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Preface

Sharing economy refers to a market model that enables and facilitates the sharing of
access to goods and services. For example, Uber allows riders to share a car. Airbnb
allows homeowners to share their extra rooms with renters. Groupon crowdsources
demands, enabling customers to share the benefit of discounted goods and services,
whereas Kickstarter crowdsources funds, enabling backers to fund a project jointly.
Unlike the classic supply chain settings in which a firm makes inventory and supply
decisions, in a sharing economy, supply is crowdsourced and can be modulated by a
platform. The matching-supply-with-demand process in a sharing economy requires
novel perspectives and tools to address challenges and identify opportunities.

This edited book examines the challenges and opportunities arising from today’s
sharing economy from an operations management perspective. Individual chapter
authors present state-of-the-art research that examines the general impact of sharing
economy on production and consumption, the intermediary role of a sharing plat-
form, crowdsourcing management, and various context-based operational problems.

Toronto, Canada Ming Hu
March 2018
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