-making 
of member enterprises of CLSC for promoting environmental protection and sustainable 
development. 

In view of the shortcomings and gaps in the above studies, we focus on the following three 
questions: First, how does the sensitivity coefficient of consumer CSR input affect the CLSC members 
and the overall operation? Second, how does the asymmetric demand information of manufacturer 
affect the profits and recycling strategies of CLSC members? Third, under the asymmetric market 
demand information of manufacturer, what is the best CSR input and recycling strategy for CLSC?  

The following are the primary innovations in our paper:  
In the case of asymmetric demand information, the decision-making models in CLSC when both 

the manufacturer and retailer to carry out CSR input and recycling are constructed, and the influence 
of different CSR input strategies on the operation of CLSC are analyzed. 

(2) The impact mechanism of consumer CSR input sensitivity coefficient and manufacturer 
demand information asymmetry on the product pricing, waste product recycling rate, CSR input 
level and performance of CLSC are revealed. 

(3) The optimal CSR input and recycling channel selection strategy for CLSC under asymmetric 
demand information are established. 

The remaining sections of our paper are structured as follows: In Part 2, we review the pertinent 
literature. We introduce the pertinent hypotheses and symbols used of our paper in Part 3. In Part 4, 
we establish game models and solve the optimal equilibrium results. We analyze the equilibrium 
results in Part 5. In Part 6, we carry out numerical simulation analysis. We present the key conclusions 
along with suggestions for additional research in Part 7. 

2. Literature Review 
The literature closely related to this paper mainly involves three aspects: recycling channel 

selection in CLSC, CSR behavior in CLSC and supply chain information asymmetry. 

2.1. Recycling Channel Selection in CLSC  

Recycling channel selection and optimization has always been one of the hot research issues in 
CLSC, and abundant research results have been obtained. Savaskan et al. [9] discussed the three 
recycling modes of CLSC earlier and pointed out that for manufacturer, the recycling effect 
implemented by retailer is better. Huang et al. [10] studied the optimal pricing decisions of retailers 
and third-parties in competitive recycling of waste products and made a comparative analysis of 
dual-channel recycling and single-channel recycling. Shi et al. [11] constructed three different 
recycling remanufacturing modes, analyzed the results of the three modes, and point out that 
different subjects choose different recycling modes. Feng et al. [12] researched the design and 
coordination of a reverse supply chain with dual recycling channels, considering consumer behavior, 
and showed that mixed recycling channels are always better than single recycling channels. Wang et 
al. [13] studied the recycling channel selection and pricing of manufacturers, and found that the 
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recycling channel selection depends on the recycling cost and the recycling compensation when 
outsourcing recycling. Yang et al. [14] discussed the conditions under which a manufacturer chooses 
to have a third-party recycle or a retailer recycle. Wang et al. [15] compared and analyzed the optimal 
decisions of sales mode and recovery mode in the E-CLSC. Cao et al. [16] studied the optimal 
recycling strategy for manufacturer under the EPR Regulations. Zhang et al. [17] analyzed the impact 
of government policies on power battery recycling under different recycling modes. Wan et al. [18] 
examined the impact of government intervention on CLSC recycling under differential recycling 
strategies. Huang et al. [19] conducted a comparative analysis by constructing three differential game 
models-manufacturer recycling, retailer recycling, and third-party recycling, and found that 
manufacturer-led recycling is the optimal choice. Miao et al. [20] investigated the influence of 
different sales models on manufacturer’s recycling strategy selection. Their findings indicate that 
agency sales can effectively mitigate the double marginalization effect within the CLSC and reduce 
the costs associated with direct manufacturer recycling. 

The above literature studied different recycling channel selection strategies in CLSC, and the 
impact of different recycling channels on the recycling rate and system operation performance, but 
did not discuss the impact of CSR input on the operation of CLSC.  

2.2. CSR Behavior in CLSC 

The existing literature on CSR in CLSC can be roughly divided into two categories. One type of 
research focuses on the issue of CSR behavior awareness, such as, Ni et al. [21] studied how two 
supply chain members interact in terms of CSR behavior. Panda et al. [22] introduced CSR behavior 
into CLSC modeling earlier, believed that the recycling of waste products is also the embodiment of 
CSR fulfillment by enterprises, and pointed out that CSR behavior of enterprises can help improve 
the overall performance of CLSC. Wang et al. [23] examined how the CSR coefficient, fairness 
concerns, and government subsidies affect decision-making by contrasting the ideal solutions of 
CLSC models. Wang et al. [24] investigated the influence of channel power structure on the CLSC, 
which consists of a CSR-conscious manufacturer, a retailer with sales efforts, and a third-party who 
takes on the responsibility for collecting used goods. Another type of research focuses on CSR input, 
Modak et al. [25] believed that CSR is a kind of social donation behavior and introduced the CSR into 
the two-level supply chain to study the selection and coordination of recycling channels. Modak et 
al. [26] further studied the selection of optimal recycling channels in the CLSC under the 
manufacturer’s CSR input, and designed two pricing coordination contracts. In recent years, many 
scholars have discussed the optimization of CLSC operation considering CSR from the perspective 
of CSR input. Liu et al. [7] discussed the decision-making and coordination problems of two 
competing retailers in terms of CSR input and pointed out that the retailer with CSR input will obtain 
more profits than the retailer without CSR input. Mondal et al. [27] studied the CSR input behavior 
of retailers and establish the centralized and decentralized decision models according to three 
different recycling models of waste products, and discussed the influence of retailers’ CSR on the 
optimal decision. Taking CSR behavior into account, Chen et al. [28] investigated the equilibrium 
strategies for a dyadic CLSC consisting of one manufacturer, one fairness-concerned retailer and one 
capital-constrained recycler in the static and dynamic frameworks, respectively. Liu et al. [29] 
explored the incentive strategies for CSR recyclers outperform, and how the equilibrium is affected 
by the recyclers’ Stackelberg game. The above literature discusses issues such as CSR behavior 
awareness and input decision of supply chain from different perspectives, only a few scholars have 
studied demand information asymmetry, such as, Vosooghidizaji et al. [30] studied the problem of 
coordinating CSR, in a dyadic supply chain when a supplier and a manufacturer, two independent 
entities, commit CSR activities while both possess private CSR cost information, bilateral information 
asymmetry. Wang et al. [31] analyzed the influence of different channel power structures on CLSC 
under information symmetry and information asymmetry. Yi et al. [32], within the context of a trade-
in-based CLSC, integrated financial constraints and CSR into their analytical framework to examine 
decision-making behaviors under various financing scenarios. However, the recycling decision-
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making of CLSC with CSR under asymmetric demand information is not discussed in the above 
literature.  

2.3. Supply Chain Information Asymmetry 

Research on information asymmetry of supply chain, Ma et al. [33] designed the wholesale price 
contract under the background of asymmetric CSR effort cost information. Under the asymmetric 
demand information, Li et al. [34] designed the wholesale price contract without sharing information 
and the two-part pricing contract with sharing information, and pointed out that the two-part pricing 
contract can be the dominant choice under certain conditions. Mobini et al. [35] studied how suppliers 
design the optimal contract when retailers have private information about customer demand and 
cost parameters. Under the double information asymmetry of manufacturers’ demand information 
and green impact efforts, Xia et al. [36] designed a menu contract to ensure manufacturers’ 
profitability and compliance with environmental responsibility. Xu et al. [37] discussed the channel 
encroachment and carbon reduction strategies of the production enterprise under no information and 
information asymmetry. Huang et al. [38] investigated the optimal contract design with 
countervailing incentives under asymmetric selling cost information in a dual-channel supply chain 
comprising a manufacturer and retailer. Suvadarshini et al. [39] studied the impact of reverse channel 
competition, individual rationality, and information asymmetry on multi-channel CLSC design. Xie 
et al. [40] investigated the complexity of decision-making outcomes in e-commerce-based CLSC, 
focusing on scenarios involving information asymmetry between different supply chain entities. 
Wang et al. [41] discussed information sharing strategies in a CLSC comprising three echelons and 
dual channels, and pointed out that the optimal strategy for information sharing by the retailer. Zhao 
et al. [42] examined the effects of information asymmetry on green advertising strategies for 
remanufactured products within CLSC, and revealed that, under conditions of information 
asymmetry, manufacturers with high green advertising return (GAR) efficiency may strategically 
mimic those with lower GAR efficiency to gain competitive advantage. Zhao et al. [43] also 
investigated the channel invasion strategies within dual-channel CLSC under conditions of 
information asymmetry, and indicated that information asymmetry may adversely affect high-type 
retailers, potentially undermining their competitive position in the CLSC.  

The above literature has discussed the issues of supply chain pricing and recycling decision, 
coordination contract design, under the asymmetric demand information, however, as far as we 
know, no studies have been found to discuss the CSR input and recycling decision of CLSC under 
the asymmetric demand information. 

The existing literature has made fruitful research in selection and design of recycling channels, 
CSR behavioral awareness and input in CLSC. However, most previous studies have assumed that 
channel information between CLSC members is symmetric, ignoring the impact of asymmetric 
demand information on the decisions of CLSC members and overall. To the best of our knowledge, 
no research has been found to explore the CSR input and recycling decision problems of CLSC under 
the asymmetric demand information, as well as the impact mechanism of consumer CSR input 
sensitivity coefficient and demand information asymmetry on the performance of CLSC system. 

3. Problem Description and Assumptions 
Taking the CSR operation of the CLSC with electronic products as an example, in January 2020, 

Gree Electric Appliances donated 2 million yuan of epidemic materials to Jinyintan Hospital with 
love action, as a direct contact with consumers, retailers often invest in CSR to stimulate consumption. 
For example, Walmart once held the ̋ Love Foodʺ charity donation activity to fulfill its CSR by actively 
donating to the society. At the same time, considering the reverse recycling channel structure that the 
manufacturer and retailer implement waste product recycling respectively, and the asymmetry of 
manufacturer’s market demand information, the CLSC system in this paper is assumed to consist of 
one manufacturer and one retailer, in which the manufacturer is in the dominant position and 
responsible for the production of new products and the remanufacturing of waste products. The 
retailer is responsible for the sale of new and remanufactured products and has real information 
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about market demand. Under the asymmetric market demand information of the manufacturer, four 
scenarios are considered: the manufacturer is responsible for CSR input and recycling (MM model), 
the manufacturer is responsible for CSR input and the retailer recycling (MR Model), the retailer is 
responsible for CSR input and the manufacturer recycling (RM model), and the retailer is responsible 
for CSR input and recycling (RR model). The specific CLSC structure is shown in Figure 1. 

 
Figure 1. CLSC structure with different CSR input and recycling modes. 

Other related symbols are described in the Table 1. 

Table 1. Description of symbols. 

symbol definition 
w  Wholesale price per unit of product 
p  Selling price per unit of product 
a  Market capacity, 0a >  

0a  Market capacity determination part, 0 0a >  

b  Price sensitivity coefficient, 0b >  
Q  Market demand 

mC  The unit production cost of new products 

rC  The unit production cost of remanufactured products 

mΠ  Manufacturer’s profit 

rΠ  Retailer’s profit 

sΠ  CLSC system’s profit 
τ  The recycling rate of waste products, 0 1τ< <  

k  Coefficient of the recycling cost, 0k >  
g  CSR input cost coefficient, 0g >  

d  CSR input level, 0 1d< <  
θ  Sensitivity coefficient of consumers to CSR input, 0θ >  
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ε  Market capacity information uncertainty degree 
γ  Market capacity predicted by the manufacturer, 0γ >  
m  Unit transfer payment of waste product, 0m >  

1Δ  Demand error ( 1 0a aΔ = − ) 

Assumption 1 There is no difference between new products and remanufactured products, that 
is, we assume that the performance and appearance of products made utilizing waste parts and those 
made with new raw materials are the same (Savaskan et al. [9]; Choi et al. [44]). 

Assumption 2 Assume that market capacity a  is the retailer’s private information and the 
manufacturer’s forecast market capacity 0aγ ε= + , ε follows the normal distribution, ~ (0, )N vε , can 
be regarded as an indicator of prediction accuracy, the smaller v is, the higher the prediction accuracy 
will be, the larger v is, the lower the prediction accuracy will be (Modak et al. [26]). 

Assumption 3 Assume that the recycling cost of waste products is 2kτ , CSR input cost is 2gd
(Mobini et al. [35]; Liu et al. [7]). 

Assumption 4 The market demand has a linear relationship with sales price and CSR input level 
(Liu et al. [7]). The retailer’s known market demand isQ a bp dθ= − +  , while the market demand 
predicted by the manufacturer isQ bp dγ θ= − + . 

4. Model Construction and Solution 
4.1. The Manufacturer Is Responsible for the CSR Input and Recycling (MM Model) 

In the MM model, the manufacturer is responsible for CSR input, new product production and 
waste product remanufacturing, and the retailer is responsible for product sales. At this time, the 
expected profit functions of manufacturer and retailer are as follow 

2 2max ( ) [( )( ) ( ) ( ) ]MM
m m m rE E w C bp d C C bp d k gdγ θ τ γ θ τΠ = − − + + − − + − −  (1)

max ( ) [( )( )]MM
rE E p w a bp dθΠ = − − + (2)

The equilibrium result can be obtained by using backward induction method. See Appendix A 
for the specific solution and proof process. 
Theorem 1. Under the condition that the manufacturer is responsible for CSR input and recycling, the optimal 

wholesale price and selling price of new products are respectively
2

* 2 0 2
2 2

0

(4 ( ) )
8

MM m mg k bC b kCw
bgk gb k

θ
θ

Δ + − Δ Δ −=
− Δ −

 ,

2 2 2 2
* 0 3 4 1

2 2
0

4 4 ( 2 )
2 (8 )

MM m mkgb C gb kb g C kp
b bgk gb k

θ θ
θ

− Δ Δ + Δ − + Δ=
− Δ −

 , the optimal CSR input level of manufacturer and the 

recycling rate of waste products are * 2
2 2

0

( )
8

MM mk bC
d

bgk gb k
θ

θ
Δ −

=
− Δ −

, 0 2*
2 2

0

( )
8

mMM bg bC
bgk gb k

τ
θ

Δ Δ −
=

− Δ −
, the market demand 

is
2 2

* 0 1 6 1
2 2

0

4
2(8 )

MM gb kbg kQ
bgk gb k

θ
θ

Δ Δ + Δ + Δ=
− Δ −

 , the profits of manufacturer, retailer and overall are

* 6 2
2 2

0

( )
8

MM m
m

gk bC
bgk gb kθ

Δ Δ −Π =
− Δ −

 ,
2 2 2

* 0 1 0 1
2 2 2

0

( ( 4 ) 4 )
4 (8 )

MM m
r

gb kC a bgk k
b bgk gb k

θ
θ

− + Δ Δ + + ΔΠ =
− Δ −

 ,

2 2 2 2 2
* 6 2 0 0 1 0 1

2 2 2
0

4 ( )(8 ) ( ( 4 ) 4 )
4 (8 )

MM m m
s

bgk bC bgk gb k gb kC a bgk k
b bgk gb k

θ θ
θ

Δ Δ − − Δ − + − + Δ Δ + + ΔΠ =
− Δ −

 . Where, 2
0 ( )m rC CΔ = −  ,

1 0=a aΔ − , 2 02a aΔ = − , 3 03a aΔ = − , 4 04a aΔ = − , 5 ma bCΔ = − , 6 0 ma bCΔ = − , 1 2 6, ,..., 0Δ Δ Δ > . 

4.2. The Manufacturer Is Responsible for CSR Input and the Retailer Recycling (MR Model) 

In the MR Model, the manufacturer is responsible for CSR input, production of new products 
and remanufacturing of used products, while the retailer is responsible for recycling of used products 
and sales of new products and remanufactured products. At this time, the expected profit functions 
of manufacturer and retailer are as follow 
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2max ( ) [( )( ) ( ) ]MR
m mE E w C bp d bp d gdγ θ τ γ θΠ = − − + + Δ − + − (3)

2max ( ) [( )( ) ]MR
rE E p w m a bp d kτ θ τΠ = − + − + − (4)

Where, 0m rC C mΔ = − − >  , 7 1( ) 2m r mm C C kCΔ = − Δ +  , 2 2 2 2
8 0 1 1(8 - ) +2a gk m kb kθ θΔ = Δ Δ  , 

2 2 2 2 2
9 14 (2 )(8 2 ( ) )m rkm k bm gbkm gb m C C kθΔ = Δ − − − + Δ  , 2 2 2 2

10 4 (2 )(8 )m mgb k m C a bC k bmΔ = − −  , 
3 2

11 0 1(2 )mgb m kC mΔ = − Δ Δ , 2 2
12 0(4 (2 3 ))mkgb kC m a aΔ = − − , 7 8 12, ,..., 0Δ Δ Δ > . 

Similar to the treatment in section 3.1, using backward induction, it is easy to obtain the Hessian 
matrix of manufacturer’s profit with respect to w  and d  as  

2 2 2 2

2 4 2 2 2 2

2 2 2 2

4 ( ( ) 4 ) 2 ( ( 2 2 ) 4 )
( 4 ) ( 4 )

2 ( ( 2 2 ) 4 ) 2 4 (4 ) 4 ( ) 32
( 4 ) ( 4 )

m r m r

MR

m r m r

kb bm C C k k bm m C C k
bm k bm k

H
k bm m C C k b m g km bg k m C C gk

bm k bm k

θ

θ θ θ

− − − + + 
 − − =
 − + + − + − + − −
 

− − 

(5)

Under the assumption of the scale parameter k , it is known that the Hesson matrix is negative 
definite. The equilibrium result under the condition that the manufacturer is responsible for CSR 
input and the retailer recycles can be obtained according to the first-order condition. For specific 
results, see theorem 2. 
Theorem 2. If the manufacturer is responsible for the CSR input and the retailer recycles, the wholesale price 
and selling price of new products are respectively 

2 2 3 2 2 2
* 2 0 1 7 1

2 2

8 ( ) 2 (2 (4 3 )) ( )
2 (8 2 ( ) )

MR m m m r

m r

gk bC mkbg a m a a bC b m g C C k k mw
k bgk mgb C C k

θ θ
θ

Δ + − Δ + − + + − Δ − Δ + Δ
=

− − −
 , 

2 2 2 2 2
* 11 12 1 7 4

2 2 2

4 ( 4 ( )) 2 4 4 ( 4 )( 4 )
2 (2 ( ) 8 )( 4 )

MR m r

m r

amgb bm k C C k bm k b kbg
p

b mgb C C bgk k bm k
θ θ

θ
− − − Δ + Δ + Δ + − Δ − Δ

=
− − + −

 , the 

manufacturer’s CSR input level is * 7 2
2 2

( 2 )
4 ( ) 16 2

MR

m r

b k
d

mgb C C bgk k
θ

θ
Δ − Δ

=
− − +

, the retailer’s recycling rate for 

waste products is * 8 11 12
2 2 2

( 2 )
2 (2 ( ) 8 )( 4 )

MR

m r

m
k mgb C C bgk k bm k

τ
θ

Δ + Δ − Δ
=

− − + −
 , the market demand is 

* 8 11 12
2 2 2

2
(2 ( ) 8 )( 4 )

MR

m r

Q
mgb C C bgk k bm kθ

Δ + Δ − Δ
=

− − + −
. The profits of manufacturer, retailer and system as a whole 

are respectively 
4 6 2 3 5 2 2 2 2 2 4

* 0 1 1 2 9 10 6 2
2 2 2 2

4 ( ) 2 ( 16 ) 64 ( )
4 (2 ( ) 8 )( 4 )

MR m r m
m

m r

gb m kgb m C C gbk m bm k gk bC
k mgb C C gbk k bm kθ

Δ Δ − − Δ − Δ + − Δ − Δ − Δ Δ −Π =
− − + −

, 

2
* 8 11 12

2 2 2 2

( 2 )
4 (2 ( ) 8 ) (4 )

MR
r

m rkb mgb C C bgk k k bmθ
Δ + Δ − Δ

Π =
− − + −

 , 

5 6 2 4 5 2 2 2 2 2 2
0 1 1 2

2 2 2 2

4 ( ) 2 ( 16 )
4 (2 ( ) 8 )(4 )

MR m r
s

m r

gb m kgb m C C gb k m bm k
kb mgb C C gbk k k bmθ

∗ Δ Δ − − Δ − Δ +
Π = +

− − + −
2 2 4

8 11 12 9 10 6 2
2 2 2 2

(4 )( 2 ) 64 ( )
4 (2 ( ) 8 )(4 )

m

m r

k bm b b gbk bC
kb mgb C C gbk k k bmθ

− Δ + Δ − Δ − Δ − Δ − Δ Δ −
− − + −

. 

4.3. The Retailer Is Responsible for CSR Input and the Manufacturer Recycling (RM Model) 

In the RM model, the retailer is responsible for CSR input, sales of new products and 
remanufactured products, while the manufacturer is responsible for recycling of used products, 
production of new products and remanufacturing of used products. At this time, the expected profit 
functions of manufacturer and retailer are as follow 

2max ( [( )( ) ( ) ( ) ]RM
m m m rE E w C bp d C C bp d kγ θ τ γ θ τΠ = − − + + − − + −） (6)

2max ( [( )( ) ]RM
rE E p w a bp d gdθΠ = − − + −） (7)
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Where, 2 2
13 0 +8 2gb bgk kθΔ = − Δ − , 2 2 2 2

14 2 1 13 0=(2 )( )+4 (4 )mgb gb gb kC gbθ θΔ Δ − Δ Δ − Δ − , 13 14, 0Δ Δ >
. 

Similar to the treatment in section 3.1, using backward induction, it is easy to obtain the Hessian 
matrix of manufacturer’s profit with respect tow andτ as 

  

2 2

2 2

2

2

4 2 ( )
4 4

2 ( ) 2
4

m r

RM

m r

b g b g C C
bg bg

H
b g C C k
bg

θ θ

θ

 −− − − − =  −
 − − − 

 (8)

Under the assumption of the scale parameter k , it is known that the Hesson matrix is negative 
definite. The equilibrium result under the condition that the retailer is responsible for CSR input and 
the manufacturer recycles can be obtained according to the first-order condition. For specific results, 
see theorem 3. 
Theorem 3. In the case that the retailer is responsible for the CSR input and the manufacturer recycles, the 

wholesale price and selling price of new product are respectively * 14
2

134
RMw

gb
Δ

=
Δ

 ,

2 2 2
* 13 14

2 2
13
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=
Δ −

, the retailer’s CSR input level is * 13 14
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4 (4 )

RM agb
d
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θ
Δ Δ

=
Δ −

, the recycling 

rate of the manufacturer’s waste products is
2

0 2 1*

13

(2 ( ) )
2

mRM gb bC θ
τ

Δ Δ − − Δ
=

Δ
 , the market demand is

* 13 14
2
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4
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gb θ
Δ − Δ

=
Δ −

 , the profits of manufacturer, retailer and system as a whole are respectively
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4.4 The Retailer Is Responsible for the CSR Input and Recycling (RR Model) 

In the RR model, the retailer is responsible for CSR input, waste product recycling and new 
product sales, while the manufacturer is responsible for new product production and waste product 
remanufacturing. At this time, the expected profit functions of manufacturer and retailer are as follow 

max ( ) [( )( ) ( ) ( )]RR
m m m rE E w C bp d C C m bp dγ θ τ γ θΠ = − − + + − − − + (9)

2 2max ( [( )( ) ]RR
rE E p w m a bp d k gdτ θ τΠ = − + − + − −） (10)

where, 2
15 0 1(8 ( ( 2 ) 2 ))mgb a kg m m kCθΔ = − Δ + Δ −  , 4 2

16 1 02 (2 3 )k g kb a aθ θΔ = Δ − −  ,
2 2

17 ( ) 4m rC C mgb bgk kθΔ = − − + −  , 18 11 12 15 16=( 2 )gb gb kb kΔ Δ − Δ + Δ − Δ  , 2 2 2
19 =( 4 )b m g bgk kθΔ − + −  , 

15 16 19, ,..., 0Δ Δ Δ > . 
Similar to the treatment in section 3.1, using backward induction, the second derivative of easy 

manufacturer’s profit with respect to w is 
2 2

11
2 2 2 2 2

4 0
( 4 )

RR
md kgb

dw b m g bgk kθ
Π Δ= − <

− +
. 

Under the assumption of the scale parameter k , it is known that the Hesson matrix is negative 
definite. Therefore, the equilibrium result under the condition that the retailer is responsible for CSR 
input and self-recovery can be obtained according to the first-order condition. For specific results, see 
theorem 4. 
Theorem 4. In the case that the retailer is responsible for CSR input and recycling, the wholesale price and 

selling price of new product are respectively * 17 18
2

17

4
4

RR abgk
w

gb k
Δ − Δ

=
Δ

,
2

* 17 19 18
2

17 19

4 (2 )
4

RR abg gbp
gb

θΔ Δ − − Δ
=

Δ Δ
, the 

CSR input level of retailers and the recycling rate of waste products are respectively * 18

17 194
RRd

gb
θΔ

=
Δ Δ

 ,
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* 18

17 194
RR m

k
τ Δ

=
Δ Δ

, the market demand is * 18

17 192
RRQ Δ=

Δ Δ
, the profits of manufacturer, retailer and system as a 

whole are respectively
2
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5. Equilibrium Result Analysis 

Property 1. In the CLSC with asymmetric demand information, under the MM model, it satisfies:
*

0
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∂ >
∂
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*
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MMτ
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∂ >
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*

0
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∂ >
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>
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,
*

0
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θ
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>
∂

,
*

0
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s

θ
∂Π

>
∂

. 

Property 1 shows that in the CLSC with asymmetric demand information, when the 
manufacturer is responsible for CSR input and recovers by herself, the manufacturer’s CSR input 
level, waste product recycling rate, unit product wholesale price and sales price, and market demand 
are all positively correlated with the sensitivity coefficient of consumers’ CSR input, and the increase 
of the sensitivity coefficient of consumers’ CSR input is conducive to increase the profits for the 
manufacturer and retailer. 

In fact, the increase in CSR input sensitivity coefficient of consumers not only prompts the 
manufacturer to increase CSR input level, but also increases wholesale prices, which can make up for 
the loss caused by CSR input. At the same time, the increase in wholesale prices will also lead retailers 
to increase sales prices, but it will not offset the positive effect of increasing consumer CSR sensitivity 
coefficient and CSR input level on market demand. Therefore, market demand will increase, which 
will improve the profits of the manufacturer and retailer, and enhance the enthusiasm of the 
manufacturer to recycle waste products and the recycling rate of waste products. Therefore, from the 
perspective of the government and enterprises, continuous cultivation and guidance of consumers’ 
CSR input sensitivity is one of the effective means to improve the recycling rate of waste products 
and achieve environmental protection. 

Property 2. In the CLSC with asymmetric demand information, under the MR model, it satisfies: 
*

0
MRd
θ

∂ >
∂

,
*

0
MRτ
θ

∂ >
∂

,
*

0
MRw
θ

∂ >
∂

,
*

0
MRp
θ

∂ >
∂

,
*

0
MRQ
θ

∂ >
∂

,
*

0
MR
m

θ
∂Π

>
∂

,
*

0
MR
r

θ
∂Π

>
∂

,
*

0
MR
s

θ
∂Π

>
∂

. 

Property 2 shows that in the CLSC with asymmetric demand information, when the 
manufacturer is responsible for CSR input and the retailer recycles, the manufacturer’s CSR input 
level, waste product recycling rate, unit product wholesale price and selling price, market demand, 
and the profits of the manufacturer and retailer are all positively correlated with the sensitivity 
coefficient of consumers’ CSR input. 

It can be seen from property 2 that with the increase of the CSR input sensitivity coefficient of 
consumers, the CSR input level of manufacturer, the recycling rate of waste products, the wholesale 
and selling price of unit product, the market demand, and the profits of the manufacturer and retailer 
all increase. In fact, the greater the CSR input sensitivity coefficient of consumers, it means that 
consumers will be more willing to buy the products of CSR enterprises, so enterprises will be 
motivated to respond to consumers’ purchasing behavior by increasing the level of CSR input, so as 
to form a good positive cycle. At the same time, the increase in CSR input level of enterprises will 
also bring corresponding cost expenditure. Therefore, enterprises will increase revenue by 
appropriately raising product prices on the one hand, and increase the recycling rate of waste 
products on the other hand to reduce production costs. As prices rise in tandem with demand, both 
the manufacturer and retailer gain more. Therefore, the increase of consumers’ CSR input sensitivity 
coefficient can indirectly promote enterprises’ CSR input level, increase the recycling rate of waste 
products, and improve the overall performance of member enterprises and CLSC system. 
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Property 3. In the CLSC with asymmetric demand information, under the RM model, it satisfies:
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0
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. 

Property 3 shows that in the CLSC with asymmetric demand information, when the retailer is 
responsible for CSR input and the manufacturer recycles, with the increase of consumers’ CSR input 
sensitivity coefficient, the retailer’s CSR input level, recycling rate of waste products, selling price 
and market demand will all increase, while the wholesale price of unit product will decrease, and the 
profits of the manufacturer and retailer will also increase all of them increase with the increase of the 
sensitivity coefficient of consumer CSR input. 

It can be seen from property 3 that the increase of CSR input sensitivity coefficient of consumers 
not only promotes the retailer to increase CSR input level, but also increases consumers’ willingness 
to buy products of enterprises with CSR input behavior. Therefore, while promoting the increase of 
product selling price, the manufacturers is forced to reduce wholesale price. Therefore, the increase 
of CSR input sensitivity coefficient of consumers is more conducive to CSR inputs benefit. The 
increase in sales price will not offset the positive effect on market demand brought by the increase in 
CSR input level and the increase in consumers’ purchase intention. Therefore, market demand will 
increase, which will improve the profits of the manufacturer and retailer, and increase the enthusiasm 
of the manufacturer to recycle waste products and the recycling rate of waste products. 

Property 4. In the CLSC with asymmetric demand information, under the RR model, it satisfies:
*
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0
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. 

Property 4 shows that in the CLSC with asymmetric demand information, when the retailer is 
responsible for CSR input and recycling, with the increase of consumers’ CSR input sensitivity 
coefficient, the retailer’s CSR input level, recycling rate of waste products, selling price and market 
demand will all increase, while the wholesale price of unit products will decrease, and the profits of 
both manufacturer and retailer will be equal. The sensitivity coefficient of CSR input increases with 
consumers. 

It can be seen from property 4 that the situation in which the retailer is responsible for CSR input 
and recycling is similar to property 3. The increase of consumers’ CSR sensitivity coefficient is 
beneficial to the improvement of CSR input level, recycling rate of waste products and overall 
performance of CLSC system. 

Property 5. In the CLSC with asymmetric demand information, under the MM model, it satisfies:
*
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*
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 , when 0a a<  , 

*

0

0
MM
m

a
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<
∂

, when 0a a> . 

Property 5 shows that in the CLSC with asymmetric demand information, when the 
manufacturer is responsible for CSR input and recycling, the market demand will increase with the 
increase of the certain part of the manufacturer’s forecast market capacity, but the wholesale price, 
CSR input level, recycling rate of waste products, and selling price will all decrease. With the increase 
of the determining part of the market capacity of the manufacturer’s forecast, the retailer’s profit 
increases, and the manufacturer’s profit reaches the maximum when 0a a= . 

As can be seen from property 5, in the case that the manufacturer is responsible for CSR input 
and recycling, when 0a a= , the market capacity predicted by the manufacturer is equal to the real 
market capacity, that is, the manufacturer can accurately predict the real market capacity information 
market at this time, and the profits of manufacturer, retailer and the overall under the asymmetry of 
demand information are equal to the profits under the symmetry of market demand information. 
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Therefore, the equilibrium result when 0a a=   can be taken as the equilibrium result under the 
market demand information symmetry. When 0a a> , the market demand and the overall profit of 
the CLSC system under the asymmetric demand information are larger. However, under the 
asymmetric demand information, the wholesale price, selling price, CSR input level, waste product 
recycling rate and manufacturer’s profit are all lower. When 0a a< , the market demand information 
is asymmetric, the profits of manufacturer and retailer are smaller than that of market demand 
information is symmetric. However, under the asymmetric demand information, the wholesale price, 
sales price, CSR input level and waste product recycling rate are higher. 

Property 6. In the CLSC with asymmetric demand information, under the MM model, it satisfies:
*
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0
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∂

. 

Property 6 shows that in the CLSC with asymmetric demand information, when the 
manufacturer is responsible for CSR input and the retailer recycles, the market demand and recycling 
rate of waste products will increase with the increase of the manufacturerʹs prediction of market 
capacity, but the wholesale price, CSR input level and sales price will all decrease. Retailer’s profit 
rise as manufacturer’s forecast increase the portion of the market that determines capacity. Due to 
the complexity of the partial derivative analysis of manufacturer’s profit on its market forecast 
capacity, this paper will further explore in the numerical simulation part. 

As can be seen from property 6, in the case that the manufacturer is responsible for CSR input 
and recycling, when 0a a> , compared with market demand information symmetry (that is, when

0a a=  ), the overall profit of market demand and CLSC system under asymmetric demand 
information is larger. However, under the asymmetric demand information, the wholesale price, 
sales price, CSR input level and waste product recycling rate are all lower. When 0a a< , compared 
with market demand information symmetry (that is, when 0a a=  ), the overall profit of market 
demand and CLSC system under asymmetric demand information is lower. However, under the 
asymmetric demand information, the wholesale price, sales price, CSR input level and waste product 
recycling rate are all higher. 

Property 7. In the CLSC with asymmetric demand information, under the RM model, it satisfies:
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Property 7 shows that when the manufacturer’s demand information is asymmetric, the market 
demand and CSR input level will increase with the increase of the certain part of the manufacturer’s 
forecast market capacity, but the wholesale price, waste product recycling rate and selling price will 
all decrease. With the increase of the determining part of the market capacity of the manufacturer’s 
forecast, the retailer’s profit increases, and when 0a a=  , the manufacturer’s profit reaches the 
maximum. 

It can be seen from property 7 that the retailer is responsible for CSR input and the manufacturer 
recycles similar to Property 5. The asymmetric demand information of the manufacturer will reduce 
her own profit. When the market forecast capacity of manufacturer is higher than the real market 
capacity, it is conducive to increasing the profit of retailer. On the contrary, it will reduce the profit 
of retailer. 

Property 8. In the CLSC with asymmetric demand information, under the RR model, it satisfies:
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Property 8 shows that in the CLSC with asymmetric demand information, when the retailer is 
responsible for CSR input and recycling, the market demand, CSR input level and waste product 
recycling rate will increase with the increase of the manufacturer’s market forecast capacity, but the 
wholesale price and selling price will decrease. As the manufacturer increase the capacity 
determination part of the market forecast, the retailer’s profit increase. Due to the complexity of the 
partial derivative analysis of manufacturer’s profit on its market forecast capacity, this paper will 
further explore it in the numerical simulation part. 

It can be seen from property 8 that the situation in which the retailer is responsible for CSR input 
and recycling is similar to property 6. Compared with the case of information symmetry, when the 
manufacturer’s predicted market capacity is higher than the true market capacity, the CSR input 
level, waste product recycling rate, market capacity and the overall performance of CLSC system are 
all greater. 

It can be seen from property 5-property8 that the retailer’s profit increases with the 0a increase, 

and when 0a a= , the retailer’s profit at this time is just equal to the profit under the symmetry of 

market demand information. Therefore,
* *

0 0( ) ( )r ra a a aΠ > > Π = ,
* *

0 0( ) ( )r ra a a aΠ < < Π = , it can be 
concluded that when the market forecast capacity of the manufacturer is higher than the real market 
capacity, it is conducive to increasing the retailer’s profit, and vice versa. That is, when the 
manufacturer’s market forecast capacity is higher than the real market capacity, it is conducive to 
increasing the retailer’s profit, and vice versa. 
Proposition 1. In the CLSC with asymmetric demand information, under four different situations, it satisfies: 

* * * *MM MR RM RRd d d d> > > , * * * *RM MM RR MRτ τ τ τ> > > . 
Proposition 1 shows that the level of CSR input is highest when the manufacturer is responsible 

for CSR input and recycling, and the level of CSR input is lowest when the retailer is responsible for 
CSR input and recycling. When the retailer is responsible for CSR input and the manufacturer 
recycles, the recycling rate of used products is the highest, and when the manufacturer is responsible 
for CSR input and the retailer recycles, the recycling rate of used products is the lowest. 

The above research conclusions reveal that regardless of whether the manufacturer or the 
retailer is responsible for CSR input, the recycling rate of the manufacturer is higher when the 
manufacturer is responsible for the recycling of waste products, which is because the asymmetric 
information demand of the manufacturer leads to its lower profit in the forward supply chain, and 
the manufacturer has stronger motivation to increase the enthusiasm of recycling waste products, 
which is obviously conducive to its own recycling and remanufacturing of waste products Get more 
profit. Therefore, in the CLSC with asymmetric demand information of manufacturer, the operation 
mode that the manufacturer is responsible for the recycling of waste products is more effective. Based 
on information symmetry and without considering CSR input of enterprises, (Savaskan et al. [9] and 
Hong et al. [45]) compared the difference in recycling effect between manufacturer recycling and 
retailer recycling in CLSC, and pointed out that retailer recycling mode is better than manufacturer 
recycling mode. However, in the case of asymmetric demand information and CSR input of the 
manufacturer or the retailer, the research shows that compared with the retailer recycling mode, the 
recycling effect of waste products is better when the manufacturer is responsible for recycling herself. 
This also indicates that the asymmetry of demand information and the difference of CSR input mode 
are one of the important factors affecting the selection of recycling channels in CLSC. 
Proposition 2. In the CLSC with asymmetric demand information, under four different situations, it satisfies: 

* * * *RM MM RR MRQ Q Q Q> > > . 
Proposition 2 shows that the market demand is greatest when the retailer is responsible for CSR 

input and the manufacturer recycles, while the market demand is minimum when the manufacturer 
is responsible for CSR input and the retailer recycles. Regardless of whether the manufacturer or the 
retailer is responsible for CSR input, the market demand is greater when the manufacturer recycles 
the used products. In the manufacturer-led CLSC, CSR input by channel follower is more conducive 
to increasing market demand. 
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6. Numerical Simulation Analysis 
This section will analyze and verify the above properties and propositions through numerical 

simulation, and reveal the influence of consumer CSR input sensitivity coefficient on the optimal 
decision and profit of each member of the CLSC. 

On the premise that the relevant parameter assumptions in this paper are satisfied, the values of 
the relevant parameters are assumed to be 100a = , 0 95a = , 1b = , 6mC = , 4rC = , 50k = , =g 8
, 0.2m =  (Liu et al. [7]). According to the relevant research results of this paper, the specific 
simulation results are shown in Figure 2-Figure 10. 

 

Figure 2. Influence of consumer CSR input sensitivity coefficient on CSR input level. 

 

Figure 3. Recycling rate of waste products when manufacturer is responsible for recycling. 

 

Figure 4. Recycling rate of waste products when the retailer is responsible for recycling. 

As can be seen from Figure 2, under the four different situations, the CSR input level increases 
with the increase of consumers’ CSR sensitivity coefficient, and meets * * * *MM MR RM RRd d d d> > >  . 
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Since the highest product selling price that consumers are willing to pay is related to the sensitivity 
coefficient of CSR input and the level of CSR input is increasing, both the manufacturer and retailer 
have stronger motivation to increase the level of CSR input to increase his own profit, which also 
verifies the relevant conclusions of proposition 1. Counterintuitively, it can be seen from Figure 3 and 
Figure 4 that the recycling rate of waste products by the manufacturer is higher than that by the 
retailer. In the case of information symmetry, many previous studies have pointed out that ʺbecause 
retailers are closer to consumers than manufacturers, it is better for manufacturers to be responsible 
for recycling by retailersʺ, while this paper shows that the demand information of the manufacturer 
is incorrect. In this case, whether the manufacturer or the retailer is responsible for CSR input, the 
recycling effect by the manufacturer is better, which also validates the relevant conclusions of 
proposition 1. 

 

Figure 5. Influence of consumer CSR input sensitivity coefficient on wholesale price. 

 

Figure 6. Influence of consumer CSR input sensitivity coefficient on wholesale price. 

 

Figure 7. Influence of consumer CSR input sensitivity coefficient on selling price. 
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Figure 8. Influence of consumer CSR input sensitivity coefficient on selling price. 

 

Figure 9. Influence of consumer CSR input sensitivity coefficient on market demand. 

For *w , *p without analytical solution comparative analysis, add a set of data with 0 100a =  and 
draw figures 6 and 8. By adding a set of data for comparison, it can be found that the change of 0a
does not change the trend of graph change and the relative size relationship. From figures 5 and 6, 
it’s clear that * * * *MR RR MM RMw w w w> > > , and with the increase of consumers’ CSR input sensitivity 
coefficient, CSR input by the manufacturer is conducive to increasing wholesale prices, thus making 
up for the losses caused by CSR input. On the contrary, when the retailer makes CSR inputs, the 
manufacturer will reduce wholesale prices to make up for the losses caused by retailer’s CSR input. 
This also confirms the relevant conclusion of property 3. As can be seen from figures 7 and 8,

* * * *MR RR MM RMp p p p> > > , and with the increase of consumers’ CSR sensitivity coefficient, the sales 
price of new products will increase in four different situations. However, when the retailer is 
responsible for CSR input, the sales price will increase faster, because when the retailer is responsible 
for CSR input, they will increase the sales price to offset the loss caused by CSR input, while when 
the manufacturer is responsible for CSR input, the manufacturer will increase the sales price. The loss 
caused by CSR input will be offset by increasing wholesale prices, which will lead the retailer to 
increase the selling prices of products. As can be seen from Figure 9, * * * *RM MM RR MRQ Q Q Q> > > , and 
the increase of CSR input sensitivity coefficient of consumers is conducive to increasing market 
demand. This is because with the increase of CSR input sensitivity coefficient of consumers, both the 
manufacturer and retailer choose to maximize his profit by increasing CSR input level, and at the 
same time, the increase of CSR input level will stimulate market demand. 
Corollary 1. It can be seen from Figure 2, Figure 7 and Figure 9 that market demand mainly depends on sales 
price, while consumer CSR sensitivity coefficient and CSR input level are only secondary influencing factors 
on market demand. 
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Figure 10. Influence of consumer CSR input sensitivity coefficient on manufacturer’s profit. 

For *
mΠ , *

rΠ without analytical solution comparative analysis, add a set of data with 0 100a = and 
draw figures 11 and 13. As can be seen from figure 10 and figure 11, the recycling of waste products 
by the manufacturer is more conducive to maximizing her own profit, and in the four different cases, 
the increase of consumersʹ CSR input sensitivity coefficient is conducive to the manufacturer 
obtaining higher profit. As can be seen from figures 12 and 13, * * * *RM MM RR MR

r r r rΠ > Π > Π > Π , and in 
any case, the increase of consumersʹ CSR input sensitivity coefficient is conducive to the retailer to 
obtain greater profit. It can be further seen from Figures 10, 11, 12 and 13 that when the retailer is 
responsible for the CSR input and the manufacturer recycles, it is more conducive to realizing the 
overall profit of the CLSC system. This also indicates that under the asymmetric manufacturer 
information, the manufacturer’s responsibility for recycling waste products is not only conducive to 
improving the recycling rate of waste products, but also conducive to increasing the overall 
performance of the CLSC. The channel follower’s responsibility for CSR input is conducive to 
increasing the market demand and the overall performance of CLSC. This also reveals that the 
asymmetry of the manufacturer demand information has a certain impact on the recycling channel, 
but has a low impact on the selection of CSR input members. 

 

Figure 11. Influence of consumer CSR input sensitivity coefficient on manufacturer’s profit. 

 

Figure 12. Influence of consumer CSR input sensitivity coefficient on retailer’s profit. 
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Figure 13. Influence of consumer CSR input sensitivity coefficient on retailer’s profit. 

As can be seen from property 5, property 7 and Figure 14, when the market capacity predicted 
by the manufacturer is equal to the real market capacity (that is, when the market demand 
information is symmetric), the manufacturer’s profit reaches the maximum. Therefore, when the 
market capacity predicted by the manufacturer is not equal to the real market capacity, the 
manufacturer’s profit is lower than the manufacturer’s profit under the information symmetry, so it 
is compared with the information symmetry. The asymmetric demand information of the 
manufacturer will lead to the reduction of her own profit. This also indicates that timely and accurate 
market demand information is particularly critical for the manufacturer. Manufacturers should 
constantly strengthen cooperation with retailers to improve the ability to obtain market demand 
information, which will help improve their own performance and maintain the stable operation of 
CLSC. 

 

Figure 14. Influence of market capacity predicted by manufacturer on its profit. 

7. Conclusions 
In the case of asymmetric market demand information of the manufacturer, this paper constructs 

four CLSC decision models for CSR input and recycling decision-making of a CLSC consisting of a 
dominant manufacturer and a retailer, and analyzes the impact of consumer CSR input sensitivity 
coefficient and asymmetric demand information on the optimization of CLSC, and draws the 
following conclusions: (1) Regardless of the combination strategy of CSR input and recycling channel, 
the increase of consumers’ CSR input sensitivity coefficient is conducive to improving the CSR input 
level and market demand of CLSC, and improving the profits of manufacturer and retailer. (2) The 
level of CSR input is the highest when the manufacturer is responsible for CSR input and recycles, 
and the market demand is the highest when the retailer is responsible for CSR input and the 
manufacturer recycles. (3) It is counterintuitive that the recycling rate of waste products is higher 
when the manufacturer is responsible for the recycling of waste products, and the asymmetry of 
manufacturer’s market demand information leads her to be more inclined to recycle herself, rather 
than entrust to retailers for recycling. (4) When the retailer is responsible for the CSR input and the 
manufacturer recycles, the profit of both the manufacturer and the retailer is the highest. Therefore, 
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for the CLSC as a whole, it is best to choose the operation mode that the retailer is responsible for 
CSR input and the manufacturer recycles. (5) Compared with the case of information symmetry, the 
asymmetric demand information of the manufacturer will lead to the reduction of her own profit. 
When the manufacturer’s market forecast capacity is higher than the real market capacity, it is 
beneficial to increase the retailer’s profit, and vice versa. 

Based on the above research conclusions, this paper draws the following management 
implications: First, in terms of the optimization of CLSC system operation, enterprises need to 
improve the overall performance of the CLSC by establishing a good CSR reputation and enhancing 
consumers’ CSR input sensitivity. Secondly, from the perspective of government regulation, the 
government can encourage member enterprises of the CLSC to actively fulfill CSR and participate in 
the recycling of waste products by formulating relevant policies, so as to achieve the purpose of 
increasing social welfare and protecting the environment. Finally, manufacturers should continue to 
strengthen cooperation with retailers, improve the ability to obtain market demand information, in 
order to obtain real market demand information, which is beneficial to improve their own 
performance and maintain the stable operation of CLSC. 

Since the research in this paper only involves the CLSC system with single sales and recycling 
channels under the asymmetric market demand information of manufacturers, the future can further 
explore the CSR input and recycling decision-making of CLSC with double sales and recycling 
channels under the asymmetric information. 
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Appendix A 
Proof of theorem 1: 
It can be seen from equation (2) that it is a concave function with respect to p . According to the 

first order condition, the best feedback function of the retailer is
2

a d bwp
b

θ+ +=  , since the 

manufacturer does not know the true value of a , therefore, the manufacturer can only substitute the 

predicted value 0

2
a d bwp

b
θ ε+ + +

=   into formula (1), it is easy to know the Hessian matrix of 

( , , )MM
m w dτΠ   with respect to , ,w dτ   is

( )
2 2

( ) ( )2
2 2

( ) 2
2 2

m r

MM m r m r

m r

C C bb

C C b C CH k

C C g

θ

θ

θ θ

− − − 
 

− − − = − 
 

− − 
 

 . Under the 
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assumption of scale parameter k  , 0b− <  , 0

( )
2 (8 ) 0

( ) 42
2

m r

m r

C C bb b k b
C C b k

− −−
= − Δ >

− − −
 , 

22
0

1 4 0
2 2

b gkH kbg θ Δ
= − + + <  , so the Hesse matrix is negative definite. According to backward 

induction, the equilibrium results under MM model can be obtained. 
Proof of theorem 2: 
The Hessian matrix of retailer profit with respect to ,p τ  is easily obtained from formula (4) as

2

2
2

b mb
H

mb k
− − 

=  − − 
 . With the proof of theorem 1, it is easy to obtain the Hessian matrix of 

manufacturer’s profit with respect to ,w d  as 

2 2 2 2

3 2 4 2 2 2 2

2 2 2 2
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Under the assumption of scale parameter k  , 2 2

4 (4 ( )) 0
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−
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4 (2 ( ) 8 ) 0
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H
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θ− − +
= − >

−
, so the Hessian matrix is negative definite. According to 

backward induction, the equilibrium result under MR Model can be obtained. 
The proof process of theorem 3 and theorem 4 is similar to theorem 1 and theorem 2, which are 

omitted here. 
Proof of property 1: 
According to theorem 1, we can easily find 

2 2*
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Proof of property 2: 
According to theorem 2, itʹs easy to get 
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The proof of properties 3 and 4 is similar to the proof of properties 1 and 2, and is also omitted 
here. 

Proof of property 5: 
According to theorem 1, we can easily find 
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Proof of proposition 1: 
Theorem 1 - Theorem 4, we can easily find 
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