








PEER-TO-PEER PRINCIPLES ALL BUSINESSES SHOULD KNOW

THE APPEAL OF

69% of all participants expressed that they’d be more interested in sharing their stuff if they could

THE

FO R S HA R I N G make money from it. Across all industry categories (excepting physical media, apparel, and
money), more than half of participants wished to gain access to others’ assets—rather than being
a lender or seller who provides access to others, so this money-making draw could be key to

scaling up sharing communities.

THE CULTURE OF

The most popularly cited barrier to sharing was having concerns about theft or damage to

personal property, but 88% of respondents claimed that they treat borrowed possessions well.
Reputation is increasingly becoming an important form of currency; communities that offer
transparency (such as through open ratings and reviews) encourage good behavior and trust

amongst members.
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THE REALITY OF

In the peer-to-peer model, value to members increases as the community grows: more assets

are made available, often at closer distances. Scaling up communities shouldn’t be a problem
when 53% of all participants are already comfortable sharing amongst people they may or may

not know personally (with varying community protections in place).

“THE CONFLUENCE OF MEDIA AND TECHNOLOGY WAS FIRST GROUNDBREAKING IN ITS ABILITY TO
CONNECT PEOPLE TO INFORMATION. THEN IT WAS REALLY ABOUT CONNECTING PEOPLE TO OTHER
PEOPLE WITH THE ADVENT OF WEB 2.0. NOW THE NATURAL EXTENSION OF ALL THIS IS CONNECTING
PEOPLE TO STUFF—TO THE PHYSICAL THINGS OF EVERYDAY LIFE. WE’RE AT A POINT WHERE ONLINE,
SHARED INTEREST COMMUNITIES AND ADVANCEMENTS IN MOBILE, REAL-TIME AND LOCATION-AWARE
TECHNOLOGIES HAVE CREATED A ‘PERFECT STORM’ FOR SHARING IN THE PHYSICAL WORLD.

—KIM GASKINS, DIRECTOR OF CONTENT DEVELOPMENT AT LATITUDE



THE NEW SHARING TAKEAWAYS
FOR NON-SHARING BUSINESSES

BECOME A WE-BASED BRAND

The growth of sharing suggests a new climate where, increasingly,

people expect that businesses will enable them to improve their own
lives and those of others—whether by making more sustainable
choices, by providing access to help others meet their own needs, or
by spreading the word about a good brand or worthy cause. This
dual-benefit model is worthy of further attention by all businesses,
insofar as it represents a growing reality for connected culture.
Companies can offer value to their communities by acknowledging that
money and products are no longer the only—or even the most
valuable—element of a brand transaction for many individuals today.

FIND VALUE IN SOCIAL AND ALTERNATIVE CURRENCIES

Sharing culture makes it possible for virtually anything, including
specialized skills or knowledge, used goods, and social reach, to
become currency. When asked to come up with their own sharing
business concepts, many participants envisioned services founded on
bartering (non-monetary exchanges) with others in a community.
What's more, there’s a sizable new market for trading time and
responsibilities. At present, 61% of participants either share time or
responsibilities casually or would be interested in doing so, while only
16% already share through an organized community or service.

Forward-thinking companies like Netflix and Threadless have already
demonstrated that users can provide value to traditional businesses
without buying something: through word-of-mouth, content creation,
community innovation, and beyond.
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“THE RISE OF SHARING REQUIRES US TO USE A NEW LANGUAGE WHERE ‘ACCESS’ TRUMPS
‘OWNERSHIP’; SOCIAL VALUE BECOMES THE NEW CURRENCY; ‘EXCHANGES’ REPLACE
‘PURCHASES’; AND PEOPLE ARE NO LONGER CONSUMERS BUT INSTEAD USERS,
BORROWERS, LENDERS AND CONTRIBUTORS. ALL OF THIS MEANS BUSINESSES MUST
REDEFINEAHEIR ROLE FROM PROVIDERS OF STUFF TO BECOME PURVEYORS OF

SERVICES AND EXPERIENCES.” —NEELA SAKARIA, SVP OF LATITUDE

THE NEW SHARING ECONOMY METHODOLOGY

Participants from across the globe (n=537) took a Web-based survey which captured
sharing attitudes and current engagement with sharing in a variety of contexts, with a
focus on establishing benchmarks for the new sharing economy. The study also sought
to understand trust, the role of community, and the new psychology of sharing.
Participants were asked to ideate future sharing opportunities—new models and service
offerings—across industries for both businesses and society at large.
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SHARING IS
CONTAGIOUS

THIS INFOGRAPHIC CHARTS THE RISE OF
COLLABORATIVE CONSUMPTION:

THE RAPID EXPLOSION IN TRADITIONAL
SHARING, BARTERING, LENDING, TRADING,
RENTING, GIFTING, AND SWAPPING
REDEFINED THROUGH TECHNOLOGY AND
PEER COMMUNITIES.

WWW.COLLABORATIVECONSUMPTION.COM
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THE NEW DIMENSIONS OF SHARING

Above all, sharing was perceived by participants as borrowing or lending an item for free, seconded by co-owning something with others: essentially,
exchanges that involved no monetary gain, as well as synchronous access or collaborative efforts toward a shared goal. Sharing that was
asynchronous or which might lead to monetary gain on one end (e.g. renting or buying/selling used items) weren’t as strongly associated with the
concept of sharing—but nevertheless chosen as forms of sharing by more than half of respondents.

A cyclical system of access
where members rent or
borrow goods, then return
them to the central pool for
other members to access.

NETFLIX

Shareable assets are owned by a

single entity which provides access
to members; in a centralized model,
all members are renters/ borrowers.
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A redistribution system where items
are passed off—gifted, traded,
bartered, or resold— from one owner
to the next so that they can be reused.
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Members pool their own assets to
share amongst other members. The
member collective is comprised of both
owners/lenders and renters/borrowers.
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Simultaneous collaboration to
achieve a shared goal;
involves joining resources
like money, time or
specialized knowledge.

CITIZEN SPACE

A Nicer Place to Work.

“Community college 2.0: provide some sort of structure that lets people let other people know
what they know and what they want to learn. If you can get enough people together, everyone is
both student and teacher.”

—NMale study participant, 29, Salt Lake City, UT, USA

“... a sort of bounty hunting service for open source projects, where people in need would invest
into certain features/fixes with (smaller amounts of) money. Bounties would therefore accumulate
and developers would profit by providing solutions.”

—NMale study participant, 24, Ljubljana, Slovenia

“... person A needs something that person B has, and person B needs something that person C
has, and person C needs something that person A has—except that this service would be free,
completely based on bartering.”

—Female study participant, 56, Ithaca, NY

“I'll walk your dog while you're away; you water my plants; I'll give you baby toys | don't need
anymore; you loan me your lawn mower. | think this kind of interaction is part of community ties
and support networks that used to develop naturally and spontaneously and need some
encouragement now.”

—Female study participant, 38, Providence, Rl, USA
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LIFE, CONNECTED

LATITUDE IS AN INTERNATIONAL RESEARCH CONSULTANCY EXPLORING HOW NEW
INFORMATION AND COMMUNICATIONS TECHNOLOGIES CAN ENHANCE HUMAN
EXPERIENCES. LATITUDE’S USERCENTERED RESEARCH APPROACH UNITES
GENERATIVE, MEDIA-BASED METHODS WITH ROBUST QUANTITATIVE ANALYSIS TO
IDENTIFY CONCRETE OPPORTUNITIES FOR WEB-BASED INNOVATION.

TO BETTER UNDERSTAND HOW THIS STUDY APPLIES TO YOUR BUSINESS, CONTACT:

NEELA SAKARIA | SVP
NSAKARIA@LATD.COM | LATD.COM

STUDY LEAD
KIM GASKINS | DIRECTOR OF CONTENT DEVELOPMENT
KGASKINS@LATD.COM

SUPPORTING ANALYST
NATALIE STEHFEST | SENIOR RESEARCH ANALYST

SHaRedBLe

SHAREABLE IS A NON-PROFIT ONLINE MAGAZINE WHICH EXPLORES
HOW TO DESIGN LIFE, WORK, AND COMMUNITY SO THAT PEOPLE
CAN BETTER SHARE RESOURCES. SHAREABLE TELLS THE STORY OF
SHARING BECAUSE IT MIGHT BE JUST WHAT'S NEEDED TO ENJOY
LIFE TO THE FULLEST—AND RESTORE THE PLANET IN THE
PROCESS. VISIT SHAREABLE.NET FOR SHARING NEWS, AND TO
LEARN ABOUT HOW YOU CAN LEAD A MORE SHAREABLE LIFE.

creative
commons

® 066

THE NEW SHARING ECONOMY SUMMARY WAS DESIGNED IN COLLABORATION WITH DESIGNOMOTION
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