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ABSTRACT

This chapter revisits and considers the application of Web 2.0 technologies in contemporary business 
environments. Web 2.0 refers to a general category of internet technologies and content development that 
lean on the contributions of many individual users to create value. These technologies are characterized 
by rich media, a dynamic nature, social networking elements, and distributed contributions. The chapter 
presents three major Web 2.0 archetypes: blogs, wikis, and social networking sites. It concludes with a 
value-oriented framework designed to guide firms in the development of Web 2.0 initiatives.

INTRODUCTION

Though well over a decade old now, the term Web 2.0 was intended to capture a wave of technologies 
that indicate advancement beyond the original Web 1.0, which was dominated by tightly controlled, 
relatively static websites. As such, Web 2.0 represents a set of technologies that enable high levels of 
interactivity and participation via the internet. It is an umbrella term that describes a variety of dynamic 
and community-based web initiatives that place value on the power of distributed knowledge, leverage 
data, and provide users with rich multimedia experiences (O’Reilly, 2005). Web 2.0 technologies have 
given rise to the dominance of social media which over 65% of U.S. adults use (Perrin, 2015). Further-
more, Web 2.0 technologies are now inherent throughout the modern web, but are also increasingly 
embedded throughout the milieu of digital technology, including mobile platforms and cloud services. 
Web 2.0 technologies and their associated changes in internet usage enable new forms of data collec-
tion and data analytics, including social network analysis and social media analytics (Chen, Chiang, & 
Storey, 2012). As a result, it is useful to revisit the core technological components of the Web 2.0 wave 
and to consider how these elements have become embedded throughout modern business applications 
and how the technologies can add value for consumers and businesses. Cutting edge firms can leverage 
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such technologies to create integrated solutions that improve their relationships with customers and 
enrich customer experiences.

Many businesses create additional value for users and customers by leveraging the voluntary partici-
pation of users through interactive technologies. For example, Amazon offers extensive product support 
through an interactive set of tools supporting customer interactions. Customers can leave product reviews 
for their past purchases. However, Amazon also provides a question and answer system, wherein pro-
spective customers can ask questions about a product and previous buyers are able to respond, with the 
answers posted on the product listing page. The application of interactive technologies enables Amazon 
to create value without extensive organizational labor, but instead harnesses the power of their existing 
customer base to create valuable content.

Businesses continue to capitalize on this set of technologies in a variety of ways. Many companies 
leverage interactive technologies by capturing customer data and leveraging it to generate instantaneous, 
custom-tailored customer experiences (Bodoff & Ho, 2015). For example, Netflix aggregates and ana-
lyzes subscriber movie preferences in order to provide accurate movie recommendations. Similarly, 
Pandora, the internet music service, creates customized radio stations for individuals based on their 
expressed preferences. However, Pandora also mines user data to customize targeted advertising to each 
user (Singer, 2014). Furthermore, businesses can leverage Web 2.0 technologies in order to dynami-
cally cooperate with customers and partners in efforts to generate new design innovations (Roberts & 
Dinger, 2016; Roberts & Grover, 2012; Wong, Peko, Sundaram, & Piramuthu, 2015). Both online and 
traditional businesses must understand how to navigate and capitalize on the changing internet terrain 
to stay competitive in the Web 2.0 era.

BACKGROUND

Web 2.0 thinking emphasizes the distributed and interactive nature of information technologies. Therefore, 
the core concept of a web page is altered to allow for quick and efficient interaction from users. This 
mindset is represented in the way that users can create, remove or edit informational content on wikis, 
comment on blogs or content aggregation sites like Reddit, or drive the content of media-sharing sites 
like YouTube. The distributed nature of Web 2.0 technologies allows many users to create and participate 
while needing little technical knowledge.

Characteristics of Web 2.0

Web 2.0 technologies can be identified by a number of common characteristics. These technologies 
generally capitalize on the ability of website users to actively participate, including the capacity to dy-
namically contribute content and network with other users. Web 2.0 initiatives are dynamic in nature, 
enabling constant change and updates. Also, Web 2.0 technologies regularly include social networking 
elements which enable users to form connections with one another. Finally, these endeavors are noted 
for their reliance on the distributed contributions of many participants.
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