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2. Literature Review 

2.1 Website Atmospheric Cues of Access Economy Enterprises and New International Markets 

The concept of access economy wasn’t addressed before 2015 when HBR acknowledged it (Eckhardt & Bardhi, 
2015). Even when it was referred to as sharing economy enterprises, there is still little literature available. The 
earliest found material in literature, dates back to 2012, which is logical as the pioneers of this industry (Uber 
and Airbnb) operated the same year as the great financial crisis in 2008. Most of the literature is in the form of 
case studies e.g. (Wirtz & Tang, 2015; Rogers, 2015; Rempel, 2014; Harding et al., 2015; Kaplan & Nadler, 
2015). This paper will try building on the information provided by the literature to propose a link between this 
relatively new phenomenon, international business, and Mazaheri et al. (2014) model of website atmospheric 
cues with online behavior. 

2.2 Access Economy Enterprises and International Markets 

In what seems like the blink of an eye, access economy pioneers soon reached an international level. Pioneers 
like Uber and Airbnb are currently operating in 190 and 58 countries respectively. Other enterprises - newly 
formed - are also seeking their way towards becoming international after establishing a good base in their home 
countries. In order to expand into more international markets, they need to sharpen their capabilities. In his 
dissertation, Le (2015) discussed what can be called the “Sharing Economy Principles”. As previously agreed 
upon, the title was modified to fit the theoretical framework of this paper. It is now called the “Access Economy 
Principles” and they were arranged in the model presented in Table 1. These principles are essential for these 
enterprises to survive either locally or internationally. They face tremendous challenges from well-established 
industries, governmental regulations, public opinion, cultural differences, established norms, and consumers' 
preferences. These are major forces that can provide either a big chance or a major threat blocking its reach to its 
targeted consumers. The first principle, “Trust and Reputation”, is what Botsman (2012) heavily emphasized on 
it being the currency of access economy. Since access economy enterprises took full advantage of modern 
technology, it needs to emphasize on “reputation capital” as it is the only credibility for these enterprises. 
Reputation Capital was defined as “the worth of your reputation - intentions, capabilities and values - across 
communities and marketplaces” (Botsman & Rogers, 2012). The second principle, “Access Over Ownership”, 
refers to the fact that items traded by the two sides of the access economy enterprise operations are not owned by 
the consumer. Rather, consumers only gain access to the item and utilize it for a period of time for a lower cost 
(Botsman & Rogers, 2012). The third principle. “Transparent and Open Information”, means that a disclosure of 
all information about the item exchanged is credible, honest and clear (Botsman & Rogers, 2012). The last 
principle, “No Wasted Value”, emphasizes one of the greatest advantages of access economy enterprises. The 
principle of “ No Wasted Value” guarantees that the supplier's owned item will be better utilized with extra 
money as well (Botsman & Rogers, 2012). 

 

Table 1. Principles of access economy 

Trust and Reputation Access Over Ownership 

Transparent and open Information No Wasted Value 

Source: Generated from Botsman & Rogers (2012). 

 

There are many factors that encourage the expansion of access economy enterprises such as technological 
advancement (Owyang, 2013), population expansion (Finley, 2013), and economical fluctuation (Botsman & 
Rogers, 2010). On the other hand, there are still many obstacles that might prevent international expansion. 
Government regulations (Bond, 2015) for example, is one barrier that needs to be fully addressed by access 
economy enterprises especially in the targeted country. In order to access that new market, access economy 
enterprises needs to consider the governmental regulations of that country before starting the expansion 
movement. Another issue that needs to be considered is the cultural factor (Gountas & Gountas, 2015). Access 
economy enterprises need to be open to cultural differences to gain access to these new markets. There are other 
factors that need to be considered by access economy enterprises but this study will only focus on these two 
major elements. 

2.3 Websites Atmospheric Cues Effect on Target Market Decision 

The influence of websites atmospheric cues on consumers decision has been widely discussed in the literature 
(for example, Dailey, 2004; Eroglu et al., 2001, 2003; Hausman & Siekpe, 2009; Mummalaneni, 2005; Richard, 
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Table 2. Distribution of websites atmospheric cues on access economy enterprises principles and its targeted 
direction 

Principle Website Cue Target 

Trust and Reputation Emotions Suppliers + Benefiters 

Access over Ownership Tangibility Benefiters 

Transparent and Open Information Atmospheric Cues Benefiters 

No Wasted Value Tangibility Suppliers 

Source: Inferred by the authors from the literature. 

 

a) Trust and Reputation with Emotion Cues 

The “emotions” cue in Mehrabian and Russell (1974) PAD framework, reflected three powers of a website: 
“pleasure”; an indicator of the website “likeability” (Poels & Dewitte, 2008), “arousal”; an indicator of the 
website “motivational power” (Poels & Dewitte, 2008), and “dominance”; an indicator of the website 
“controlling power” (Mazaheri et al., 2011). Linking this to the principles of access economy enterprises, it can 
be found that Botsman and Rogers' (2012) definition of reputation capital is the most suited to the “Emotions” 
cue. This justifies the following proposition: 

Proposition 1: The access economy enterprise “Reputation and Trust” principle is reflected in the “Emotions” 
cue of websites atmospheric cues model. 

b) Access Over Ownership and No Wasted Value with Tangibility 

The “Tangibility” cue in the work of Laroche et al. (2001), reflected three dimensions of tangibility: physical 
tangibility; “access to the product by senses”, specificity; “the consumer's ability to define the product” 
(Mazaheri et al., 2014), and mental tangibility (Laroche et al., 2004); “the ability to visualize the particular 
product mentally” (Mazaheri et al., 2014). Linking this to the principles of access economy enterprises, it can be 
assumed that Le’s (2015) description “access over ownership” and “no wasted value” are the most suited to this 
category of tangibility. Access over ownership represents the “physical tangibility” aspect as the consumer can 
access the product without actually owning it. On the other hand, “no wasted value” represents the aspects of 
“specificity” and “mental tangibility” as consumers dealing with this website fully understand the service 
provided justifying the following propositions: 

Proposition 2a: The access economy enterprise “Access Over Ownership” principle is reflected in the 
“tangibility” cue of websites atmospheric cues model. 

Proposition 2b: The access economy enterprise “No Wasted Value” principle is reflected in the “tangibility” cue 
of websites atmospheric cues model. 

c) Transparent and Open Information with Perception of the Cues 

The perception of websites atmospheric cues in Mazaheri et al. (2014) model, was based on the works of 
Richard (2005) and Mazaheri et al. (2011). Site informativeness reflects the availability of the desired 
information (Hoffman & Novak, 1996), site entertainment reflects the level of interactiveness it has (Chen & 
Wells, 1999), and site effectiveness reflects the website's information's accuracy, completeness, updatedness and 
relevance (Bell & Tang, 1998). Back to the access economy enterprises principles, the meaning of “Transparent 
and Open Information” by Le (2015) makes a best match; legitimating the third proposal. 

Proposition 3: the access economy enterprise “Transparent and Open Information” principal is reflected in the 
“perception of websites atmospherics” cue of websites atmospheric cues model. 

Relating the Cues Principles to the Targeted Parties 

After classifying the websites' atmospheric cues on the principals of access economy enterprises, the next step is 
to define the consumers of these enterprises as suppliers or benefiters. Both parties are considered as consumers 
to the services of these enterprises. The suppliers are consumers that offer the assets needed by these enterprises 
through their websites. Benefiters, on the other hand, are the parties that access and utilize these assets offered by 
the suppliers through the same websites. Bearing this distinction in mind, the proposed theory is further 
expanding to cover these two interested parties of consumers. 

a) No Wasted Value and Trust and Reputation to Suppliers Consumers 

After assigning the website atmospheric cues “Emotions” and “Tangibility” to the “Trust and Reputation” and 
“No Wasted Value” principles, respectively, it becomes easier to assign them to the appropriate party of 
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phenomenon. This is not the end, however. The findings of this paper paves the way for further avenues of future 
works. The findings of this paper are conceptual, making it necessary to conduct an empirical application to 
confirm it as this is not the focus of this paper. Future works can try to test the findings in real world contexts. 
Another area for future works is to develop an improved measure of websites' atmospheric cues reflecting the 
principles of access economy enterprises. The new access economy enterprises phenomenon is still vague and 
vast. This paper only uncovered the part that is related to Mazaheri et al. (2014) website atmospheric cues model.  

Future works can further uncover this phenomenon from different angles. One angle is to acknowledge the 
inclusion of these enterprises under the access economy umbrella and not the sharing economy, or proving the 
opposite. Another angle is to further analyze the characteristics of these enterprises as a category and not a single 
firm's cases. A third angle is to analyze the clash between these access economy enterprises and different 
government regulations and different cultures - around the world or within the same country. Future research 
areas can also be directed to analyze the technologies used by these enterprises and their effects. Measurement of 
the access economy enterprises may be developed in future works. The principles of access economy can also be 
expanded by uncovering new principles. Another direction for future research is to apply other models on access 
economy enterprises. The mechanisms and management structures followed in these enterprises are other areas 
for future research. Also, Mazaheri et al. (2014) model can be further falsified by applying it to other contexts. It 
can also be replicated with the two types of consumers (suppliers and benefiters) as respondents. Even though 
this paper is suffering from the scarce availability of literature, it is the hope of the authors that it will pave the 
road to rich literature that will contribute more to the business and management paradigm. Access economy 
enterprises are a new business form that rapidly expanded internationally. This makes it clear that the world is 
not vast anymore but “It's a small world after all”. 
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