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a b s t r a c t 

Because the sharing economy compels firm-stakeholder dynamics towards a multi-stakeholder market 

orientation (MSMO), the structures and power dynamics of sharing-economy firms differ markedly from 

traditional-economy firms. In this vein, we explore sharing-economy firms’ dependence on stakeholders 

(new power), the continual threat of new entrants (exponential organisations), and how these conditions 

combine to create additional stakeholder value by shifting Pareto efficient outcomes. We also discuss 

how previous scholarly effort s to impel traditional-economy firms toward stakeholder orientations failed 

because these firms generally treated stakeholder satisfaction as an optional rather than crucial goal for 

achieving sustainable competitive advantages. Finally, we argue that sharing-economy firms continue to 

disrupt markets, which increases every firm’s need to explore value creation in theory and practice. 

© 2020 Australian and New Zealand Marketing Academy. Published by Elsevier Ltd. All rights reserved. 
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. Introduction 

Since the early 1990s, marketing theoreticians have tried to

apture marketing’s role in negotiating diverse organisational and

takeholder needs; for example, Morgan and Hunt’s (1994) rela-

ionship marketing, Vargo and Lusch’s (2004) service-dominated

ogic, Prahalad and Ramaswamy’s (2013) co-creation marketing,

nd Bhattacharya and Korschun’s (2008) stakeholder marketing. As

heir theories evolved, they increasingly stressed the stakeholders’

ole in marketing success, first with (1) a market orientation (MO)

hat focused on internal coordination, customer value, and com-

atting competition ( Narver and Slater, 1990 ), then to (2) a stake-

older orientation (SO) that focused on firm-wide use of intelli-

ence and information to meet stakeholders’ needs ( Maignan and

errell, 2004 ), and now to (3) a multiple stakeholder market orien-

ation (MSMO) that synthesised firms’ needs to create value for all

takeholders ( Line et al., 2018 ). Simultaneously, many critical so-

ietal outcomes have worsened, such as climate change, wealth

nd income disparity, and air pollution in the developing world

 Berman et al., 2016 ; Hansen, 2005 ; Wong et al., 2008 ). In re-

ponse, worldwide trust in governments, businesses, and capital-

sm has reached a historical low ( Edelman, 2020 ). 

Through their studies on the connection between firms and

heir constituents, marketing scholars encouraged the scope of
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arketing relationships to evolve from maximising profits by using

ustomer data to satisfy customer needs ( Narver and Slater, 1990 )

o creating value for a multifaceted array of stakeholders, including

ut not limited to stockholders, consumers, employees, suppliers, and

ommunity members ( Line et al., 2018 ). This expanded scope mor-

hed marketing from a zero-sum game, in which marketers seek to

aximise transfers from customers ( Mizik and Jacobson, 2003 ), to

 shared-value orientation, in which marketers seek to maximise

he economic and social value accrued internally and amongst

takeholders ( Garcia-Castro and Aguilera, 2015 ). By treating the

arketing function holistically, firms encourage sustainable rela-

ionships rather than transactions ( Line et al., 2018 ). Unfortunately,

rms often attempt such relationships via management systems

hat primarily rely on customer data to increase purchase quan-

ity and frequency ( Gummesson, 2002 ), which merely facilitates an

pdated zero-sum game. 

The sharing economy , which is “where asset owners use digi-

al clearinghouses to capitalise the unused capacity of things they

lready have, and consumers rent from their peers rather than

ent or buy from a company” ( Geron, 2013 , p. 60), is a manifes-

ation of MSMO. Recent business structure theories suggest that

haring-economy firms are stakeholder-focused; contrarily, long- 

tanding, traditional, stockholder-centric firms are inherently my-

pic and incompatible with stakeholder theories because these

rms and their stockholders prioritise short-term earnings and div-

dends over stakeholders’ long-term welfare ( Stein, 1989 ). Although

arketing scholars have created new approaches meant to spur

ro-stakeholder practices in traditional firms—by proposing a sus-
Ltd. All rights reserved. 
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tainable marketing mix ( Pomering, 2017 ), a green marketing strat-

egy infused with the theory of planned behaviour ( Kalafatis et al.,

1999 ), and an ethical scheme for managerial decision-making

( Ferrell and Gresham, 1985 )—many marketing practitioners have

no impetus to implement such models. 

Such inertia should change as the internet and social media

enable unprecedented firm transparency and consumer intercon-

nectedness. They enhance economic activity in sharing economies

via information-richer transactional and relational environments,

lower information search costs for buyers, diminished information

asymmetry between sellers and buyers, closer electronic proximity

for buyers and sellers, and greater temporal separation (proximity)

between the time of purchase and the time of possession for phys-

ical (digital) products bought online ( Varadarajan and Yadav 2002 ).

Marketing practice must evolve in response to these changes. 

In the latter half of the 20th Century, firms focused on develop-

ing economic advantages by extracting relatively more stockholder

value from the marketplace than their competitors ( Day and Wens-

ley, 1988 ). However, such advantages do not prevail in the sharing

economy. Instead, firm success (failure) mostly depends on positive

(negative) word-of-mouth comments spread via the internet and

social media ( Tierney, 2014 ). Heightening consumer power means

the marketing function must increasingly help firms mediate com-

peting stakeholder interests. 

Research that explores the ways that the sharing economy

will change the allocation of value in the marketplace is needed

( Eckhardt et al., 2019 ). The sharing economy encourages a mul-

tidimensional accounting of stakeholder value that can shift

firms’ Pareto efficient outcomes without stockholder blowback

( Eckhardt et al., 2019 ). Because most managers of stockholder-

owned firms believe that they must maximise short-term earnings

per share ( Friedman and Friedman, 1980 ), they tend to be myopic

and oblivious to negative externalities (e.g., coal-fired power plants

and dirty air, the tragedy of the commons resource misuse) that

adversely affect their stakeholders. In contrast, we propose that

low market-entry barriers (i.e., increased competitiveness) in en-

trenched markets and dependence on empowered and connected

consumer and supplier bases incentivise sharing-economy firms to

create more stakeholder-friendly Pareto efficient outcomes, which

should increase their overall value. 

Furthermore, we outline how these sharing-economy firms,

which manifest MSMO, may spur traditional, zero-sum, market-

orientated firms towards a greater stakeholder emphasis. Guid-

ing a free-market economy toward multidimensional Pareto effi-

ciency (i.e., resources allocated to ensure all parties experience an

ideal, value-maximising outcome) will require changes to the es-

sential business elements (e.g., stakeholder empowerment, corpo-

rate transparency, and lower market-entry barriers) of stakeholder-

centric theories ( Hindriks and Myles, 2006 ). Because marketers

would be at the forefront of managing this shift, it is critical to

explore the catalysts to MSMO as well as their implications. 

Our exploration of the sharing economy will focus on

two emerging theories: Exponential organisations and new

power . By showing that sharing-economy firms are exponential

organisations—which are organisations that use mobile technology

to lower market-entry barriers ( Ismail et al., 2014 ), and must de-

pend on new power that is an “open, participatory and peer-driven”

force that strengthens as more people contribute to and draw from

it ( Heimans and Timms, 2014 , p.50)—we will show how the sharing

economy is poised to change the economy towards MSMO in ways

traditional, stockholder-driven, corporations have been unable to

manifest. 

Our integrative literature review synthesises three research do-

mains encompassing the influences of technology on corporate

structure. It shows how these tech-driven changes are poised to

help marketing practitioners manifest 30 years of scholarship in-
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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ended to conduce more stakeholder-centric marketing practice.

urthermore, we seek to address critical questions from marketing

cholars about how the sharing economy will affect market-level

ppropriation of value ( Eckhardt et al., 2019 ). Our market-level fo-

us precludes an analysis of the marketing theories that best char-

cterise individual-level changes (e.g., collaborative consumption,

o-creation of value, shared consumption). 

. Sharing economy 

The sharing economy’s most potent manifestation has been the

idespread diffusion of high-engagement consumer-to-consumer

ransactions. Once limited to newspaper classified ads and neigh-

ourhood activity, information technology allows such transactions

o transpire rapidly and with safety assurances that satisfy risk-

verse market participants. Consumer-to-consumer transactions

re high-engagement and drive holistic value-creation (Abdul-

hani et al., 2018). For example, a woman who owns a home with

xtra rooms is more confident renting to out-of-towners because

he can preview complete Airbnb profiles rather than minimal

redit card information and photo IDs. Conversely, out-of-towners

re incentivised by extra amenities, lower prices, and host hospi-

ality to rent from Airbnb room suppliers rather than hoteliers. 

Marketing scholars have long argued that the availability of on-

ine review communities empowers consumers ( Kozinets, 1999 ).

he sharing economy’s dependence on consumers’ and providers’

utual reviews has created a flood of information that facilitates

eer-to-peer transactions. For example, 67% of stays in an Airbnb

esult in at least one review ( Fradkin, 2015) , and Airbnb averages

0 0,0 0 0 stays a night ( iProperty Management, 2019 ), which means

irbnb adds 122,275,0 0 0 new reviews annually. 

The main difference between traditional and sharing economies

s stakeholder interdependence. Traditional economy firms often

ompromise value to some stakeholders while maintaining over-

ll value by making cost-benefit decisions that ignore specific con-

umer segments, ending relationships with specific supply chain

artners, or behaving unethically towards specific communities.

n contrast, sharing-economy firms tend to embrace new power

nd communication networks that facilitate customer relation-

hips, which ensures the safety and financial well-being of cus-

omers, providers, and communities. Later, we discuss how a fail-

re to ensure these facets of stakeholder value can foster compet-

ng platforms. As clearinghouses for services and goods they never

wn, sharing-economy firms link customers to producers via on-

ine apps ( Geron, 2013 ) and enable exponential growth by min-

mising capital costs and creating stakeholder power. 

.1. Exponential organisations 

Mobile technology and rapid information dissemination have

ostered a business model—called the exponential organisation—

ased on automation, convenience, and assets leveraged in previ-

usly unimagined ways ( Carter and Sheehan, 2004 ; Liang et al.,

007 ). Exponential organisations, which experience accelerating

rowth that supports internal innovation and continual reinven-

ion, reduce market-entry costs by renting or contracting rather

han buying capital assets. Reduced fixed costs permit exponential

rowth, even in high-entry-barrier industries like hardware and

utomobile manufacturing ( Ismail et al., 2014 ). Exponential organ-

sations can thrive in non-competitive markets populated by en-

renched organisations with excess profits. 

Exponential organisations create two forces that pressure firms

n entrenched, profitable markets to increase stakeholder value

 Porter, 1979 ). First, such organisations reduce market-entry barri-

rs by shrinking their capital requirements, thus freeing resources
hy consumers’ ‘New power’ will change marketing, Australasian 
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o boost scale economies, promote product differentiation, and ne-

otiate better deals with distributors and governments. Second,

uch organisations often disrupt markets by introducing substi-

ute products ( Ismail et al., 2014 ; Møller et al., 2017 ). Reduced

arket-entry costs and enhanced product choice increase competi-

ion, which improves consumer welfare by forcing firms to reduce

rices or offer higher value ( Baumol, 1982 ). 

Unlike traditional hotels, cab companies, and food delivery ser-

ices, sharing-economy firms like Uber, Airbnb, and Grub Hub de-

end on participation by outside parties to enhance flexibility,

void expenses associated with buying and maintaining assets, and

nderstand stakeholder satisfaction ( Ismail et al., 2019 ). Exponen-

ial organisations use digital feedback to improve customer experi-

nces and subsequently to improve community loyalty and encour-

ge further customer engagement ( Ismail et al., 2014 ). For example,

 failure to address safety concerns led voters in Austin, Texas, to

ass a law requiring rideshare drivers to submit their fingerprints

o the FBI. Although overturned the following year, lobbying ef-

ort to rescind this law and discourage copycats cost Uber roughly

10,0 0 0,0 0 0 in legal fees ( Lee, 2017 ), more in $5 and $25 cred-

ts to lure back customers ( Associated Press, 2018 ), and even more

n lost revenue. Concurrently, Airbnb was handling racism scandals

n which African- and Asian-American users were systematically

iscriminated against while booking accommodations ( Kell, 2016 ;

urphy, 2016 ). Airbnb has since improved its terms of service and

as partnered with the NAACP to help communities of colour ben-

fit from Airbnb income opportunities ( NAACP, 2017 ). Consumers’

bility to push back shows the danger of ineffective and reac-

ive relationship management, which demonstrates a change in

he stakeholder-firm power dynamic enabled by these exponential

haring-economy organisations. 

.2. New power 

Throughout the economy, peer coordination and crowd agency

nable new power; conversely, old power demands crowd acquies-

ence. In the sharing economy, new power increases competition

ia suppliers’ and customers’ enhanced bargaining power. Today,

arket participants often are tech-savvy and social-media-enabled,

hich facilitates their knack for grassroots self-organisation.

merging concurrently with several tech giants (e.g., Google, Face-

ook, Amazon), firms nurtured by ready internet access are using

ew power to meet customers’ needs (e.g., Wikipedia, Etsy). 

Old-power firms (e.g., IBM, Encyclopædia Britannica) operate

ith buy-in and must be “closed, inaccessible and leader-driven”

o function ( Heimans and Timms, 2014 , p.50). During the last

ecade, old-power firms allocated roughly 90% of their earnings

o stock buybacks and dividends, which left little “for invest-

ents in productive capabilities or higher incomes for employees”

 Lazonick, 2014 , p.46). Skyrocketing executive compensation, pri-

arily through tax-friendly stock incentive programs that induced

xecutives to prioritise dividends over wages, complemented this

henomenon ( Lazonick, 2014 ). 

Old-power firms follow their private interests, as accommodat-

ng external parties often requires financial adjustments that can

tunt profits. In contrast, new-power firms use collaborative net-

orks to create and disseminate products in ways that reduce

hareholder emphasis. Such firms require stakeholders motivated

y their fraction of shared value to co-create high-quality prod-

cts. The egalitarian nature of peer-to-peer exchanges, online cus-

omer review processes, and numerous exchange-partner options

 Heimans and Timms, 2014 ) encourage new-power firms to adopt

SMO marketing strategies that enable consumers and reward

nnovators, which implies marketing should shift its orientation

rom value extraction for stockholders ( Day and Wensley, 1988 ,
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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azonik, 2014 ) to multiple-stakeholder value creation ( Line et al.,

018 ). 

As coordinating entities, new-power firms incur minimal op-

rating expenses and overhead. Although new technologies can

enefit all firms, old-power firms do not parlay such technologies

nto an added value associated with an active stakeholder base (e.g.,

ber’s integrated driver and rider review system to improve drivers’

nd riders’ experiences). Nonetheless, new-power firms face old-

ower incentives; for example, Uber mimicked old-power firms

hen it bypassed costly stakeholder demands and pressured gov-

rnments by denying employee benefits to drivers and deploying

n expand first and secure government permission later strategy in

everal international markets ( Conger, 2019 ; Sier, 2019 ). Noncoop-

ration with the crowd is contrary to new power and emblematic

f old power’s top-down, closed-door decision-making. For a sum-

ary of the differences between new power and old power, refer

o Table 1 . 

New power manifests a concomitant change in consumers’ at-

itudes and behaviours; for example, Millennials often believe that

hey can be active economic actors rather than passive shoppers

 Yarrow and O’Donnell, 2009 ). However, cooperating with sharing-

conomy firms is often insufficient to guarantee superior out-

omes for minority stakeholders. For example, Airbnb is strug-

ling to resist Chinese racism towards Tibetan and Muslim Uyghur

inorities while opposing racist bookings in Western countries

 Kussin, 2019 ). Hence, new-power firms can succumb to old-power

nfluences, and current manifestations of new power are imperfect.

.3. Characteristics of sharing-economy firms drive greater 

takeholder value 

In sharing economies, exponential-new-power organisations be- 

ome marketing-exchange facilitators. Crowdsourcing could pro- 

ide startup capital for such firms, thus circumventing bank financ-

ng. These firms would incur lower distribution and middle man-

gement costs, as (1) ceteris paribus, locally produced goods cost

ess to distribute, (2) consumer reviews and market forces discour-

ge problematic exchange outcomes, and (3) firms’ dependence on

takeholder-owned assets creates a balance of power. In sharing

conomies, the ability to maximise value outcomes allows firms to

ore closely approach a Pareto frontier, with multiple stakeholders

apturing anticipated value. 

Fig. 1 illustrates the disparity in Pareto frontiers in a MSMO

which considers all stakeholder outcomes) versus Pareto frontiers

n a MO (which only ensures customers receive sufficient value

o preclude defecting to a competitor). To depict the disparity

etween stockholder- and stakeholder-driven frontiers, we aggre-

ated all stakeholders into a two-dimensional representation of the

ntire market; in actuality, each stakeholder would have a com-

eting frontier, and firms should maximise value outcomes across

ifferent dimensions. 

. Porter’s competitive forces and sharing economies 

Porter’s (1979) competitive forces offer a framework for un-

erstanding how new power and exponential organisational struc-

ures in the sharing economy can permeate the entire economy.

nder Porter’s model, four forces characterise pressured markets:

) the threat of new entrants, 2) the threat of substitute prod-

cts or services, 3) the bargaining power of suppliers, and 4)

he bargaining power of customers. These forces compel firms to

atisfy stakeholder demands ( Baumol, 1982 ). Because the sharing

conomy is driven by exponential organisations defined by new

ower, these firms can create competitive pressures that drive

ore stakeholder-friendly outcomes. 
hy consumers’ ‘New power’ will change marketing, Australasian 
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Table 1 

Characteristics of Old Power versus New Power Firms ∗ . 

Value Old Power New Power 

Governance Formal, top-down decision making Informal, networked decision making 

Transparency with the public Confidentiality, privacy, discretion Radical transparency 

Corporate culture Professional Informal 

Innovative values Specialisation, refinement Do-it-ourselves, disruptive 

Corporate networks Long-term affiliation, loyalty, minimal participation Short-term, conditional affiliation, highly participative 

∗ Adapted from Heimans and Timms (2014) . 

Fig. 1. Pareto Efficient Outcomes in the ‘Old Power’ Economy. 
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f  
Exponential organisations are defined by their capital-

minimising structures ( Ismail et al., 2014 ). By serving merely

as clearinghouses for consumer-to-consumer transactions

( Geron, 2013 ), sharing-economy firms can minimise the amount

of capital they own relative to their traditional-economy com-

petitors. When existing firms fail to meet customer demands,

these lower barriers to entry encourage new market entrants

and substitute sharing-economy firms. For example, InnClusive,

which provides short-term real estate rentals to minority group

members, was founded by an African-American male rejected

for an Airbnb booking his Caucasian friend subsequently secured

( King, 2016 ). A Boston woman launched Safr, which enhances

female rider safety by providing detailed driver background

checks, out of frustration with Uber’s inability to restrain drivers’

sexually harassing behaviours ( Manning, 2016 ). Although sexual

harassment reports may have lowered its profits only minimally,

Uber installed more thorough driver background checks, simplified

reporting systems, and an emergency button for threatened riders

( Griffith et al., 2018 ; Hawk, 2018 ; O’Brien, 2018 ). Botched efforts

to address stakeholder concerns and an ask for forgiveness rather
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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han permission ideology harm sharing-economy firms, which

hould preempt financial and reputational damage rather than

eact post-catastrophe. 

Through their exponential organisational structure, sharing-

conomy firms face increased pressure from both new entrants and

ubstitute products. Furthermore, new power underlies the ways

hat customers and providers (i.e., suppliers) can collaborate to

ressure sharing-economy firms to provide more value. The tra-

itional framework for strategic marketing assumes that compa-

ies seek to match the value they create with customers who can

rovide the highest value in return ( Chernev, 2018 ). By this logic,

he marginal value lost when a traditional, old-power firm fails

o satisfy a customer is relatively low because serving that cus-

omer is likely to be cost-prohibitive. In contrast, such a loss can

e substantial in sharing economies because workers can read-

ly find a new employer, and customers’ switching costs are low

 Yaraghi and Ravi, 2017 ). Such substantial losses increase the bar-

aining power of customers in a sharing economy. 

Providers and consumers are peers on sharing-economy plat-

orms ( Belk, 2014 ), which means disgruntled ex-providers may
hy consumers’ ‘New power’ will change marketing, Australasian 
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Fig. 2. The Mobile Model – Traditional Economy Stakeholder Relationships. 

Fig. 3. The Web Model – Sharing Economy Stakeholder Relationships 
∗The community serves as an anchor point, and the customers and providers interweave in a way that breakdowns can pull apart entire value sections. 
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d  
void patronising a platform, and dissatisfied customers may

void becoming providers, which increases suppliers’ and cus-

omers’ bargaining power. Furthermore, unfairly treated providers

nd customers can connect to other consumers via the internet

 Belk, 2014 ; Heiman and Timms, 2018 ), and thus can readily dis-

ense negative word-of-mouth comments. Hence, traditional firms

ollow a Mobile model that is insensitive to losses caused by stake-

older defections. In contrast, exponential, sharing-economy firms

ollow a Web model that is sensitive to losses associated with in-

erconnected stakeholder defections. (See Figs. 2 and 3 .) The in-

reased competitive pressure and marginal costs of mistreatment

n the sharing economy imply re-envisioning the Pareto frontier,

ith multi-stakeholder value as an integral component in sustain-

ble operations that foster a competitive advantage. 

Because low market-entry costs and exponential growth char-

cterise many sharing-economy firms, competitors’ ability to

yphon off mistreated workers and customers increases com-

etitive pressure. It encourages value-optimisation across stake-
 i  

Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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olders in unprecedented ways, which facilitates market en-

ry by new firms that can deliver value to those stakeholders

 Porter, 1979 ). Sharing-economy firms are forcing traditional firms

oward more stakeholder-friendly outcomes. For example, pressure

rom rideshare applications has caused several cities to lower their

axi fares ( Harding, 2018 ; Ma, 2014 ; Nelson, 2015 ; Peat, 2015 ); con-

urrently, lowered costs and the greater availability of taxi-like ser-

ices has decreased drunk driving accidents ( Peck, 2017 ) and fa-

al accidents overall ( Dills and Mulholland, 2018 )—all positive ex-

ernalities. Furthermore, lowered barriers to entry facilitated by

idesharing apps have increased taxi-like-service employment and

otal annual rides ( Berger et al., 2018 ). 

. Marketing equitably in response to competitive forces 

What can preclude or remedy stakeholder negligence by tra-

itional firms? Such firms are distinct legal entities devoid of an

nherent moral imperative to behave virtuously. “Though vicious
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character may not be the sort of thing we can enforce—we cannot

coerce people to do the right thing for the right reason—we can

and should shame, shun and otherwise socially and personally im-

pose consequences for failures of virtue” ( Castro 2014 , p.599). New

power offers a mechanism by which interconnected consumers,

providers, and communities can collaborate and impose value con-

sequences in ways previously unavailable to stakeholders. Tradi-

tional firms are obliged to accept the public will insofar as that

will is ostensibly moral and does not create an excessive, immoral

burden ( Castro 2014 ). In contrast, new-power firms create a demo-

cratic process whereby their products and revenue streams depend

on public participation and thus focus on consumer-centric mar-

keting practices ( Heiman and Timms, 2014 ). 

The American Marketing Association (2015 , p.1) claims, “we not

only serve our organisations but also act as stewards of society

in creating, facilitating and executing the transactions that are a

part of the greater economy.” As the public becomes increasingly

disenfranchised with marketing practice, traversing the tightrope

between a firm’s well-being and that of its consumers presents

an ever-stiffening challenge ( Darke and Ritchie, 2007 ; Martin and

Smith, 2008 ; O’Malley and Prothero, 2004 ). Although a suppos-

edly equalising mediator of firm and economic interests, market-

ing practice nurtures the consumerism that transfers wealth from

the bottom 99% to the top 1% of society ( Oxfam, 2014 ). The shar-

ing economy’s inherent new-power-driven stakeholder interdepen-

dence, along with the competitive pressure posed by exponential

organisations, provides the foundation for actualising stakeholder-

centric theories. 

By allocating value more equitably amongst stakeholders, shar-

ing economy firms can focus on long-term goals and value-

maximisation instead of traditional short-term earnings and stock-

holder equity ( Stein, 1989 ). Although radical from a conventional

economic perspective (e.g., Friedman and Friedman, 1980 ), this

more egalitarian allocation can improve outcomes for firms and

stakeholders that provide or require resources. For example, firms

can increase value from improved supplier relationships by invest-

ing in supply chain partners. Along with public-relations gains, in-

vesting in communities should improve local conditions by reduc-

ing crime rates, boosting customer incomes, and improving resi-

dents’ health. 

Such a shift has massive implications for marketing practice.

Managing stakeholder relationships and responding to stakeholder

demands becomes more than a theoretical ideal; instead, it be-

comes an essential practice for exponential new-power organ-

isations. Increased stakeholder empowerment and interconnect-

edness means that marketers should focus on maximising the

value extracted from stakeholders and ensuring that firms max-

imise the reciprocal value. Failing to do so may trigger responses

that correspond with Porter’s forces ( 1979 ) and are costly to

stockholders and stakeholders, such as consumers switching plat-

forms, providers changing platforms, stakeholders developing new

platforms, and communities regulating platforms to death. Such

switching behaviours will likely produce ripple effects across the

internet because losing a provider qua provider will likely lead to

losing that provider qua customer . Coordinating disenfranchised,

internet-savvy customers could induce a community’s restrictive

regulatory response or potential competitors’ recognition of a

service gap. Although such stakeholder empowerment pressures

sharing-economy firms, it also can disrupt traditional-economy

firms. 

5. Effects of the new-power sharing economy on the old-power

traditional economy 

Managing relationships with external partners is a cru-

cial component of old-power business models ( Osterwalder and
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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igneur, 2010 ). This component often entails the dominant part-

er extracting maximum value from the subservient partner. For

xample, corporations like Wal-Mart are infamous for pressuring

uppliers to meet demands meant to increase its profit margin

 Pettypiece and Townsend, 2015 ). Although roughly 200 CEOs of

op old-power U.S. corporations have adopted the Statement on

he Purpose of a Corporation , which implies that top corporations

are about the life and dignity of every stakeholder (Business

oundtable, 2019 ), many scholars are sceptical that such corpora-

ions are willing and able to abandon stockholder-centric models

 Taylor, 2019 ). Talk is cheap; non-binding and non-actionable state-

ents may appease stakeholders but achieve little else. In contrast,

ew-power firms depend on well-managed relationships with key

ollaborators. Such relationships combined with low market-entry

osts provide an environment amenable to accommodating stake-

olders ( Ismail et al., 2014 ). Hence, new power could revolutionise

usiness models because managing stakeholder relationships is the

ocus rather than a mere component. 

A new-power firm’s customers and providers actively invest

n its maintenance. Because new-power firms are participatory,

he channels for communicating stakeholders’ needs are open

 Heimans and Timms, 2014 ). For example, reviews that substan-

iate expected quality ease transactions between Airbnb owners

nd guests. As a result, both groups often provide feedback to

irbnb because they believe it is appreciated and essential. These

pen channels incentivise customers to scold Airbnb if it fails

o provide adequate service and for Airbnb to respond meaning-

ully ( Fradkin, 2015 ). Although responding to feedback may require

dditional staff and capital investments, new-power firms should

enefit from timely and readily available feedback from customers

nd providers, which will facilitate timely and effective responses

o problems. 

More stakeholder-centric corporate cultures should emerge

rom new-power firms, which should compel all firms to bestow

ver-greater rewards to customers and other stakeholders. As a re-

ult, old-power firms, with deeply engrained cultures that will re-

ist new-power practices ( Barney, 1986 ), may need to reevaluate

ow they provide value by being more receptive and responsive to

arties they once ignored at a minimal cost. 

. Transitioning from old power to new power 

Although corporate inertia inhibits old-power firms from tran-

itioning into new-power firms, the sharing economy’s rise may

rompt old-power firms to adopt new power in some operational

reas. Consider the online networks that emerged to support the

haring of Lego blocks, Lego build patterns, and artistic Lego sculp-

ures. These networks’ existence alerted Lego’s management that

ego was isolated from some of its most valuable customers and

rand advocates ( O’Connell, 2009 ). Viral images of great buildings

r artwork made with Lego blocks represented wasted marketing

pportunities. Lego’s managers worked with prominent model de-

igners to crowdsource Lego kits based on ideas from a newly cre-

ted Lego Ambassador Network. This network encouraged many of

he last decade’s successful Lego launches, including professional

emale mini-figures and The Lego Movie . These new-power effort s

llowed Lego to surpass Mattel as the world’s largest toy company

nd to be honoured as the “World’s Most Powerful Brand” ( Brand

inance, 2015 ). 

As the internet creates an increasingly interconnected world,

ld-power corporations (e.g., General Electric, IBM), old-power in-

titutions (e.g., Britain’s National Health Service, the U.S.’s Na-

ional Aeronautics and Space Administration), social movements

e.g., Black Lives Matter, Starbuck’s Race Together), and public fig-

res (e.g., Lady Gaga, Pope Francis) have evolved towards a busi-

ess model that leverages the under- or untapped power of crowds
hy consumers’ ‘New power’ will change marketing, Australasian 
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 Heimans and Timms, 2018 ; Surowiecki, 2005 ). Consumers’ actions

erformed through new-power and disruption threats from ex-

onential organisations fostered this evolution. Thus, empowered

takeholders can discourage cost-saving activities that consumers

isfavour (e.g., selling goods in blister packs, bundling unwanted

eatures) or supply chain partners disfavour (e.g., forcing delivery

imes, using odd package sizes to hinder price matching). By in-

reasing stakeholder centrality, sharing economies are poised to

ransform marketing theory and practice. 

. Discussion and future research 

Sharing-economy firms differ from old-power firms because the

ormer typically are exponential new-power organisations charac-

erised by Porter’s competitive forces. Although some new-power

rms may choose not to embrace a stakeholder focus, stakehold-

rs and other new-power firms will punish such choices. In other

ords, counterarguments to the sharing economy’s stakeholder po-

ential based on the questionable actions of some new-power firms

re overshadowed by other new-power firms and their stakehold-

rs’ actions. 

Firms increasingly will be unable to capitalise on power im-

alances that historically enabled them to prioritise stockholders

ver stakeholders. Consumers are demanding greater efficiency and

roducts that improve their lives and the world. As this dual focus

ntensifies, the marketing function will become integral to medi-

ting firms’ and consumers’ interests. By embracing new power,

arketing practitioners can ensure their firm’s continuing suc-

ess despite growing competitive pressures. Attentiveness to loyal

takeholders can improve new product development, supply chain

anagement, customer relationship management, and community 

utreach. For macromarketing scholars, new power represents an

pportunity to transfer stakeholder-centric marketing theory from

ournal pages into practice. Hence, new power is a relatively low-

ost, high-value impetus for a multi-stakeholder market orienta-

ion that can inform marketing scholarship, practice, and pedagogy.

We do not contend old-power firms will (or should) disband

apidly; instead, we posit the digital age and stakeholder connect-

dness will facilitate the rise of new-power firms less flawed by

orporate cultures that engaged in reactive rather than proactive

onsumer-centric practices. The Business Roundtable’s Statement on

he Purpose of the Corporation (2019) embodies such reactive poli-

ies and demonstrates the concern old-power corporations have

ith changing corporate-consumer power structures. Once new-

ower firms enter a market, old-power firms will be forced to ad-

ust their behaviours to remain competitive. 

Technology such as mobile applications has enabled a sharing

conomy in which consumers can recapture value from their un-

erutilised possessions while software developers create income.

he rise of platforms such as Uber and Airbnb shows how easy ac-

ess to lower-cost services can disrupt traditional business models.

arketers should be sensitive to the sharing economy because it

lters the historical power dynamic amongst market participants,

s firms become mere transaction facilitators dependant on their

nterconnected stakeholders. This shifts firms from a Mobile model ,

nder which a stakeholder’s removal imposes a minimal loss, to

 Web model , under which interconnected stakeholders withdraw

ubstantial value as they defect. Hence, marketing theory must

hift its focus from (1) customer-centric marketing meant to sus-

ain a competitive advantage to (2) customer-centric theories that

iew firms and their stakeholders as equal partners who must re-

pond to customers’ needs. Shifts towards exponential organisa-

ions, new power, and the sharing economy have sensitised mar-

eting theorists to create value for increasingly diverse stakehold-

rs ( Line et al., 2018 ). 
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W
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Future research should explore possible impediments to these

hifts (e.g., stockholder pressures on sharing-economy firms that

o public ). Although we assumed low market-entry barriers, a bet-

er understanding of consumer satisfaction and entry rate into

ow-satisfaction markets by new-power firms is needed. Also, re-

earchers should examine the differences in stakeholder advo-

acy and firm-to-stakeholder dynamics to ensure effective logistics

ractices that maximise value outcomes. 

cknowledgements 

N/A 

unding sources 

N/A 

eferences 

merican Marketing Association (2015). Statement of ethics. https://archive.ama.

org/Archive/AboutAMA/Pages/Statement%20of%20Ethics.aspx , retrieved 30 Jan- 
uary 2015. 

ssociated Press, 2018, May 29. Uber and Lyft return to Austin after Texas law kills

the city’s fingerprint rule. Los Angeles Times https://www.latimes.com/business/
technology/la- fi- tn- uber- austin- 20170529- story.html . 

arney, J.B. , 1986. Organizational culture: can it be a source of sustained competitive
advantage. Acad. Manage. Rev. 11 (3), 656–665 . 

aumol, W.J. , 1982. Contestable markets: an uprising in the theory of industry struc-
ture. Am. Econ. Rev. 72 (1), 1–15 . 

elk, R. , 2014. You are what you can access: sharing and collaborative consumption
online. J. Bus. Res. 67 (8), 1595–1600 . 

erger, T. , Chen, C. , Frey, C.B. , 2018. Drivers of disruption? Estimating the Uber ef-

fect. Eur. Econ. Rev. 110, 197–210 . 
erman, Y. , Ben-Jacob, E. , Shapira, Y. , 2016. The dynamics of wealth inequality and

the effect of income distribution. PLoS ONE 11 (4), e0154196 . 
hattacharya, C.B. , Korschun, D. , 2008. Stakeholder marketing: beyond the four Ps

and the customer. J. Public Policy Mark. 27 (1), 113–116 . 
rand Finance (2015). Lego overtakes Ferrari as the world’s most power-

ful brand. https://brandfinance.com/news/lego-overtakes-ferrari-as-the-worlds- 

most- powerful- brand/ , retrieved 27 May 2019. 
usiness Roundtable (2019). Statement on the purpose of a corporation.

https://www.businessroundtable.org/business-roundtable-redefines-the- 
purpose- of- a- corporation- to- promote- an- economy- that- serves- all- americans , 

retrieved 24 January 2020. 
arter, J. , Sheehan, N. , 2004. From competition to cooperation: e-tailing’s integration

with retailing. Bus. Horiz. 47 (2), 71–78 . 

astro, S.V. , 2014. The morality of unequal autonomy: reviving Kant’s concept of
status for stakeholders. J. Bus. Ethics 121 (4), 593–606 . 

hernev, A. , 2018. Strategic Marketing Management, 9th ed. Cerebellum Press,
Chicago, IL . 

onger, K., 2019, March 12. Uber Settles Drivers’ Lawsuit for $20 Mil-
lion. The New York Times https://www.nytimes.com/2019/03/12/technology/ 

uber- drivers- lawsuit- settle.html . 

arke, P.R. , Ritchie, R.J.B. , 2007. The defensive consumer: advertising deception, de-
fensive processing, and distrust. J. Mark. Res. 44 (1), 114–127 . 

ay, G.S. , Wensley, R. , 1988. Assessing advantage: a framework for diagnosing com-
petitive superiority. J. Mark. 52 (2), 1–20 . 

ills, A.K. , Mulholland, S.E. , 2018. Ride-sharing, fatal crashes, and crime. South. Econ.
J. 84 (4), 965–991 . 

ckhardt, G.M. , Houston, M.B. , Jiang, B. , Lamberton, C. , Rindfleisch, A. , Zervas, G. ,

2019. Marketing in the sharing economy. J. Mark. 83 (5), 5–27 . 
delman, 2020. Edelman Trust Barometer 2020. https://www.edelman.com/

trustbarometer . retrieved 24 January 2020 . 
errell, O.C. , Gresham, L.G. , 1985. A contingency framework for understanding ethi-

cal decision making in marketing. J. Mark. 49 (3), 87–96 . 
radkin, A., Grewal, E., Holtz, D., Pearson, M., 2015. Bias and reciprocity in online

reviews: evidence from field experiments on Airbnb. EC ’15. https://dl.acm.org/

doi/10.1145/27644682764528 . retrieved 20 March 2015 . 
riedman, M. , Friedman, R. , 1980. Free to Choose: A Personal Statement. Harcourt

Brace Jovanovich, New York, NY . 
arcia-Castro, R. , Aguilera, R.V. , 2015. Incremental value creation and appropriation

in a world with multiple stakeholders. Strateg. Manage. J. 36 (1), 137–147 . 
eron, T. , 2013, February 11. Airbnb and the unstoppable rise of the share economy.

Forbes 191 (2), 58–66 . 
ummesson, E. , 2002. Relationship marketing and a new economy: it’s time for

de-programming. J. Serv. Mark. 16 (7), 585–589 . 

riffith, D.A. , van Esch, P. , Trittenbach, M. , 2018. Investigating the mediating effect
of Uber’s sexual harassment case on its brand: does it matter. J. Retail. Consum.

Serv. 43, 111–118 . 
ansen, J.E., 2005. Is there still time to avoid ‘‘dangerous anthropogenic interfer-

ence’’ with global climate? A tribute to Charles David Keeling. Presentation to
hy consumers’ ‘New power’ will change marketing, Australasian 

https://archive.ama.org/Archive/AboutAMA/Pages/Statement%20of%20Ethics.aspx
https://www.latimes.com/business/technology/la-fi-tn-uber-austin-20170529-story.html
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0002
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0002
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0003
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0003
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0004
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0004
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0005
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0005
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0005
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0005
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0006
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0006
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0006
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0006
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0007
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0007
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0007
https://brandfinance.com/news/lego-overtakes-ferrari-as-the-worlds-most-powerful-brand/
https://www.businessroundtable.org/business-roundtable-redefines-the-purpose-of-a-corporation-to-promote-an-economy-that-serves-all-americans
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0008
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0008
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0008
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0009
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0009
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0010
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0010
https://www.nytimes.com/2019/03/12/technology/uber-drivers-lawsuit-settle.html
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0012
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0012
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0012
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0013
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0013
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0013
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0014
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0014
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0014
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0015
https://www.edelman.com/trustbarometer
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0017
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0017
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0017
https://dl.acm.org/doi/10.1145/27644682764528
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0019
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0019
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0019
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0020
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0020
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0020
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0021
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0021
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0022
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0022
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0023
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0023
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0023
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0023
https://doi.org/10.1016/j.ausmj.2020.06.011


8 A.J. Reynolds-Pearson and M.R. Hyman / Australasian Marketing Journal xxx (xxxx) xxx 

ARTICLE IN PRESS 

JID: AMJ [m5G; June 24, 2020;11:21 ] 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

N  

 

N  

N  

 

O  

O  

 

O  

O  

O  

 

P  

P  

 

P  

 

P  

 

P  

S  

S  

S  

 

T  

 

T  

 

 

V  

V  

W  

 

 

 

 

Y  
the American Geophysical Union, December 6, San Francisco, CA http://www.
columbia.edu/ ∼jeh1/20 05/Keeling _ 20 051206.pdf . 

Harding, R., 2018. ‘Prince of Taxis’ plots Uber’s defeat in Japan. Financial Times
https://www.ft.com/content/882c88f8- f42d- 11e7- 88f7- 5465a6ce1a00 . 

Hawk, A., 2018. Uber’s New Panic Button Is Now Live In the US. The Verge https:
//www.theverge.com/2018/5/29/17402172/uber- 911- panic- button- app- live- us . 

Heimans, J. , Timms, H. , 2014. Understanding ‘new power’. Harv. Bus. Rev. 92 (12),
48–56 . 

Heimans, J. , Timms, H. , 2018. New Power: How Power Works In Our Hypercon-

nected World—And How To Make It Work For You. Random House, New York,
NY . 

Hindriks, J. , Myles, G.D. , 2006. Intermediate Public Economics, 2. MIT Press, Cam-
bridge, MA . 

Ismail, S. , Malone, M.S. , Geest, Y.V. , Diamandis, P.H. , 2014. Exponential Organiza-
tions: Why New Organizations Are Ten Times Better, Faster, and Cheaper Than

Yours (and What to Do About It). Diversion Publishing, New York, NY . 

Ismail, S. , Palao, F. , Lapierre, M. , 2019. Exponential Transformation: Evolve your Or-
ganization (and Change the World) With a 10-Week ExO Sprint, 1st ed Wiley,

New York, NY . 
iProperty Management, 2019. Airbnb Statistics. https://ipropertymanagement.com/

research/airbnb-statistics . retrieved 9 January 2020 . 
Kalafatis, S.P. , Pollard, M. , East, R. , Tsogas, M.H. , 1999. Green marketing and Ajzen’s

theory of planned behaviour: a cross-market examination. J. Consum. Mark. 16

(5), 441–460 . 
Kell, J., 2016. How racism on Airbnb threatened my 20-year friendship. For-

tune. http://fortune.com/2016/09/15/airbnb- racism- black/ . retrieved 5 Novem-
ber 2018 . 

King, D., 2016. InnClusive.com’s Rohan Gilkes. Travelweekly.com. https://www.
travelweekly.com/In- the- Hot- Seat/Innclusive- Rohan- Gilkes . 

Kozinets, R.V. , 1999. E-tribalized marketing?: the strategic implications of virtual

communities of consumption. Eur. Manage. J. 17 (3), 252–264 . 
Kussin, Z., 2019, May 3. Why Airbnb Can’t Fight Legal Racial Dis-

crimination in China. New York Post https://nypost.com/2019/05/03/
why- airbnb- cant- fight- legal- racial- discrimination- in- china/ . 

Lazonick, W. , 2014. Profits without prosperity. Harv. Bus. Rev. 92 (9), 47–55 . 
Lee, D., 2017. What Happened In The City That Banned Uber. BBC News https://

www.bbc.com/news/technology-41450980 . 

Liang, T.P. , Huang, C.W. , Yeh, Y.H. , Lin, B. , 2007. Adoption of mobile technology in
business: a fit-viability model. Ind. Manage. Data Syst. 107 (8), 1154–1169 . 

Line, N.D. , Runyan, R.C. , Gonzalez-Padron, T. , 2018. Multiple stakeholder market
orientation: a service-dominant logic perspective of the market orientation

paradigm. AMS Rev. 8 (1–2), 1–19 . 
Ma, J., 2014. Cab-Hailing App Lowers Taxi Fares. The Hoya https://thehoya.com/

author/joy-ma/ . 

Maignan, I. , Ferrell, O.C. , 2004. Corporate social responsibility and marketing: an
integrative framework. J. Acad. Mark. Sci. 32 (1), 3–19 . 

Manning, A. , 2016. All female ride-sharing app is launching nationwide after over-
whelming demand. Observer retrieved 27 December 2018 . 

Martin, K.D. , Smith, N.C. , 2008. Commercializing social interaction: the ethics of
stealth marketing. J. Public Policy Mark. 27 (1), 45–56 . 

Mizik, N. , Jacobson, R. , 2003. Trading off between value creation and value appro-
priation: the financial implications of shifts in strategic emphasis. J. Mark. 67

(1), 63–76 . 

Møller, L. , Gertsen, F. , Johansen, S.S. , Rosenstand, C. , 2017. Characterizing digital
disruption in the general theory of disruptive innovation. ISPIM Innovation

Symposium. The International Society for Professional Innovation Management
(ISPIM) . 

Morgan, R.M. , Hunt, S.D. , 1994. The commitment-trust theory of relationship mar-
keting. J. Mark. 58 (3), 20–38 . 

Murphy, L.W., 2016, September. Airbnb’s Work to Fight Discrimination

and Build Inclusion. http://blog.airbnb.com/wp-content/uploads/2016/09/
REPORT _ Airbnbs- Work- to- Fight- Discrimination- and- Build- Inclusion.pdf . re-

trieved 5 November 2018 . 
Please cite this article as: A.J. Reynolds-Pearson and M.R. Hyman, W

Marketing Journal, https://doi.org/10.1016/j.ausmj.2020.06.011 
AACP, 2017. NAACP, AirBnB partner to promote travel, offer new economic
opportunities to communities of color. https://www.naacp.org/latest/

naacp- airbnb- partner- promote- travel- offer- new- economic- opportunities- 
communities-color/ . retrieved 14 January 2019 . 

arver, J.C. , Slater, S.F. , 1990. The effect of a market orientation on business prof-
itability. J. Mark. 54 (4), 20–35 . 

elson, L., 2015. Long Beach Allows Taxis To Lower Fares As They Compete
With Uber, Lyft. Los Angeles Times https://www.latimes.com/local/california/

la- me- long- beach- uber- 20150514- story.html . 

’Brien, S., 2018. Uber Tightens Driver Background Checks. CNN Business https://
money.cnn.com/2018/04/12/technology/uber- safety- update/index.html . 

’Connell, A., 2009. Lego CEO Jorgen Vig Knudstorp on leading
through survival and growth. Harv. Bus. Rev.. https://hbr.org/2009/01/

lego- ceo- jorgen- vig- knudstorp- on- leading- through- survival- and- growth . 
accessed 27 May 2019 . 

’Malley, L. , Prothero, A. , 2004. Beyond the frills of relationship marketing. J. Bus.

Res. 57 (11), 1286–1294 . 
sterwalder, A. , Pigneur, Y. , 2010. Business Model Generation: A Handbook For Vi-

sionaries, Game Changers, And Challengers. John Wiley & Sons, New York, NY . 
xfam, 2014. Working for the few: political capture and economic inequal-

ity. Oxfam Briefing Paper 178 http://policy-practice.oxfam.org.uk/publications/
working- for- the- few- political- capture- and- economic- inequality- 311312 . 

eat, D., 2015. Lower Cab Fares in Toronto: beck Taxi. Toronto Sun https:

//torontosun.com/2015/09/08/lower- cab- fares- in- toronto- beck- taxi/wcm/ 
f8f01827- 66e5- 4cd1- a1dd- ef0fb40d4344 . 

eck, J.L., 2017. New York City drunk driving after Uber. Economics Working Pa-
per. CUNY Academic Works Available at https://academicworks.cuny.edu/cgi/

viewcontent.cgi?article=1012&context=gc _ econ _ wp . 
ettypiece, S., Townsend, M., 2015. Wal-Mart’s Suppliers Are Finally Fight-

ing Back. Bloomberg https://www.bloomberg.com/news/articles/2015- 09- 11/

wal- mart- sparks- battle- with- suppliers- over- margin- squeezing- fees . 
omering, A. , 2017. Marketing for sustainability: extending the conceptualisation of

the marketing mix to drive value for individuals and society at large. Australas.
Mark. J. 25 (2), 157–165 . 

orter, M.E. , 1979. How competitive forces shape strategy. Harv. Bus. Rev. 57 (2),
137–145 . 

ier, J., 2019. The untold story of Uber’s arrival in Australia. Austral. Fi-

nanc. Rev.. https://www.afr.com/boss/the- untold- story- of- ubers- arrival- in- 
australia-20151001-gjyxz4 . retrieved 1 January 2019 . 

tein, J.C. , 1989. Efficient capital markets, inefficient firms: a model of myopic cor-
porate behavior. Q. J. Econ. 104 (4), 655–669 . 

urowiecki, J. , 2005. The Wisdom of Crowds: Why the Many Are Smarter Than the
Few and How Collective Wisdom Shapes Business, Economies, Societies and Na-

tions.. Anchor Books, New York, NY . 

aylor, C.R. , 2019. What the Business Roundtable’s statement on the purpose of a
corporation means for the study of corporate social responsibility in advertising.

Int. J. Adv. 38 (8), 1067–1069 . 
ierney, J. (2014). Mercedes Benz CEO: customer experience is the

new marketing. https://loyalty360.org/content-gallery/daily-news/
mercedes-benz-ceo-customer-experience-is-the-new-marketing , retrieved

15 April 2015. 
aradarajan, P.R. , Yadav, M.S. , 2002. Marketing strategy and the internet: an orga-

nizing framework. J. Acad. Mark. Sci. 30 (4), 296–312 . 

argo, S.L. , Lusch, R.F. , 2004. Evolving to a new dominant logic for marketing. J.
Mark. 68 (1), 1–17 . 

ong, C.M. , Vichit-Vadakan, N. , Kan, H. , Qian, Z. , 2008. Public health and air pollu-
tion in Asia (PAPA): a multicity study of short-term effects of air pollution on

mortality. Environ. Health Perspect. 116 (9), 1195–1202 . 
Yaraghi, N., & Ravi, S. (2017). The current and future state of the sharing econ-

omy. Brookings India IMPACT Series No. 032017. https://www.brookings.edu/

wp-content/uploads/2016/12/sharingeconomy _ 032017final.pdf , retrieved 28 Jan-
uary 2020. 

arrow, K. , O’Donnell, J. , 2009. Gen BuY: How Tweens, Teens, and Twenty-Some-
things Are Revolutionizing Retailing. Jossey-Bass, San Francisco, CA . 
hy consumers’ ‘New power’ will change marketing, Australasian 

http://www.columbia.edu/~jeh1/2005/Keeling_20051206.pdf
https://www.ft.com/content/882c88f8-f42d-11e7-88f7-5465a6ce1a00
https://www.theverge.com/2018/5/29/17402172/uber-911-panic-button-app-live-us
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0027
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0027
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0027
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0028
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0028
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0028
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0029
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0029
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0029
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0030
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0030
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0030
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0030
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0030
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0031
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0031
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0031
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0031
https://ipropertymanagement.com/research/airbnb-statistics
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0033
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0033
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0033
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0033
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0033
http://fortune.com/2016/09/15/airbnb-racism-black/
https://www.travelweekly.com/In-the-Hot-Seat/Innclusive-Rohan-Gilkes
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0036
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0036
https://nypost.com/2019/05/03/why-airbnb-cant-fight-legal-racial-discrimination-in-china/
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0038
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0038
https://www.bbc.com/news/technology-41450980
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0040
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0040
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0040
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0040
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0040
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0041
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0041
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0041
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0041
https://thehoya.com/author/joy-ma/
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0043
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0043
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0043
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0044
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0044
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0045
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0045
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0045
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0046
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0046
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0046
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0047
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0047
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0047
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0047
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0047
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0048
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0048
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0048
http://blog.airbnb.com/wp-content/uploads/2016/09/REPORT_Airbnbs-Work-to-Fight-Discrimination-and-Build-Inclusion.pdf
https://www.naacp.org/latest/naacp-airbnb-partner-promote-travel-offer-new-economic-opportunities-communities-color/
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0051
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0051
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0051
https://www.latimes.com/local/california/la-me-long-beach-uber-20150514-story.html
https://money.cnn.com/2018/04/12/technology/uber-safety-update/index.html
https://hbr.org/2009/01/lego-ceo-jorgen-vig-knudstorp-on-leading-through-survival-and-growth
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0055
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0055
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0055
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0056
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0056
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0056
http://policy-practice.oxfam.org.uk/publications/working-for-the-few-political-capture-and-economic-inequality-311312
https://torontosun.com/2015/09/08/lower-cab-fares-in-toronto-beck-taxi/wcm/f8f01827-66e5-4cd1-a1dd-ef0fb40d4344
https://academicworks.cuny.edu/cgi/viewcontent.cgi?article=1012&context=gc_econ_wp
https://www.bloomberg.com/news/articles/2015-09-11/wal-mart-sparks-battle-with-suppliers-over-margin-squeezing-fees
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0061
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0061
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0062
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0062
https://www.afr.com/boss/the-untold-story-of-ubers-arrival-in-australia-20151001-gjyxz4
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0064
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0064
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0065
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0065
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0066
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0066
https://loyalty360.org/content-gallery/daily-news/mercedes-benz-ceo-customer-experience-is-the-new-marketing
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0067
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0067
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0067
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0068
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0068
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0068
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0069
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0069
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0069
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0069
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0069
https://www.brookings.edu/wp-content/uploads/2016/12/sharingeconomy_032017final.pdf
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0070
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0070
http://refhub.elsevier.com/S1441-3582(20)30056-2/sbref0070
https://doi.org/10.1016/j.ausmj.2020.06.011

	Why consumers’ ‘New power’ will change marketing
	1 Introduction
	2 Sharing economy
	2.1 Exponential organisations
	2.2 New power
	2.3 Characteristics of sharing-economy firms drive greater stakeholder value

	3 Porter’s competitive forces and sharing economies
	4 Marketing equitably in response to competitive forces
	5 Effects of the new-power sharing economy on the old-power traditional economy
	6 Transitioning from old power to new power
	7 Discussion and future research
	Acknowledgements
	Funding sources
	References


