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In 2011, Time Magazine published "Sharing 
instead of Owning" as one of the 10 ideas that 
will change the world. According to the 
article, the age of ownership is slowly being 
replaced by a new age of sharing and 
collaborative consumption (Time Magazine, 
2011). 



The Economist: The rise of the sharing economy



While sharing has always been part of human social life and 
coexistence, recent years have seen a distinct break with the 20th

century culture of hyper-consumerism, as new mechanisms for 
consuming are on the rise including sharing, lending, renting, and 
bartering (Albinsson and Yasanthi Perera, 2012). 

It seems that the public increasingly desires to pay for short-term 
access to products, such as bikes or cars, as opposed to 
ownership (Bardhi and Eckhardt, 2012; Botsman and Rogers, 
2010). 



• In 2011, the sharing economy was estimated to be worth about $100 billion 

(Sacks, 2011). In 2013, Forbes estimated revenue from the sharing 

economy to reach $3.5 billion, a 25% increase from the previous year. 

(Geron, 2013) Revenue from car-sharing in the US alone is expected to 

reach $3.3 billion in 2016. (Bardhi and Eckhardt, 2012); in October, 2013, 

Airbnb alone was valued at $13 billion (Ajmera, 2014).



Examples
• Linux – share code
• Wikipedia - share knowledge and 

expertise

• Facebook - encouraged users to share 
their lives and youtube gave users the 
chance to share content (Sacks, 2011). 

• Zipcar (car-sharing)

• Oshare

• OurCrowd

• E-Loan

• Neighborgoods (local borrowing and 
reselling),

• Postmates (Delivery services). 

• Airbnb (peer-to-peer apartment or 
house rentals), 

• Couchsurfing (peer-to-peer free 
hospitality)

• Fivver

• Uber (ride-sharing).

• BloomThat 9flowers)

• Mimoona



What Make Collaborative Consumption 
Possible?
• Online platforms, made possibly by web 2.0, (Belk, 2013; Hamari, 2013; 

Agyeman et al, 2013; Bardhi and Eckhardt, 2012; Teubner 2013b) 
• They provide the technical framework for collaborative consumption, 

allowing people to sell, share and barter without a middleman, but the 
web has also facilitated trust between strangers, making people more open 
to the idea of sharing (Botsman, 2010). 

• Managing data and knowledge (Dlugosz, 2014). 
• Botsman claims that generation Y, having grown up with sharing files, 

music and personal information on online forums, embraces a culture of 
sharing foreign to their parents and even their older siblings, without 
feeling that it threatens their individualism.



Other Factors facilitating CC 

• Global economic crisis caused consumers to rethink their spending 
habits 

• Re-urbanization has created densely populated areas that lend 
themselves more easily to networking and sharing (Agyeman, 2013; 
Belk, 2013). Consequently, people also live in more compact living 
with little storage space (Bardhi and Eckhardt, 2012). 

• Botsman (2010) points to environmental concerns and a renewed 
belief in the importance of community as recent social forces 



Collaborative Consumption

• Felson and Spaeth (1978) included all events  in which one or more 

persons consume economic goods or services in the process of  

engaging in joint activities with one or more others. For example, 

drinking beer with friends, eating meals with relatives, driving to visit 

someone or using a washing machine for family laundry are acts of 

collaborative consumption. 



Botsman and Rogers (2010), 

•Collaborative consumption occurs when people 
participate in organized sharing, bartering, trading, 
renting, swapping, and collectives to get the same 
pleasures of ownership with reduced personal cost and 
burden, and lower environmental impact.” 



Belk (2013)

• "Collaborative consumption is people coordinating the 
acquisition and distribution of a resource for a fee or 
other compensation. The definition also encompasses 
bartering, trading, and swapping, which involve giving 
and receiving non-monetary compensation." 



Sharing

• The concept of sharing predates that of collaborative consumption

• Sharing can explained as an evolutionary trait that allowed our 
hunter/gatherer ancestors to sustain each other and themselves 
(Agyeman et al, 2012) While there is a much older body of literature 
that examines sharing as a human trait, only recently has sharing been 
researched as a mode of consumer behavior. 



Belk (2013, 2010)

• “the act and process of distributing what is ours to others for their use 
and/or the act or process of receiving or taking something from others 
for our use,” he further elaborate that "in sharing, two or more people 
may enjoy the benefits (or costs) that flow from possessing a thing. 
Rather than distinguishing what is mine and yours, sharing defines 
something as ours" (Belk, 2007). 

• Gift giving and market exchange, on the other hand, come with the 
expectation of reciprocity.



Bardhi and Eckhardt (2012)

• : "...the anonymous, market-mediated type of access does not produce 
a sense of joint or perceived ownership and is not pro-social but 
instead is primarily guided by self-serving and utilitarian motivation 
and negative reciprocity toward the accessed object, firm, and other 
consumers,"



Social, Economic and Environmental Benefits of 
Collaborative Consumption Systems
• Economic: save money for participants (Sacks, 2011; Hamari, 2013), 

thus expand access for people with special needs and/or from low 
socio-economic brackets. 

• More environmentally sustainable (Heinrichs, 2013; Childs, 2013), as 
they use resources more efficiently and produce less waste (Belk, 
2010; Sacks, 2011)  - reduce carbon emissions (Martin and Shaheen, 
2011). 

• Social: Creates and strengthens communities (Agyeman et al, 2013; 
Sacks, 2011), creating bonds and trust between people (Belk, 2010) 
and generating social capital. Additionally, Agyeman et al (2013) 
suggest that sharing systems strengthen democracy.



Motivations for Collaborative Consumption

• largely driven by self-interest (Bardhi and Eckhardt, 2012)

• facilitate access to resources 

• fit better into participants' flexible lifestyles than ownership (Bardhi
and Eckhardt, 2012). 

• , Bardhi and Eckhardt: Zipcar users boasted feeling smarter than their 
car owning counterparts. 



Reasons for “Sharing”

Are less clear
• making others think of a person as kind and generous motivates one to share 

tangibles.  
• motivation to personally simplify one's lifestyle (Albinsson and Yasnthi Perera, 

2012).
• Personal enjoyment (Wasko and Faraj, 2005; Nov, 2007; Hamari, 2013) 
• Feeling of having something valuable to share (Wasko and Faraj, 2005) .

• Values and ideology (Albinsson and Yasnthi Perera, 2012)

• Nov (2007) cites ideology as a top motivator for Wikipedia contributors



Reasons for “Sharing”

• People feel an obligation to share when they have been shared with 
(Belk, 2007).  

• Structural social capital (the extent to which one is embedded in a 
network) (Wasko and Faraj, 2005)

• Social norms - Having grown up sharing online, sharing has become 
more natural for the younger generations (Botsman, 2010; John, 
2013).

• Hamari (2013) Societal norms is a significant motivator for the 
individual and may suppress the urge to chase personal gain. 



Characteristics and Challenges of Successful 
Systems
• critical mass (enough momentum to make the system self-sustaining, 

enough choice to bring consumer satisfaction and to diminish the 
perception of product scarcity risk, and enough users to bring social 
validation)

• Idling capacity (enough unused potential of an item when it is not in 
use)

• belief in the commons 

• trust between strangers. 



A PRICE TAG HIGH 
ENOUGH THAT 
MAKES IT WORTH 
SHARING OR GETTING

A POWER DRILL HAS 
CRITICAL MASS
HUGE IDLE TIME BUT 
NOT EXPENSIVE 
ENOUGH



• As sharing systems hinge on trust between participants (Botsman and 
Rogers, 2010), cultivating truth is one of the key challenges to 
creating such a system (Sacks, 2011). Additionally, preventing free-
riding and creating incentives to contribute (Rodrigues and Druschel, 
2010; Antoniadis, 2004) pose some of the greatest challenges to 
sharing.



Defining the Success of the Sharing Economy

• Environmental Sustainability- Environmental advocates and 
policymakers oftentimes turn to the sharing economy as a means of 
reducing carbon emissions and using resources more efficiently. Thus, 
the degree to which the sharing economy reduces society’s 
environmental impact becomes a measure of success.

• Community Building- Using the sharing economy to increase networks 
and bonds between people is a professed goal of some sharing 
advocates. Often times this goal is espoused by those who seek to 
incorporate the sharing economy with urban planning and cerate 
sharing cities or neighborhood. Thus, success is measured by the 
degree to which the sharing economy strengthens community bonds 
and networks.



• Social Justice- Some advocates point to the potential the sharing 

economy has to increase social equality and promote a socially just, 

democratic society. This is measured by the extent to which sharing 

decreases the disparity in wealth and increases access to resources.

• Profit- For-profit companies



Economic Systems of CC

• . Product-Service Systems: Items are shared or rented to multiple 
consumers can benefit from the services of a product without 
purchasing it

• Redistribution Markets: Items are transferred from an owner who no 
longer needs them to a new owner who does. 

• Collaborative Lifestyles: Less tangible things like space, time, and skills 
are shared by people with similar interests or needs. This division has 
been relatively well received in the literature.


