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En el transcurso de los años 2005 y 2006 se ha hablado bastante sobre la Web
2.0 en diferentes medios de comunicación, lo cual estaba justificado en gran
medida por el alto nivel de tráfico de sitios de interacción social y las elevadas
ventas de algunos websites emblemáticos en miles de millones de dólares.

Pero ¿qué es la Web 2.0? La Web 2.0 es una nueva filosofía de hacer las
cosas y, por ello, no es de extrañar que, en el ámbito tecnológico, los estánda-
res sobre los que se apoyan las aplicaciones y los servicios Web 2.0 existieran
desde mucho antes de acuñarse el concepto.

Gracias a las facilidades, evolución y gratuidad de tecnologías que antes eran
inaccesibles para la mayoría de los usuarios, se están fomentando las redes
sociales y la participación activa.

En esta nueva filosofía, el usuario tiene un papel activo en la Web: ya no sólo
accede a la información, sino que además aporta contenidos. Así, cuantas más
personas accedan al servicio, mayor será el valor para el resto de los usuarios
(efecto red) y, por tanto, más se fomentará el desarrollo de la inteligencia
colectiva.

En resumen, la Web 2.0 es una nueva filosofía que ha surgido gracias a que la
evolución de la tecnología ha posibilitado que el usuario, además de acceder a
la información, cree contenidos y aporte valor. La idea principal es que "lo que
no se comparte se pierde" y, en este sentido, cuantos más usuarios aporten con-
tenidos, mayor será el valor percibido del servicio.

El poder del ciudadano

La Web 2.0 está teniendo un gran impacto en la sociedad. El poder del ciu-
dadano en la era digital es más importante que nunca, ya que cobra fuerza
manifestando sus gustos como consumidor, su opinión o su voto. Ahora, la gente
tiene voz, puede ser escuchada y es más visible.

Además, las relaciones sociales también están cambiando, lo que se refleja, por
ejemplo, en el increíble aumento de las comunidades. Tal vez, en un futuro,
las personas se relacionen de forma diferente a la que hoy conocemos.

Un dato curioso es que la adopción de los servicios Web 2.0 no sigue las líneas
económicas tradicionales, ya que los usuarios on-line de los mercados menos
desarrollados están igual de involucrados o incluso más que los de los países
más avanzados.

Uno de los campos en los que, sin duda, impactará la Web 2.0 será la educa-
ción. El carácter social y de colaboración de la Web 2.0 podría fomentar una
evolución de la educación hacia lo que, a menudo, se ha llamado "aprendizaje
colectivo". El gran abanico de posibilidades que ofrecen las herramientas Web
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Executive Summary

In 2005 and 2006 the media was full of talk about Web 2.0. To a large extent, 
this interest was justified, given the boom in social networking sites and the 
billion-dollar sums being paid for some of the most emblematic websites.

But what is Web 2.0? Web 2.0 is really a new way of doing things so it’s 
hardly surprising that, in the technological arena, the basic standards on which 
Web 2.0 applications and services are based already existed long before the 
concept was given a name.

Technologies that were once inaccessible to the majority of users are now far 
easier to use, more developed and free and the result is a massive increase 
in the number of social networking sites with active participation.

In this new way of doing things, users play an active role in the web: they not 
only have access to information, they also provide content. The more people 
access the service, the greater the value for other users (this is the network 
effect), thus fostering the development of collective intelligence.

To sum up, Web 2.0 is a new philosophy which has arisen out of developments 
in technology, enabling users not only to access information but also to create 
content and add value. The underlying maxim is “if it isn’t shared it’s lost”: the 
more users there are contributing content, the greater the perceived value of 
the service.

The power of the people

Web 2.0 is having a huge impact on society. The average citizen is more 
empowered than ever in the digital age, with the capability of expressing their 
tastes as consumers, sharing their opinions and casting their votes. The people 
now have a voice: they can be heard and they are more visible.

Furthermore, social relations are also changing, and this is reflected, for example, 
in the incredible boom in new communities. In the future, people may socialise 
differently than they do at present.

Interestingly, the adoption of Web 2.0 services does not follow traditional 
economic lines: on-line users in developing markets are just as involved or even 
more so than those in the developed world.

One of the areas in which Web 2.0 will have the greatest impact is education. 
The social and collaborative nature of Web 2.0 may encourage education to 
develop towards what is often called “collective learning”. The great range of 
possibilities offered by Web 2.0 tools and the virtual worlds, coupled with the fact 
that children find it more entertaining, means that Web 2.0 holds out very good 
educational and business opportunities.
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Executive Summary

New opportunities in the company

From a business point of view, Web 2.0 has important implications for marketing 
and advertising models, and there are numerous business opportunities.

Because it requires a low initial level of short-term start-up investment and a 
light-weight organisational structure, new companies can compete quickly 
with traditional established companies.

There is no clear classification for all existing Web 2.0 business models in 
the physical world let alone on the Internet, though a rough idea might look 
somewhat like this:
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Tactic - Direct Revenue

Advertising

Subscriptions (flat rate, variable rate, flat+fixed rate)

Transaction Commissions

Sales revenue

Revenue from services

Donations

Strategy

Mergers and take-overs

The “Long Tail”

Hard-to-copy Databases

User Confidence

Reputation

Creation of a Platform

Increase in Competitiveness

Customer Self-service

Network effect

Illustration 1. Web 2.0 business models.
Source: own preparation.



Executive Summary

Whatever model is chosen, there seems to be some consensus that any Web 

2.0 company aspiring to succeed must be capable of generating value for 

the customer. The difficulty lies in making these applications—which were not 

necessarily created as money-making machines—profitable and sustainable.

Web 2.0 not only offers good opportunities for creating new companies, it also 

offer plenty of applications for traditional ones. Among the main reasons why 

a traditional company uses Web 2.0 services is the possibility of improving 

interaction with customers.

According to McKinsey, over 75% of management staff now say that their 

companies are investing in Web 2.0 and plan to maintain or increase their 

investments in technological trends that encourage user collaboration.

There will be a major shift in the area of advertising, with the possibility of 

creating more personalised—and thus more effective—campaigns.

Waiting For the Law

In this constantly changing world, the law is always a few steps behind. In 

some cases legal gaps exist with regard to situations that arise in the Internet 

by virtue of its anonymity and globality; in other cases the law simply lags far 

behind the real situation, slowing progress and innovation. Global solutions 

need to be found that will not slow the advance of the Internet or the incentive 

to participate.

Firstly, given that social networking encourages user cooperation, re-use of 

contents and free access to information for developing collective intelligence, it 

is reasonable to wonder about the implications for copyright and intellectual 

property rights.

Secondly, value has shifted from the applications to the data they contain, and 

the future legal battle will therefore be over regulation of the ownership of 

databases and privacy, and non-fraudulent use of such data.
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Real or virtual?

In the future, the trend seems likely to be towards an intelligent virtual world, 

in which avatars function according to each person’s data and habits. Avatars 

will bring their users news and advertising for products of interest to them, 

educate them about subjects they might find useful and foster relationships 

among people with shared affinities and interests. It will be a participative, 

intelligent and effective web which will save the user time and provide an 

unlimited flow of knowledge.
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Prólogo

“Web 2.0 es un término de márketing", señaló el CEO de Google, Eric
Schmidt. Y por supuesto tenía razón. Tras varios años desoladores, Silicon Valley
ha recuperado su confianza y su flujo de efectivo, y con ello su capacidad para
la exageración. "Web 2.0" y sus variantes ("Enterprise 2.0", "Mobile 2.0", etc.)
se han convertido en los letreros preferidos para miles de empresas globales de
reciente creación.

No obstante, el hecho de admitir que se está usando el término de forma exa-
gerada no significa que carezca de sentido. Las empresas Web interesantes de
hoy día son muy diferentes de las de la época "punto-com". Salvo algunas
excepciones, las empresas "punto-com" giraban en torno a la distribución: apro-
vechar el reducido coste y la ubicuidad de la Red para ofrecer productos o infor-
mación sobre productos, a través de un nuevo canal espectacularmente eficaz.
Salvo algunas excepciones, las empresas interesantes en la actualidad giran en
torno a la producción, en especial la producción distribuida, la reutilización y la
recombinación de contenidos, principalmente por parte de los consumidores. De
este modo, Britannica Online era Web 1.0; Wikipedia es Web 2.0. Pointcast, 1.0;
podcasting, 2.0.

¿Por qué se trata de algo nuevo? Porque en la actualidad la tecnología hace que
resulte fácil. Toda red se adapta a las limitaciones que la constriñen. Hace diez
años, la potencia de procesamiento y el almacenamiento eran cien veces menos
eficientes, la banda ancha era algo muy poco común y la programación de sitios
Web era difícil y costosa. Por tanto, la Web evolucionó como una biblioteca de
recursos estáticos ("páginas") creados por profesionales y descargados por los
consumidores de los servidores de las empresas.

Sin embargo, los PC actuales tienen la misma potencia que los antiguos servi-
dores, la banda ancha se encuentra cada vez más extendida y los nuevos méto-
dos de programación (como, por ejemplo, Perl y Ruby) facilitan al máximo la
codificación en lugar de la eficacia computacional. Todo el mundo puede ser
webmaster. Una arquitectura peer-to-peer más simétrica hace posible un com-
portamiento peer-to-peer más simétrico. La mayor capacidad de banda ancha y
de procesamiento permite generar contenidos más ricos, no sólo en forma de
fotos y vídeos, sino también a través de la rica interactividad proporcionada por
el HTML dinámico y JavaScript: las páginas estáticas evolucionan y se convier-
ten en aplicaciones interactivas que se ofrecen a distancia. La Web como sus-
tantivo se convierte en la Web como verbo.

Si bien la tecnología es la que ha hecho posible este comportamiento peer-to-
peer y simétrico, es la naturaleza humana, con sus reglas y normas, la que está
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“Web 2.0’ is a marketing term,” remarked Google CEO Eric Schmidt. 

And, of course, he was right. After some years in the wilderness, Silicon Valley 

has recovered its confidence and  cash flow—and with them its capacity for 

overstatement. ”Web 2.0” and its variants (“Enterprise 2.0”, ”Mobile 2.0” etc.) 

have become labels of choice for thousands of global startups. 

But acknowledging that the term is overhyped doesn’t mean that it’s meaningless. 

Interesting Web businesses today contrast quite sharply with those of the dot-

com era. With a few exceptions, the dot-coms were about distribution: using 

the low cost and ubiquity of the Web to deliver products, or information about 

products, through a radically efficient new channel. With a few exceptions, 

the interesting business now are about production, specifically the distributed 

production, reuse, and recombination of content, chiefly by consumers. Thus 

Britannica Online was Web 1.0; Wikipedia is Web 2.0. Pointcast, 1.0; podcasting, 

2.0.

Why is this new? Because technology now makes it easy. Any network adapts 

to its binding constraints. Ten years ago, processing power and storage were 

a hundred times less efficient, broadband a rarity, and programming web sites 

was difficult and expensive. The web therefore evolved as a library of static, 

professionally-created resources (“pages”) downloaded by consumers from 

corporate servers. 

But today’s PC has the power of yesterday’s server, broadband is increasingly 

the norm, and new programming approaches (such as Perl and Ruby) maximize 

ease of coding instead of computational efficiency. Anybody can be a Webmaster. 

A more symmetrical, peer-to-peer architecture enables more symmetrical peer-

to-peer behavior. Higher bandwidth and processing power allow richer content; 

not just photos and video, but also the rich interactivity of dynamic HTML and 

JavaScript: static pages evolve into interactive applications remotely delivered: 

the Web as noun becomes the Web as verb.

While technology makes this symmetrical, peer-to-peer behavior possible, it 

is human nature with its rules and norms that are making it valuable and 

productive. Those rules and norms define key principles of “Web 2.0”: modular 

architecture and community. 
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The architecture of Web 2.0 is ”small pieces loosely joined”’, as David Weinberger 

famously described it: modular information services that do just one thing 

well, but can be combined with others to create richer content. Google Maps 

and YouTube, for example, publish APIs (application programming interfaces) 

that allow any web page to download a customized map or video and embed it 

in other content. Because of this modularity and openness, the programming 

is trivial, the price zero, and no coordination is needed. About 500 published 

APIs thus make possible a quarter-of-a-million combinations, each the germ 

of a business that can be created at negligible cost. And 2,400 of these so-

called ”mashup” businesses have already appeared. As of this writing, there 

are forty-eight mashups of Google Maps with You Tube alone. 

”Community” has three crucial elements. The first is significant sharing of 

intellectual property: the vast bulk of content posted on Web 2.0 sites is put into 

the public domain or published under generous licenses allowing sharing and 

reuse. Second, contributors are motivated by a range of intrinsic and extrinsic 

motivations: fun, applause, making friends, skill-building, self-advertisement, 

or commerce. While traditional economic motivations are present, they do not 

necessarily dominate. And third, trust is often based on reputation, using simple 

technologies to allow people or products to be rated by everyone. This serves 

both as a guide to navigation (as in RateMyProfessors.com or DontDateHimGirl.

com), and as a guarantee of good behavior (as in eBay, where the value of 

preserving one’s reputation is generally greater than the profit from reneging 

on a transaction). Sharing, non-economic motivations, and reputational trust 

are mutually reinforcing. 

The intersections of these developments in technology, architecture, and 

community are at the heart of Web 2.0. And the results are already spectacular. 

More than 220 million members of eBay trading over $50 billion per year. One 

thousand people writing the 30 million lines of Linux code, competing with 

Microsoft’s $10 billion investment in Windows Vista. Two hundred million people 

creating and consuming MySpace—which for American teens, commands more 

of their collective attention than television. Nearly 10 million “avatars”—alter 

egos created by members to represent them—building the metaverse of 

Second Life, a virtual world whose commercial construction would cost more 

than Hollywood’s most ambitious movie. One hundred thousand writing the 

five million pages of Wikipedia, and rivaling Encyclopædia Britannica in a blind 

test of quality.
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Huge swaths of Web 2.0 are not businesses at all, and will never be ”monetized.”  

Much of the content is amateur, vapid, and boring. Some of it is of questionable 

legality. But the implications for conventional businesses are nonetheless 

enormous. In a few cases (e.g. MySpace, You Tube, Google) huge shareholder 

value has been created. For some conventional businesses (e.g. media, 

software) Web 2.0 is a seriously disruptive technology. Every business with 

Web presence needs to rethink how to present itself in an era where Google 

is its ”portal.” For advertisers Web 2.0 is a new way to reach consumers and 

a way the consumers will influence each other whether the advertiser likes it 

or not. Some companies are building community sites for their customers, or 

distributors, or suppliers. Others are building presence in the community sites 

that their customers already frequent. Some companies have adopted Web 

2.0 principles as a means of outsourcing innovation. Others are experimenting 

internally with those principles as a new means of organizing work, especially 

knowledge-intensive activities that benefit from sharing best-practice. The 

energy is extraordinary. And the phenomenon only a couple of years old. 

The 2007 Future Trends Forum was focused on Web 2.0. The energy of the 

Forum was also extraordinary, as the following pages will show.

Philip Evans

Senior Partner, The Boston Consulting Group
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Introducción

En un mundo en constante evolución, saber anticipar los cambios y los posi-
bles impactos que nos esperan a medio y largo plazo es clave para el éxito. De
esta forma, podremos identificar y aprovechar las oportunidades de negocio que
se presenten en el futuro. Para conseguirlo, es fundamental tener herramientas
tan valiosas como el desarrollo de un análisis de tendencias futuras.

Bankinter creó la Fundación de la Innovación con un objetivo claro: influir en
el presente, mirando al futuro, y estimular la creación de oportunidades de
negocio basadas en la vanguardia de la tecnología y de la gestión, con el fin de
impulsar la innovación en el tejido empresarial español. Un proyecto ambicioso
e innovador, que Bankinter pone a disposición de la sociedad, para estimular la
creación de oportunidades empresariales, basadas en un cambio coyuntural. Un
proyecto que cuenta con más de 180 expertos líderes de opinión, multidiscipli-
nares e internacionales de los cinco continentes y un patronato de excepción, y
que persigue, asimismo, reforzar el compromiso de Bankinter con la sociedad.

El Future Trends Forum (FTF) es el proyecto principal y más consolidado de la
Fundación de la Innovación Bankinter. Es el escaparate de la cultura de
Bankinter: innovación y compromiso con la vanguardia. Se trata del primer foro
sobre prospectiva e innovación en España, en el que participan científicos e inte-
lectuales de primer orden a escala internacional. Estamos hablando del único
foro multidisciplinar, multisectorial e internacional de Europa. Con ello se desea
transmitir la objetividad de un foro que ha sido enriquecido por diferentes pun-
tos de vista y que no se ve sesgado por intereses de ningún tipo.

Éste es un foro que busca anticiparse al futuro inmediato detectando tendencias
sociales, económicas, científicas y tecnológicas que puedan cambiar nuestra
forma de actuar/vivir actual, a través del análisis de los posibles escenarios e
impactos en los actuales modelos de negocio de los sectores más afectados,
para obtener recomendaciones de cómo se puede generar riqueza de esta situa-
ción, que deben ser divulgadas a los distintos ejes estratégicos de la sociedad.

Los temas debatidos durante las reuniones son libremente propuestos y elegi-
dos por votación por los propios miembros del FTF. El resultado final de cada uno
de estos procesos es la divulgación de las conclusiones de esta labor de pros-
pección entre empresarios, profesionales, altos directivos, empresas e institu-
ciones. Dicha divulgación se lleva a cabo por medio de esta publicación y de dis-
tintas conferencias, que recorrerán las principales capitales españolas. 
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Introduction

In a constantly developing world, one of the keys to success involves 

knowing how to anticipate change and the possible impact it will have on us in 

the medium to long term future. If we master this knowledge, we can identify 

and capitalise on the business opportunities that will arise in the future. Certain 

tools are essential in achieving this goal, such as an analysis of future trends.

Bankinter set up its Fundación de la Innovación with a clear objective: to 

influence the present by looking to the future and to stimulate the creation of 

business opportunities at the cutting edge of technology and management, in 

order to promote innovation in the Spanish business world. It is an ambitious 

and innovative project, through which Bankinter hopes to stimulate the creation 

of business opportunities arising out of changes in social surroundings. With 

over 180 international expert opinion leaders, from different disciplines, hailing 

from around the world, and a superb board of trustees, the project also seeks 

to reinforce Bankinter’s commitment to society. 

The Future Trends Forum (FTF) is the leading and most fully consolidated 

project of Fundación de la Innovación Bankinter. It is the showcase of 

Bankinter’s culture: innovation and commitment to new developments. The FTF 

is Spain’s leading forum on long-term forecasting and innovation, and embraces 

leading international scientists and intellectuals. It is the only multidisciplinary, 

multisector and international think-tank in Europe. It seeks to convey all the 

objectivity of a forum enriched by a range of viewpoints, which remains unbiased 

and unswayed by interests of any kind.

The forum strives to predict the immediate future by detecting the social, 

economic, scientific and technological trends that are most likely to change 

the way we live and work, analysing possible scenarios and impacts on 

current business models in sectors that will be most affected, and offering 

recommendations on how to create wealth out of this situation. These conclusions 

are circulated among the different strategic spheres of society. 

The FTF members themselves can propose issues for discussion and a vote is 

taken on the ones that will eventually be addressed. The final result comes when 

the conclusions of this survey of employers, professionals, top management, 

companies and institutions are circulated. This phase takes the form of this 

publication and a series of lectures given in the larger cities in Spain. 
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This latest publication, prepared with collaboration from Accenture, offers the 

FTF’s analysis of the new philosophy that has come to be known as “Web 2.0”. 

Developments in technology now allow value creation by the user. Web 2.0 

is not a new version of the Web, a communications protocol, or even a new 

programming language; it is a participative and effective web that will save 

time and provide an unlimited flow of knowledge, as well as bringing numerous 

business opportunities, both for creating new companies and for developing 

traditional ones.

The aim of the first part of the document is to define the concept of Web 2.0 and 

establish differences with Web 1.0, examine the current situation in the world 

and analyse the chief implications for society and education. 

The second part identifies the sectors that will be most affected, analysing 

existing business models and new business opportunities Web 2.0 offers. It 

also lists the different applications for traditional companies, highlights the 

barriers to implementing them and studies the impact Web 2.0 will have on the 

advertising industry. 

The third part of the report examines the need to adapt legislation to the new 

environment, without hindering the flow of knowledge while at the same time 

fostering a participative environment.

Finally, we will look at some possible trends in the field, such as virtual worlds 

and the semantic web. 

Once again, the Fundación de la Innovación Bankinter hopes that this 

new publication will act as a source of knowledge, but, above all, will offer 

stimulation and guidance to professionals and employers from different sectors 

to harness the advantages and opportunities Web 2.0 can offer.
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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Blog

 Wiki

A wiki is a web-page written 
in hypertext that can be freely 
visited and edited. This means 
that different people can post 
their own contributions to the 
same online document.

 
 Blog

A blog is a regularly updated 
website, with a chronological 
set of texts or articles by one 
or more authors.

What is Web 2.0?

In 2005 and 2006 the media was full of talk about Web 2.0 in different 
media. To a large extent, this interest was justified, given the boom in social 
networking sites and the billion-dollar sums being paid for some of the most 
emblematic websites.

But do you know what Web 2.0 actually is?

If you don’t, try answering these questions: 

Have you ever used Google Maps?

Have you ever watched a video on YouTube?

Do you have your own profile on MySpace?

Have you ever walked through the streets of Second Life?

If you have, then you’ve experienced Web 2.0, even if you wouldn’t know how 
to define it. 

Try Googling “Web 2.0” and you’ll get around three hundred million hits. 
As is so often the case with any new concept appears, opinions are divided. While 
Web 2.0 has sparked interest among many users and programmers around 
the world, others are not only sceptical about the new development—they’re 
downright irritated by it! They say that it’s nothing more than advertising hype 
to try to sell existing services under new names.

Whether it’s a fad or not, the term Web 2.0 (coined by Dale Dougherty of 
O’Reilly Media in 2003) obviously means something to everyone in the Internet 
world: All over the Internet, thousands of blogs, wikis and websites are either 
enthusing about Web 2.0 or putting it down.

But what is Web 2.0? The term itself can be misleading, so let’s start by looking 
at what it’s not. Despite appearances, Web 2.0 is not a new version of the Web, 
or a communications protocol, or even a new programming language. It’s not 
even something that’s uniquely associated with the Internet.

Web 2.0 is really a new way of doing things so it’s hardly surprising that, in 
the technological arena, the basic standards on which Web 2.0 applications and 
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services are based already existed long before the concept was given a name.
Technologies that were once inaccessible to the majority of users are now far 
easier to use, more developed and free and the result is a massive increase 
in the number of social networking sites with active participation. The 
website has ceased to be a goal in itself –the ultimate aim of the interaction with 
the user– to become a platform that enables inter-relation between users, active 
members of a community sharing a common interest or need. The result is that 
the users play an active role: they not only have access to information, they also 
contribute content and knowledge.

The result has been a decentralisation of the Internet in which each client is, 
at the same time, a server (i.e. a content creator). The more people access 
the service, the greater the value for other users (this is called the network 
effect).

Although the term “user” is often used, probably due to an association of Web 
2.0 with the Internet, the Web 2.0 philosophy is not limited to a single platform 
and it might be more accurate to talk about “active clients”. 

We could therefore define Web 2.0 using three principles:

Community: the user provides contents, interacts with other users, 
creates knowledge networks, etc.

 Technology: higher bandwidth allows data to be transferred at formerly 
unimaginable speeds. Instead of software packages we now have Web 
services. Our terminal can be both a client and server at the same time, 
anywhere in the world.

 Modular architecture: favours faster ad cheaper creation of complex 
applications.

The end-of-the-century web was a “companies web”: a set of contents arranged 
in such a way that the greatest possible number of eyes could gather around it, 
see the advertising posted on it and with a bit of luck, reach into their wallets for 
their credit cards. The aim of the Web was largely to be a shopping mall, with 
advertisements, shop windows and shops, a place where people went to sell 
advertising and perform commercial transactions.

Ultimately, companies were merely reproducing familiar models from other 
environments: the Web was viewed as being just another channel. Sites were 
entirely one-way, receiving no type of feedback whatsoever from “spectators” 
beyond the “Add to my trolley” button.
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Basically, in Web 1.0, users were the recipients of the technology, the contents 
and business, whereas in Web 2.0 they are also involved in developing the 
technology (open-source software), producing contents (blogosphere) and 
getting involved in business (Google Adsense).

The table below compares some of the different features of Web 1.0 and Web 2.0: 
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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Blog

 Syndication

Syndication is when the 
original issuer of information 
or entertainment licences a 
third party to “rebroadcast” 
it.

 
 
 Contextual   
 advertising

Contextual advertising 
is when advertisements 
are selected and published 
by automatic systems, 
depending on the content 
users access.

Web 1.0

Personal pages

Speculation with domain names

Pages viewed 

Informing

Content management systems

Directories (taxonomy)

Loyalty

Advertising with banners and pop-ups

Web 2.0

Blogs

Optimisation in search engines

Cost per click.

Participating, sharing

Wikis

Tagging (folksonomy)

Syndication

Contextual advertising

Table 1. Differences between Web 1.0 and Web 2.0.
Source: Drawn from conclusions within the Future Trends Forum.

Should we therefore see Web 2.0 as a revolution? As we have said, the 
technologies on which Web 2.0 is based were already around for some time 
before, so technologically speaking, it would be more accurate to talk about 
a development. In social terms, though, it is a revolution: Web 2.0 services 
allow users to interact and enable information to be obtained from a group, 
rather that a single poster, thus encouraging the development of collective 
intelligence.

These changes have important implications for marketing and advertising mo-
dels, and present numerous new business opportunities, as we shall see.

To sum up, Web 2.0 is a new philosophy which has arisen as a result of the 
developments in technology (bandwidth and modular architecture) making it 
possible for users not only to access information but to create contents 
and add value. The primary maxim is “if it isn’t shared it’s lost”: the more users 
there are contributing content, the greater the perceived value of the service. 
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Principales implicaciones de la Web 2.0

4.1. Impacto en la sociedad

Algo ha cambiado. El poder del ciudadano en la era digital es más importan-
te que nunca. Cobra fuerza el ciudadano que manifiesta sus gustos como con-
sumidor, su opinión o su voto. Aunque "este poder ha sido minusvalorado a lo
largo de la historia, hoy es más importante que nunca", según Javier Cremades
-abogado experto en libertad de expresión y medios de comunicación-, gracias
a la posibilidad que da Internet de crear redes y globalizar la información.

Un ejemplo del poder ciudadano gracias a la Web 2.0, que ha dado la vuelta al
mundo, fue la utilización de vídeos de YouTube como canal empleado por los ciu-
dadanos estadounidenses en un programa de televisión para hacer llegar a los
candidatos políticos sus preguntas con relación a los programas electorales.

Esto demuestra que Internet se ha convertido en una nueva herramienta para
hacer política casi indispensable. Los políticos hacen campaña en comunidades
virtuales como la de Second Life e incluso utilizan los portales de intercambio de
vídeos para promocionar sus propuestas electorales. YouTube, consciente de
este gran potencial, ha creado CitizenTube, una plataforma que aloja vídeos de
políticos y ciudadanos que manifiestan sus opiniones o formulan preguntas.

La adopción de los servicios Web 2.0 no sigue las líneas económicas tradiciona-
les; esto es, los usuarios on-line de los mercados menos desarrollados están
igual de involucrados o incluso más que los de los países más desarrollados. Así,
por ejemplo, Asia lidera el mercado1 en términos de adopción de servicios Web
2.0 con países como China, Corea del Sur, Malasia, Hong Kong o Filipinas.

Curiosamente, España -según el último estudio de Novartis' NetObserver- es el
país de Europa con el mayor porcentaje de usuarios de Internet que usan las
tecnologías Web 2.0, aunque la mayoría de los españoles desconozca lo que sig-
nifica este término. Los españoles constituyen el 27% de los europeos que uti-
lizan herramientas basadas en la Web 2.0, tanto en contenidos propios como en
contenidos ajenos.

Según datos estimados, los españoles hemos colgado más de 150 millones de
fotos en Flickr, 100 millones de videos en YouTube, hemos participado en 1,5
millones de artículos en Wikipedia, hemos dado más de 13 millones de respues-
tas en Yahoo! Answers y hemos creado, aproximadamente, 60 millones de blogs
personales o comerciales. 

No obstante, España aún está lejos de los países punteros de Europa en cuan-
to a penetración de Internet y se sitúa apenas por delante de Chipre, Polonia,
Lituania y Portugal. 
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4.1. Impact on Society

Something has changed. The average citizen is more empowered than 
ever in the digital age. They can express their tastes as a consumer, share 
their opinions and cast their votes. Although “historically, this power has been 
undervalued, it is now more important than ever”—says Javier Cremades, a 
lawyer specialising in freedom of speech and the media—thanks to the possibility 
Internet offers of creating networks and of globalising information. 

One example of citizen power using new technologies, which made the news 
around the world, was the use of YouTube videos as a channel by US citizens in 
a television programme to put questions to political candidates on their election 
platforms.

It is evidence of the way the Internet has become an almost indispensable new 
tool for making politics. Politicians are campaigning in virtual communities such 
as Second Life and even use the video exchange portal to promote their election 
proposals. Conscious of this great potential, YouTube has created CitizenTube, a 
platform hosting videos of politicians and citizens giving their opinions or asking 
questions.

The adoption of Web 2.0 services does not follow traditional economic lines; 
online users from developing markets are just as involved—or even more so—
than those in the developed world. Asia, for example, heads the market1  in 
the adoption of Web 2.0 services with countries such as China, South Korea, 
Malaysia, Hong Kong and Philippines.

Surprisingly–according to the latest survey by Novartis’ NetObserver– Spain has 
the lowest percentage of Internet users in Europe using Web 2.0 technology, 
though most Spaniards do not know the meaning of the term. The Spanish 
account for 27% of Europeans using Web 2.0 tools, in terms of both own 
contents and external contents. 

According to estimates, the Spanish have posted more than 150 million photos 
on Flickr and 100 million on YouTube, contributed to 1.5 million articles in 
Wikipedia, given more than 13 million answers in Yahoo! Answers and created 
approximately 60 million private or commercial blogs. 

Nonetheless, Spain is still a long way behind the European leaders in terms of 
Internet penetration, ranking only just above Cyprus, Poland, Lithuania and 
Portugal. 
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One new feature—and a key to the success of the Web 2.0 philosophy—is that 
ultimately it is not the publisher of the website who posts the contents and 
decides what’s interesting and what’s not. Instead, the community itself 
contributes and promotes certain contents over and above others.

This is the case, for example, with Menéame, a Spanish news promoter, or Al 
Gore’s station Current TV, with contents created only by users, who choose 
what gets most airtime.

In any case, posting certain contents on the Internet doesn’t guarantee that 
you’ll automatically get millions of hits, but it is helping a vast amount of talent 
to come to the surface.

We still don’t really realise—or appreciate—the great creative potential of the 
Internet. Being successful in the digital world will mean doing interesting things, 
but brilliant contents can come from anywhere in the world and have a global 
impact. This could change the way we do things in all areas of society.

Web 2.0 opens a new means of recognition for people with initiative, talent and 
interest. It will help empower those who do not have access to the mass media 
and enable people to have a voice, be heard and enjoy greater visibility. 
Already, some bloggers enjoy higher readerships than many columnists and 
opinion leaders.

It is also predicted that it will lead to a more participative society, with 
more user-friendly tools making it easier to post content. It’s never been 
so easy to create and share contents, meet people and have fun through a 
personalised multimedia experience. The tools and channels needed to create 
and share texts, photos, videos and music have never been so accessible and 
so democratic.

Although it was previously possible to create contents, you needed good technical 
knowledge and a lot of determination, and that made it off-limits to a large 
section of the population. The only barrier today is the will to collaborate. 

Citizen participation may prove crucial, affecting more areas that might first 
appear. Take legislation, for example. The rules governing a society are born 
out an attempt to answer an already-existing situation. This situation is in turn 
considerably influenced by public opinion—to which in this case, net surfers 
have a major input.
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Its importance, however, does not end there. The sustainability of business 
models based on these new services depends on active participation by 
users (i.e. active users).

To give an idea of user participation in Web 2.0, let’s take a look at the 1% rule, 
which states that of every 100 people who use this type of service, roughly 90 
merely consult, 9 participate and only 1 actually creates contents. In the case 
of blogs, the rule is even more discouraging. According to UseIt, blogs have the 
worst participation mismatch, with the 90-9-1 rule which characterises most 
online communities being transformed into a 95-4.9-0.1 proportion. 

This may fuel the fear of a Web 2.0 bubble; however, according to some 
experts, this situation will gradually change as the technology advances and 
Web applications emerge that are as easy to use as e-mail.

If we look back a bit, we can see that in last century’s web, not only were there 
fewer of us, we were mostly pretty passive. By 2006, the 1996 situation had 
been turned on its head: over 85% of the contents on the net were created by 
common-or-garden users, whereas companies and the media were relegated to 
producing around 15% of the total.

Given the major role users play in this social web, we need to analyse the main 
motivations that turn Web 2.0 users into active users. According to the FTF 
experts, these may be grouped as shown in Illustration 1.
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Illustration 1. Chief motivations of active users.
Source: Drawn from conclusions within the Future Trends Forum.

Economic compensation for contributions

Content promotion

Prestige

Feelings of group belonging

Interest in the topic 

Collaborative nature

Create an ample network of contacts

Entertainment

Others

http://www.useit.com/alertbox/participation_inequality.html
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In recent years, there’s been a lot of talk in the media of major takeovers by 
Web 2.0 companies and the intense traffic they generate.

There is a clear move towards Web 2.0 and large companies don’t want to be 
left behind. Examples include Google, which has recently bought out companies 
such as YouTube for 1.65 billion dollars, DoubleClick for 3.1 billion dollars and 
the Spanish Panoramio for 6 million euro; or the buy-out of Skype by eBay, for 
2.6 million dollars.

Web 2.0 society is seeing another major change affecting social relations 
between individuals, as reflected in the explosion in the number of online 
communities.
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Illustration 2. Access to communities.
Source: Web 2.0. The Global Impact. Study by Universal McCann. Dec. 2006.

This increase is largely down to the fact that many businesses have seen the 
potential of online communities and got involved. Nonetheless, the mere fact 
that a community exists does not guarantee its success. Like any Web 2.0 
application, its success lies in the participation of users. An article in El Mundo 
argues that for a community to be accepted, it needs to be free, easy to use, 
acknowledge its collaborators and be secure and effective (so that users can be 
sure it will be simple to find what they’re looking for). 

Given this growth in the number of communities, it’s reasonable to presume 
that in the future people may socialise in new and different ways; instead of 
meeting for a cup of coffee, for example, they might hook up in Second Life to 
see a film, go dancing or meet new people—and that makes online communities 
a good business opportunity.

http://es.youtube.com/watch?v=_nOBa0z1BHk
http://www.nytimes.com/2007/04/14/technology/14DoubleClick.html?ex=1334203200&en=efd4fc413df1a9aa&ei=5088
http://www.news.com/eBay-to-nab-Skype-for-2.6-billion/2100-1030_3-5860055.html
http://www.20minutos.es/noticia/244216/0/google/millones/web/
http://www.elmundo.es/elmundo/catalejo.html?a=e4e47f2a47416f434d47e053abb1183a&t=1189614793
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And that’s what’s happening. In August 2005, a month after Rupert Murdoch, the 
traditional media mogul, paid 580 million dollars for MySpace, the site overtook 
Google in number of hits, according to the online ratings bureau comScore Media 
Metrix. And in November 2006, MySpace clocked up 38.7 billion hits, inching 
ahead of the previously indomitable Yahoo!, with 38.1 billion.

The phenomenon is unstoppable. Social networking sites—like MySpace, YouTube 
and Facebook—rapidly evolve into mobile networks, consisting of groups of 
people sharing common tastes and interests who communicate over their mobile 
phones. Between now and 2011, it is estimated that the number of people 
involved in these relationship systems will triple to 174 million users. According 
to ABI Research, as many social communities are already being created and 
maintained via mobile phones and other wireless devices as over the computer.

When this sentence was written, there were 180,268,309 profiles on the Web. 
By the time I’d finished it, there were another 251. Every day, around 300,000 
people climb on board the train; increasingly it’s becoming a must for anyone 
who wants to be left behind in this new age.

Yet is there really a demand for these Web 2.0 services or does it have to 
be created? The opinions of some of the FTF experts are listed below:

 There is a general desire to experiment with these services and, if they 
are really useful, they will be widely recommended, stirring up previously 
unrealised demand.

There is a clear demand for these services, which will have to be reconciled 
with average user connection times. As the number of users—and average 
connection times—increases, so too will demand for these services.

There is a clear demand for community-oriented services, albeit still 
very localised in certain areas, such as content consumption (YouTube) or 
making contacts (MySpace).

A demand already exists among users, and what therefore needs to 
be done is to give them a useful platform to allow them to do everyday 
things—in other words, things with a real application (such as Flickr, 
Twitter, etc.).

In any case, most agree that there is a demand for this type of service in one 
form or another, but it needs to be spurred on with positive user experiences, 
good contents and a collaborative spirit.
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El fenómeno es imparable. Las redes sociales -como MySpace, YouTube o
Facebook- evolucionan rápidamente hacia las redes móviles, constituidas por
grupos de personas unidas por gustos y aficiones comunes que se comunican a
través del móvil. Este sistema de relaciones triplicará su número de miembros
de aquí a 2011, año en el que alcanzará los 174 millones de usuarios. Según
ABI Research, a través del teléfono móvil y de otros dispositivos portátiles sin
cable ya se generan y mantienen tantas comunidades sociales como a través de
los ordenadores.

Al comenzar a escribir esta frase, la Web tenía 180.268.309 perfiles. Al termi-
nar esta otra, 251 más. Unos 300.000 individuos se suman diariamente a un
tren que, cada vez más, da la sensación de que hay que coger para evitar per-
derse en esta nueva era.

Sin embargo, ¿realmente existe una demanda de estos servicios Web 2.0
o hay que crearla? A continuación se exponen algunas de las reflexiones de
los expertos del FTF en este aspecto:

Existe un deseo general de experimentar con estos servicios y, si real-
mente son útiles, serán muy recomendados, lo que hará que aflore
demanda antes no percibida.

Hay una clara demanda de estos servicios, que deberá competir con el
tiempo medio de conexión de los usuarios. A medida que aumente el
número de usuarios y el tiempo medio de conexión, aumentará también
la demanda de estos servicios.

Hay una clara demanda de servicios orientados a las comunidades,
aunque aún muy localizada en ciertas áreas, como, por ejemplo, el con-
sumo de contenidos (YouTube) o hacer contactos (MySpace).

La demanda está ya presente en los usuarios, por lo que se trata de
facilitarles una plataforma útil que les permita hacer cosas de su día a día,
es decir, con una aplicación real (como, por ejemplo, Flickr, Twitter, etc.).

En cualquier caso, la mayoría está de acuerdo en que la demanda de este tipo
de servicios está presente de una forma u otra, pero también debe ser fomen-
tada con experiencias positivas de los usuarios, buenos contenidos y espíritu
colaborativo. 

4.2. Implicaciones en la educación

La educación será otro de los campos en los que, sin duda, impactará la Web
2.0, en lo que se refiere tanto a la metodología pedagógica como a los conteni-
dos. De todas las personas que cuentan con conexión a Internet, ¿cuántas con-
sultan la tradicional enciclopedia impresa en lugar de Google, YouTube o los
mapas de Google Maps? Pocas, desde luego.
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http://es.youtube.com/
http://www.myspace.com/
http://www.flickr.com/
http://twitter.com/
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4.2.Implications for education

Education is another area where Web 2.0 will have a major impact, in terms 
of both teaching methods and contents. How many people with an Internet 
connection still turn to traditional print encyclopaedias instead of Google, YouTube 
or Google Maps? Very few.

Although generally speaking, young Europeans understand new technologies 
and media and participate in them, this does not by any means signify that 
educational processes have substantially improved, given that these tools have 
not been incorporated into classroom teaching processes. 

Students learn what teachers grade highest, and the way they do so conditions 
the way they learn. We have to accept that exam-passing one of students’ most 
important—if not the most important— motivations for learning; so the teacher 
is viewed more as a judge than a guide who helps create a relaxed classroom 
atmosphere that will encourage knowledge-sharing.

The social and cooperative nature of Web 2.0 could encourage education to 
develop towards what is often called “collective learning”. For the moment, 
it’s no more than vogue term whose meaning has not been fully taken on board 
by the educational community. All the signs indicate that it will take a while to 
be assimilated.

This “collaborative learning” involves considering that possession of knowledge 
is not the exclusive domain of the teacher, but of the group. Each member of 
the group has greater accessibility to the information, enabling them to offer 
new perspectives that enrich the relationship and help build new, cooperative 
knowledge, adapted to the particular needs and features of each group, which in 
all likelihood will be different to those of the year before.

In this situation, the educational paradigm we need to achieve is one in which 
the teacher is more of a guide than an instructor—someone who works alongside 
the student and enables them to choose their own path.

Now we have the idea. The next step is to see whether who also have the 
right tools to develop it. And there they are. The Web 2.0 philosophy fits this 
approach perfectly and it can be used to facilitate team learning and knowledge-
creation. However, it’s one thing to have material and quite another to put it to 
an educational use that will contribute to improving the educational and learning 
processes.
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El mundo de la interactividad y de la construcción del conocimiento colecti-
vo tiene mucho que aportar. Debe abrirse paso y dejar surgir nuevas formas de
evaluar el progreso y la consecución de los objetivos propios de cada área de
enseñanza.

Las posibilidades que hoy día ofrece el mundo digital son inmensas. Por ejem-
plo, un estudiante podría usar Google Ask, Yahoo Search o Live Search para bus-
car información relevante en la Web, utilizar Bloglines o Blinklist para suscribir-
se a otros sitios web que traten el asunto y consultar la Wikipedia para artícu-
los de interés. Las páginas importantes se podrían guardar y compartir on-line
usando Furl, o Clipmarks para fragmentos de páginas.

El documento final se podría elaborar con Google Docs y Hojas de Cálculo, y
podría almacenarse usando Box.net.

El proyecto completo se podría coordinar por medio de Netvibes, con la creación
de una página de inicio específica, que podría incluir enlaces a todas las herra-
mientas o fuentes que se estuvieran utilizando, así como al documento.

A través de este proceso, al tratarse de herramientas colaborativas, los estu-
diantes podrían aprender unos de otros (aprendizaje cooperativo).
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Mis notas

Estándares en Tecnologías de Información y Comunicación (TIC) para Docentes.
ISTE - Sociedad Internacional para las TIC en Educación.

Tabla 2:
Fuente:

Diferencias entre los tradicionales y los nuevos ambientes de aprendizaje.

Ambientes de aprendizaje tradicionales

Instrucción centrada en el maestro

Estímulo de un solo sentido

Progreso o avance por un solo camino

Medio de comunicación único

Trabajo individual

Trasmisión de información

Aprendizaje pasivo

Aprendizaje fáctico, basado en los saberes

Aprendizaje centrado en el estudiante

Estímulo multisensorial

Progreso o avance por muchos caminos

Trabajo colectivo

Intercambio de información

Aprendizaje activo, exploratorio,
basado en la investigación

Nuevos ambientes de aprendizaje

Respuesta reactiva

Contexto artificial, aislado

Comunicación a partir de distintos medios
(”Multimedia”)

Pensamiento crítico y toma de
decisiones informadas

Acción proactiva/planeada

Contexto auténtico, del mundo real

Notes

Main implications of web 2.0

Teachers will have to devote more time to tutorials, guidance, individual work 
searching out new materials, training, moderating forums, blogs, wikis, chats, 
etc. and less to preparing and giving classes.

It is interesting to see how the differences between traditional and new learning 
environments are quite similar to the differences between Web 1.0 and Web 2.0. 
Here too, we can see the usefulness of Web 2.0 for developing learning and the 
educational process.
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Traditional learning environments

Teacher-centred instruction

Single-sense stimulation

Single-path progression

Single medium

Isolated work 

Information delivery 

Passive learning

Factual, knowledge-based learning

Reactive response

Isolated, artificial context 

New learning environments

Student-centred learning 

Multisensory stimulation

Multipath progression 

Multimedia

Collaborative work

Information exchange 

Active/exploratory/inquiry-based learning

Critical thinking and informed decision-making 

Proactive/planned action 

Authentic, real-world context 

Table 2. Differences between traditional and new learning environments.
Source: Estándares en Tecnologías de Información 

y Comunicación (TIC) para Docentes.
ISTE (International Society for Technology in Education).

The world of interactivity and collective knowledge-building have much to 
offer. New inroads need to be made to develop new ways of assessing progress 
and target-fulfilment in each area of education.

Today, the digital world holds out immense possibilities. For example, students 
could use Google Ask, Yahoo Search or Live Search to search for relevant 
information on the Web, use Bloglines or Blinklist to subscribe to other websites 
dealing with the issue and consult Wikipedia for articles of interest. Relevant pages 
could be saved and shared online using Furl or Clipmarks for page extracts.

The final document could be prepared with Google Docs and spreadsheets, and 
stored using Box.net. 

http://www.google.es/
http://search.yahoo.com/
http://www.bloglines.com/
http://es.blinklist.com/
http://www.furl.net/
http://www.clipmarks.com/
https://www.google.com/accounts/ServiceLogin?service=writely&passive=true&continue=http%3A%2F%2Fdocs.google.com%2F&followup=http%3A%2F%2Fdocs.google.com%2F&ltmpl=homepage&nui=1
http://www.box.net/
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The entire project could be coordinated with Netvibes, with a specific homepage 
created that would include links to all the tools or sources being used and to the 
document itself.

Throughout the process, because they are using collaborative tools, the students 
would learn from each other (cooperative learning).
Finally, the teacher could access the students’ documents and information 
sources, enabling him or her to trace the work they have done.
Another clear example of how Web 2.0 (more specifically, Skype), podcasts and 
bandwidth are transforming education can be seen find in the area of language-
learning.

Millions of people in 110 countries can download ChinesePod podcasts (printed 
dialogues or characters) free of charge and learn Chinese at home, in the office 
or on the bus thanks to Praxis. 

There is also a premium service which includes individual chats with teachers over 
Skype. This experience has been used to launch a new service, SpanishSense, 
and others are expected to follow.

It’s good news for students—who can learn whenever and wherever they want 
with native teachers—and also for businesses, because of its scalability and the 
possibility of providing this service on a global scale with a small number of 
employees.

Another example worth noting is education in virtual worlds like Whyville.

At some point in our lives, we’ve all wished we could learn and make decisions 
without having to suffer the negative consequences of our actions. Technology’s 
capacity to emulate the real world now means that this type of trial-and-error 
learning is possible in an interactive process.

Whyville citizens get involved in educational activities with their friends and 
are challenged to solve problems in exchange for payment in CLAMS (the local 
currency of this virtual world).

Like the real world, you need the financial wherewithal to live on and a child (or 
adult) who wants to go to the movies or buy a car has to complete certain tasks 
to earn CLAMS that will allow them to pay their expenses. Alternatively, they can 
get a loan and pay it back in instalments.

So they learn not just about things like art, nutrition and science, but also finance 
and everyday aspects they’ll come across in the real world.
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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3 ¿Qué es Web 2.0?

Wiki

Un wiki es una página web de
hipertexto que puede ser visi-
tada y editada por cualquier
persona. Esto permite que
diferentes autores puedan
contribuir en un mismo docu-
mento on-line.

Un Blog es un sitio Web perió-
dicamente actualizado que
recopila cronológicamente
textos o artículos de uno o
varios autores en los que
expresan su punto de vista y
sobre los que los lectores/sus-
criptores pueden hacer
comentarios.

¿Qué es Web 2.0?

Blog

 Podcast

A podcast is an audio or 
video file that is distributed 
by means of an RSS file: 
users subscribe and use a 
downloadable program to 
listen to the file whenever 
they want.

http://www.netvibes.com/
http://praxislanguage.com/
http://www.whyville.net/smmk/nice
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All the activities have a collective and experimental component, so children learn 
in a group, through experience and practice, instead of just learning the theory, 
as they would in the traditional education system. This clearly benefits the 
learning process. If you’re trying to teach a child to learn how to eat healthily, 
isn’t it more illustrative to show what happens to their avatar if it eats badly 
than get them to read a book on the subject?

The great range of possibilities these virtual worlds offer and the fact that 
children find them more entertaining, gives them great educational and business 
potential.
As we can see, Web 2.0 offers plenty of education and learning facilities that 
were already present in VLEs (virtual learning environments) such as Moodle.

Table 3 shows some of the relative advantages of VLEs over Web 2.0 and vice 
versa.
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3 ¿Qué es Web 2.0?

Wiki

Un wiki es una página web de
hipertexto que puede ser visi-
tada y editada por cualquier
persona. Esto permite que
diferentes autores puedan
contribuir en un mismo docu-
mento on-line.

Un Blog es un sitio Web perió-
dicamente actualizado que
recopila cronológicamente
textos o artículos de uno o
varios autores en los que
expresan su punto de vista y
sobre los que los lectores/sus-
criptores pueden hacer
comentarios.

¿Qué es Web 2.0?

Blog

 Avatar

An avatar is a person’s 
graphic representation on-
line, and takes the form of 
a drawing, photograph or 
figure. 

Advantages of VLEs over Web 2.0Con-

Consistent user experience.

Access to the same tools for all students.

Lower drop-out rate.

Greater control over students.

Advantages of Web 2.0 over VLEs

ConWider range of services which in 
continuous improvement (constant beta).

Students can choose tools that are useful to 
them.

Known tools.

More customisable services.

Quick evolution.

Table 3. Comparison between traditional learning environments (VLEs) and 
new learning environments (Web 2.0).

Source: Herramientas Web 2.0 para la evaluación educativa.

Web 2.0 technologies are very attractive and offer students independence and 
autonomy, greater collaboration and greater learning efficiency. In practical 
terms, we can see that each Web 2.0 tool can be applied in different ways to 
learning:

file:///C|/Documents%20and%20Settings/pepe/Configuración%20local/Archivos%20temporales%20de%20Internet/Content.IE5/WFEOCP63/www.moodle.org
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Table 4. Web 2.0 tools with applications in education
Source: Drawn from conclusions within the Future Trends Forum

Tool 2.0

Blog

Wiki

Multimedia sharing 

service

Podcasts

Videocasts

Social networks

Collective editing 

tools

Content  
syndication and 

notification

Application

Used by teachers to give news, resolve students’ queries 
or generate inter-related knowledge via posts and 
comments.

Classwork.

Very helpful in having a group generate knowledge, 
produce material together or for a teacher to provide 
structure, guidelines and feedback on written work.

Knowledge sharing.

YouTube (videos), iTunes (podcasts and videocasts).

Slideshare (presentations).

DevianArt (artwork).

Scribd (documents).

Provide introductory material before classes.
Record classes, enabling students to go back over them.
Listen to recordings of native teachers in language classes.

Videos of experiments.

Put students in touch with people who can answer their 
questions or help them find information.

Work simultaneously or simply share work edited by 
different people at different times.

Update collaborators in a team with new contents.

http://www.youtube.com/
http://www.slideshare.net/
http://www.deviantart.com/
http://www.scribd.com/
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También existen otras aplicaciones Web 2.0 útiles para la educación, como las
siguientes:

Flickr: permite hacer anotaciones en distintas áreas de una imagen e
introducir comentarios de la imagen en general, lo que puede servir para
explicaciones de los profesores, comentarios en grupo, etc.

FlickrCC, que permite a los usuarios encontrar imágenes con licencias
Creative Commons, que pueden ser editadas y reutilizadas con fines edu-
cativos.

Pero hay que ser prudente y, sobre todo, consciente de ciertos peligros. En
materia de educación, la Web 2.0 no sólo tiene ventajas, como ya auguraba
Trahtemberg2 en 2001. 

Este autor exponía que, a pesar de que el "mundo de los medios audiovisuales"
ofrecía beneficios cognitivos al admitir mejoras en las habilidades de alfabetiza-
ción visual o en una mejor adquisición del conocimiento, mostraba tres resulta-
dos que consideraba contraproducentes:

Disminución de la imaginación.

Menor esfuerzo mental.

Menor atención hacia la información puramente verbal.

Sopesando las ventajas y los inconvenientes, podemos concluir que las herra-
mientas Web 2.0 pueden ayudar a crear un entorno en el que se incremente el
conocimiento colectivo, pero debe haber un equilibrio entre el uso de las nuevas
tecnologías y las técnicas tradicionales, ya que estas últimas son importantes
para fomentar algunas habilidades como la creatividad, la concentración, el
esfuerzo mental, etc.

4.3. La publicidad

La Web 2.0 está modificando la forma en que los usuarios perciben la publici-
dad. Por ello, las agencias están realizando esfuerzos titánicos para adaptar sus
campañas a esta nueva realidad, que pasan por una mayor interacción con los
usuarios y la creación del sentimiento de comunidad. Básicamente, las marcas
no buscan clientes, sino fans, que consuman los productos por convicción y sir-
van, a su vez, como publicidad para otros consumidores.

Un nuevo estudio de JupiterResearch, titulado Media Consumption Patterns:
Online Views with TV As Primary Medium, indica que los usuarios de Internet
dedican tanto tiempo a este medio como a la televisión. Sin embargo, los anun-
ciantes continúan destinando la mayor parte de sus presupuestos publicitarios a
la televisión y a los medios impresos. Así, la publicidad en Internet apenas
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2. TRAHTEMBERG, L. (2000). "El
impacto previsible de las nuevas
tecnologías en la enseñanza y la
organización escolar". Ponencia
en el Seminario Internacional "El
futuro de la Educación en
América Latina y el Caribe",
organizado por UNESCO-Orealc.
Santiago de Chile. [En línea]
<http://www.schwartzman.org.b
r/simon/delphi/pdf/trahtem-
berg.pdf>. [Consulta: marzo de
2007].

Main implications of web 2.0

Other Web 2.0 applications are also useful in education, such as:

Flickr: allows notes to be made in different areas of a picture and general 
remarks to be entered on it. These can be used for teachers’ explanations, 
group commentaries, etc.

FlickrCC, which allows users to find pictures with Creative Commons 
licences, which can be edited and re-used for educational purposes.

However, it is necessary to be prudent and aware of certain dangers. In education, 
Web 2.0 not only has advantages, as Trahtemberg2 foresaw  in 2001. 

Although the author recognised that the “audiovisual media world” offered 
cognitive benefits by accepting improvements in visual literacy skills and a 
better acquisition of knowledge, he highlighted three results he felt were 
counterproductive:

Diminished imagination.

Less mental effort.

Less attention on purely verbal information.

Weighing up the advantages and disadvantages, we may conclude that Web 2.0 
tools can help create an environment where collective knowledge is augmented, 
but a balance has to be struck between new technologies and traditional 
techniques, since that the latter are important for fostering certain skills such as 
creativity, concentration, mental effort, etc.
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En el ámbito de la empresa

Son muchos los directivos y los emprendedores que conocen o intuyen las
oportunidades que ofrece para sus negocios la Web 2.0. Sin embargo, la pre-
gunta que más suele repetirse en sus cabezas es "¿De qué forma puedo des-
arrollar con éxito en mi negocio todas estas posibilidades o qué oportunidades
de negocio se presentan en este campo?". Decimos que son muchos porque,
para el año 2008, la mayoría de las compañías Global 1000 adoptarán varios
aspectos tecnológicos de la Web 2.0.

La nueva filosofía Web 2.0, que requiere una baja inversión inicial, un corto
plazo de creación de una empresa y poca estructura organizativa, permite que
nuevas empresas puedan competir rápidamente con empresas tradiciona-
les ya asentadas en el mercado. Además, estas últimas también pueden bene-
ficiarse de la Web 2.0.

Una de las ventajas que la Web 2.0 puede traer a las empresas tradicionales es
que les permite unificar sus flujos de información con los proveedores y clien-
tes.

Con este enfoque, una empresa alcanza nuevas dimensiones, porque se identi-
fican flujos de información que se extienden desde la concepción y diseño de un
producto y el desempeño de los proveedores hasta el cliente final, pasando por
las funciones de producción, distribución, comercialización y clientes (empresa
extendida).

Aunque el fenómeno Web 2.0 es global, no afecta de la misma forma a todos los
sectores. La ilustración 4 muestra una relación de los sectores en los que más
repercusión tiene, en opinión de los expertos del FTF.
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Informática y electrónica Tecnología Servicios financieros Telecomunicaciones

Medios de comunicación y ocio Automoción Software e internet Consumo

Sanidad Química y energía Aerospacial y defensa Educación

Otros
Ilustración 4: Impacto Web 2.0 por sector.

Fuente: Elaboración propia.

Media & Entertainment

Computer & Electronics
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Car manufacturing

Technology
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Sany executives and entrepreneurs know—or at least sense—the 
opportunities Web 2.0 offers for their businesses. Yet the question they most 
often ask themselves is “How can I successfully develop all these possibilities in 
my business and what business opportunities are there in this field?”. We believe 
there are plenty of opportunities, to judge by the fact that by 2008, the majority 
of the companies on the Global 1000 list will have adopted various technological 
aspects of Web 2.0.

The new Web 2.0 philosophy, which requires a low level of initial investment, short 
company-creation period and a lightweight organisational structure allows new 
companies to compete quickly with traditional companies already established on 
the market. And traditional companies can also benefit from Web 2.0.

One of the advantages for traditional companies is that Web 2.0 enables them to 
unify their information flows with suppliers and customers. 

In this way, a company reaches new dimensions, identifying information flows 
ranging from product conception, design and supplier performance all the way 
through to the end customer, taking in the functions of production, distribution, 
marketing and customers (extended enterprise).

Although Web 2.0 is a global phenomenon, it does not impact all sectors equally. 
Illustration 3 shows a list of sectors where it has the greatest impact, according 
to the FTF experts.
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Illustration 3. Web 2.0 impact by sectors.
Source: Drawn from conclusions within the Future Trends Forum.
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5.1. Business models of Web 2.0 companies

In the new Web 2.0 generation, a business model has to establish the way a 
company plans to make money in the long term using the Internet. Some models 
are quite simple. All the company need to do is offer an online service, distribute 
it to its customers and, if all goes well, sales revenues will exceed costs and it 
will make a profit; the model is that simple.

Others, however, are more complex, as is the case of free-to-air radio and 
television broadcasts. Anyone with a normal everyday receiver can pick up the 
signal and enjoy the broadcast. This process is part of a complex network of 
distributors, content creators, advertising agencies, listeners and viewers. With 
so many different agents involved, it is not always clear who generates the 
earnings, let alone how much they come to, because it all depends on a series 
of factors. 

There is no clear classification for all existing Web 2.0 business models in 
the physical world, let alone on the Internet, but Illustration 4 gives a broad 
outline.
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Tactical - Direct Revenue

Advertising

Subscriptions (flat rate, variable rate, flat+fixed rate)

Transaction Commissions

Sales revenue

Revenue from services

Donations

Strategy

Mergers and take-overs

The “Long Tail”

Hard-to-copy Databases

User Confidence

Reputation

Creation of a Platform

Increase in Competitiveness

Customer Self-service

Network effect

Illustration 4. Web 2.0 business models.
Source: Drawn from conclusions within the Future 

Trends Forum.

There are therefore two ways to make money out of Web 2.0: direct or tactical and 
indirect or strategic, which often go unnoticed. Some of the indirect paths lead 
to an increase in revenue, a rise in the number of users or a greater resistance to 
competition, which in turn translates into an increase in subscriptions, advertising 
and income from commissions.

En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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Wiki

Un wiki es una página web de
hipertexto que puede ser visi-
tada y editada por cualquier
persona. Esto permite que
diferentes autores puedan
contribuir en un mismo docu-
mento on-line.

Un Blog es un sitio Web perió-
dicamente actualizado que
recopila cronológicamente
textos o artículos de uno o
varios autores en los que
expresan su punto de vista y
sobre los que los lectores/sus-
criptores pueden hacer
comentarios.

¿Qué es Web 2.0?

Blog

 Long Tail

The Long Tail is the collo-
quial name given to a long-
known feature of some 
statistical distributions (Pa-
reto distributions). The In-
ternet and the digital envi-
ronment have changed the 
laws of distribution and the 
rules of the market. There 
are now two markets: the 
traditional one, centring 
on high performance by a 
few products, and a new 
and still unfamiliar market, 
based on accumulation of 
all the small sales of many 
products, which may equal 
or even exceed the con-
ventional one. These are 
the old mass market and 
the new niche market, re-
presented by the head and 
tail of the well-known sta-
tistical distribution graph.
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Here are some examples of successful business models of Web 2.0 
companies:

Advertising-based:

Whyville  (check video) is a virtual educational world targeted at children 
aged between 8 and 15. It has 2.4 million registered users around the 
world, whose aim is to learn, create and just have fun together. On any 
given day in Whyville there are between 100,000 and 150,000 children 
in the community (represented by avatars), with an average of 3.5 hours 
a month per user and 8.5 million educational games played. This virtual 
world gets more than 2 million visitors a month and around 60,000 new 
subscriptions.

The business model of this virtual world is founded on payments 
from sponsors, who not only pay development costs, but also make 
incremental payments depending on the number of visitors. However, 
their contribution is not exclusively financial; they also provide knowledge. 
NASA, for example offers games that teach next-generation technology 
for long-distance space travel.

Another form of income in this virtual world is generated through the sale 
of CLAMS –a virtual local currency– and premium subscriptions. 

Commission-based:

Innocentive is a new Internet-based community, which brings top 
scientists together to resolve major R&D challenges posed by leading 
companies throughout the world, in exchange for payments of up to 
$100,000. The online forum enables leading companies to reward 
scientific innovation with financial incentives.

The main advantages of Innocentive for companies in search of solutions 
are access to the best scientists of the world and speed in obtaining 
solutions to difficult problems in the R&D area.

However, there are also benefits for the scientists: recognition, access to 
significant problems in the R&D area related to their areas of interest and 
specialisation, the possibility of participating in the intellectual challenge 
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of solving world-class R&D problems and of obtaining considerable 
financial rewards if they come up with successful solutions.

Based on income from sales:

 Threadless was founded in 2000 to market T-shirts, with the 
distinguishing feature that users could send in their own designs. After a 
public vote, the best designs are printed on T-shirts, which are then sold 
over the Web. The creators of the winning designs are paid in cash and in 
coupons which they can use to buy products from the website.

To ensure efficient stock management, users are polled prior to production 
in order to estimate the demand for a given design.

Donation-based:
 The Sunlight Foundation was founded in 2006 to create a bridge 
between politics and citizenship through technology. The site allows 
ordinary people to learn more about politicians, help reduce corruption, 
ensure greater transparency and accountability, etc.

Some of its most important projects include: enabling access to 
information on Congress, encouraging citizen collaboration to provide 
political information, identifying areas on which taxpayers’ money is spent 
and assessing the transparency of official websites, among others.

The Sunlight Foundation’s business model is based on financial donations 
and the names of its contributors are published on the website to ensure 
total transparency.

Not all Web 2.0 applications are profitable or generate enough revenue to 
Ensure the success of the business. However, many of them have succeeded 
in opening up a whole field of new services and new ways of satisfying 
users’ needs, where capitalising on these opportunities is a key feature for 
developers, users and organisations alike.

Illustration 5 shows the principal Web 2.0-based business models in Europe, 
according to the FTF experts.
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Whatever model is chosen, there seems to be a certain consensus that any Web 
2.0 company aspiring to succeed must be capable of generating value for the 
customer. The difficulty comes in making these applications—which were not 
necessarily created as money-making machines—profitable and sustainable.

So, what are the keys to making Web 2.0-based businesses sustainable? 
This is what the FTF experts say:

Achieving a “network effect”, i.e., offering a useful service for users which 
also increases in value as the number of connections increases.

Creating a product or service that the user will use. In the case of 
advertising-based business models, it is also very important to ask how 
exponential growth can be achieved through user participation.

A large user base—given that these companies have only a small unit 
margin.

Understanding the percentage of their time and available income and 
expenses the customer is willing to devote.

 Being a profitable business for all those involved. Profitability is often not 
measured in economic terms, but, if the ultimate aim is for the business 
model to be sustainable, some sort of profit must be made.
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Manage knowledge

Sell applications to a third party

Establish a lobby

Others

Illustration 5. Principal business models in Web 2.0 companies: Europe.
Source: Drawn from conclusions within the Future Trends Forum

Revenue from advertising

Revenue from subscription or participation fees

Revenue from selling products

Revenue from transaction fees

Reduced cost of services

Use web 2.0 to support 
a traditional business
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Confirming the business’ position as a stable source of income.

 Finding a market niche for a business and offering a good service that 
satisfies an existing demand.

Achieving interaction with the user. If there is no user input, there’s no 
Web 2.0.

In short, business models for companies Web 2.0 share many features with those 
of traditional companies, although it is particularly important to achieve active 
participation by the user in order to ensure the sustainability of the model.

5.2. Web 2.0 applications for traditional companies

Web 2.0 not only offers good opportunities for creating new companies, it also 
has many applications for traditional companies.

According to The Economist most executives agree that Web 2.0 is going to 
change the way they relate internally and externally, with a shift towards 
greater networking. 

Apart from the increase in communication, one of the reasons the managers give 
for using these applications is cost reduction, especially in customer care (so 
important in many companies), R&D (by using the customer as a betatester), 
and advertising (by replacing advertisements with viral marketing. 

The illustration lists the most useful Web 2.0 tools, according to a survey of 250 
management staff by InformationWeek Research:
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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Un wiki es una página web de
hipertexto que puede ser visi-
tada y editada por cualquier
persona. Esto permite que
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 Viral marketing

Viral marketing a strate-
gy whereby people are en-
couraged to forward a mar-
keting message to others, 
leading to an exponential 
growth in the numbers 
viewing the message.

Confirmarse como una fuente estable de ingresos.

Encontrar un nicho de mercado para un negocio y ofrecer un buen ser-
vicio que satisfaga la demanda existente.

Lograr la interacción con el usuario. Si el usuario no realiza aportacio-
nes, no habrá Web 2.0.

En definitiva, los modelos de negocio para empresas Web 2.0 tienen bastantes
similitudes con los modelos de negocio de empresas tradicionales, aunque en
aquéllos cobra especial importancia conseguir la participación activa del
usuario para garantizar la sostenibilidad del modelo.

5.2. Aplicaciones Web 2.0 para empresas tradicionales

La Web 2.0 no supone únicamente buenas oportunidades para crear nuevas
empresas, sino que también tiene numerosas aplicaciones para las empresas
tradicionales.

En este sentido, The Economist señala que la mayoría de los directivos admite
que la Web 2.0 va a alterar la forma de relacionarse interna y externa-
mente, y que se va a evolucionar hacia empresas en red. 

Aparte del incremento de la comunicación, uno de los argumentos que los direc-
tivos esgrimen a favor de la utilización de estas aplicaciones es la reducción de
costes, sobre todo los de atención al cliente -tan importantes en muchas com-
pañías-, los destinados a I+D -utilizando al cliente como betatester- o los de
publicidad -sustituyendo anuncios por márketing viral-. 

A continuación se muestran qué herramientas Web 2.0 son más útiles, según
una encuesta de InformationWeek Research, realizada a 250 directivos:
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Although they do not feature in the list, it’s also worth mentioning webtop 
applications. These are traditional desktop applications (word processors, 
spreadsheets, project management tools, etc.) which can be used across a 
network. Although they are not yet in mass use, these applications will bring 
major savings in companies, in licences, disk space, LAN loads, etc.

The fact that the executives are aware of the usefulness of these tools is in itself 
very significant. Yet to what extent are they actually investing in them?
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Instant Messenger

Integrated search tools

Collaborative content tools

Unified communications

Wikis

Mashups

Portals developed on AJAX

RSS feeds

Corporate/client blogs

Presence awareness

Social business networks

“Click-to-call” communications

Employees’ blog

Illustration 6. Most useful Web 2.0 tools.
Source: Information Week Research survey.

En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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According to McKinsey 3 , more than 75% of executives claim that their companies 
are investing in Web 2.0, and they seem to be willing to maintain or increase 
their investments in this type of technology, which fosters user collaboration.

As Illustration 7 shows, the level of acceptance in the company varies depending 
on the tool under consideration.
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Illustration 7. Web 2.0 technologies in traditional companies.
Source: 2007 McKinsey Survey on Internet Technologies.
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However, if we compare the tools that executives consider most useful with actual 
investment levels, the figures don’t match. For example, the InformationWeek 
survey shows that companies invest more in RSS than in wikis or mashups but 
consider the latter two to be more useful.

In any case, this data is general and varies depending on the type of company. 
We can draw a distinction between two separate groups of companies making 
this kind of investment:

http://www.mckinseyquarterly.
com/article_abstract_visitor.
aspx?ar=1913.

http://www.dotsub.com/films/inplainenglish/index.php?autostart=true&language_setting=es_446
http://dotsub.com/films/wikisinplainenglish/index.php?autostart=true&language_setting=es_712
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 Communication-centred companies, who invest more in RSS, blogs and 
podcasts.
 Knowledge-centred companies, which invest more in mashups, peer-to-
peer networks, social networks and collective intelligence.

What are the principal uses of these tools? Their purpose is not so much to 
win over audiences as to improve information processing and distribution 
in the internal area, encourage employee collaboration and improve 
communication with customers and suppliers.

The results of the McKinsey survey are shown in Illustration 8.
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Looking to the future, Illustration 9 shows the main reasons that FTF experts 
believe will lead companies to use Web 2.0 services.

Illustration 8. Main uses of Web 2.0 in the company.
Source: 2007 McKinsey Survey on Internet Technologies.
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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En el transcurso de los años 2005 y 2006 se ha hablado bastante sobre la Web
2.0 en diferentes medios de comunicación, lo cual estaba justificado en gran
medida por el alto nivel de tráfico de sitios de interacción social y las elevadas
ventas de algunos websites emblemáticos en miles de millones de dólares.

Pero ¿qué es la Web 2.0? La Web 2.0 es una nueva filosofía de hacer las
cosas y, por ello, no es de extrañar que, en el ámbito tecnológico, los estánda-
res sobre los que se apoyan las aplicaciones y los servicios Web 2.0 existieran
desde mucho antes de acuñarse el concepto.

Gracias a las facilidades, evolución y gratuidad de tecnologías que antes eran
inaccesibles para la mayoría de los usuarios, se están fomentando las redes
sociales y la participación activa.

En esta nueva filosofía, el usuario tiene un papel activo en la Web: ya no sólo
accede a la información, sino que además aporta contenidos. Así, cuantas más
personas accedan al servicio, mayor será el valor para el resto de los usuarios
(efecto red) y, por tanto, más se fomentará el desarrollo de la inteligencia
colectiva.

En resumen, la Web 2.0 es una nueva filosofía que ha surgido gracias a que la
evolución de la tecnología ha posibilitado que el usuario, además de acceder a
la información, cree contenidos y aporte valor. La idea principal es que "lo que
no se comparte se pierde" y, en este sentido, cuantos más usuarios aporten con-
tenidos, mayor será el valor percibido del servicio.

El poder del ciudadano

La Web 2.0 está teniendo un gran impacto en la sociedad. El poder del ciu-
dadano en la era digital es más importante que nunca, ya que cobra fuerza
manifestando sus gustos como consumidor, su opinión o su voto. Ahora, la gente
tiene voz, puede ser escuchada y es más visible.

Además, las relaciones sociales también están cambiando, lo que se refleja, por
ejemplo, en el increíble aumento de las comunidades. Tal vez, en un futuro,
las personas se relacionen de forma diferente a la que hoy conocemos.

Un dato curioso es que la adopción de los servicios Web 2.0 no sigue las líneas
económicas tradicionales, ya que los usuarios on-line de los mercados menos
desarrollados están igual de involucrados o incluso más que los de los países
más avanzados.

Uno de los campos en los que, sin duda, impactará la Web 2.0 será la educa-
ción. El carácter social y de colaboración de la Web 2.0 podría fomentar una
evolución de la educación hacia lo que, a menudo, se ha llamado "aprendizaje
colectivo". El gran abanico de posibilidades que ofrecen las herramientas Web
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Illustration 9. Principal needs that encourage companies to use Web 2.0.
Source: Drawn from conclusions within the Future Trends Forum.

On their own, these would appear to be reason enough to persuade the most 
hardened sceptic, but they are not the only ones. Other important reasons 
include reputation management, commitment to the blogosphere, providing 
better customer experience and cost-cutting.

So according to the McKinsey survey, companies currently appear to be using 
Web 2.0 to manage collaboration internally, whereas in the long term, accor-
ding to the FTF experts, their reasons for incorporating these technologies will 
target improved customer interaction.

As well as these utilities, the main benefits of Web 2.0 for these companies are:

Greater efficiency of applications.

Greater customer satisfaction resulting from improved communication.

Increased navigation of internal and external information, especially on 
product consumption and use, through semantic technologies.

Feedback on new products from Web 2.0. communities.

Greater control over public image by the company, which will be able to 
“sell itself” better by pinpointing bloggers and other influential Web users.

Optimisation of the marketing department’s budget through web-based 
strategies.
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 Boost to the creation of, or move towards, an extended enterprise, a 
business strategy which is becoming increasingly popular and is essential in 
formulating competitive strategies for success.

Browsing the net we can see some examples of Web 2.0 applications being used 
by traditional companies, such as on-line brainstorming by a leading computer 
manufacturer a wiki to harness the fan base.

Although many companies have engaged with Web 2.0 technologies, however, 
there are still barriers to incorporating them into traditional companies. Illustration 
10 shows the main barriers, according to the FTF experts.

Illustration 10. Barriers to Web 2.0 in companies.
Source: Drawn from conclusions within the Future Trends Forum.
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And there’s more. Other barriers include ignorance of what Web 2.0 really is, a 
false feeling of control, leadership that insists on a bottom-up value within the 
hierarchy and the complexity of the systems.

Likewise, many executives are prevented from investing in these new technologies 
by a fear (that poor counsellor) of repeating previous experiences when they not 
only failed to achieve the anticipated returns on their investment, but actually 
failed to recover it.

Doesn’t this all sound a bit like the 1980s, when many companies held out against 
buying computers? With the benefit of hindsight, it seems like a fairly quaint 
stance. For many people, Web 2.0 still sounds like science fiction, but interest 

http://csiwiki.cbs.com/
http://www.dellideastorm.com/
http://www.dellideastorm.com/
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in this type of application continues to grow, and it is therefore reasonable to 
presume that it will be useful in the future. As time goes by, it will be used ever 
more widely and, as always, the early bird will have the competitive edge.

For anyone interested, Gartner recently set out the following recommendations 
for companies wishing to get on the Web 2.0 bandwagon:

Expose your trickiest business and technology challenges to open forums 
and learn how to identify real contributors.

Solicit and respond to customers’ input, feedback and new service ideas 
through communities of customers.

Use social network analysis software to map out how information and 
ideas flow among your people.

Pilot virtual markets in which customers and employees can trade “virtual 
shares” in promising ideas and innovations.

Another important aspect that needs to be analysed in this area of Web 2.0 
business is the impact the new philosophy will have on venture capital (VC) and 
investment companies.

Although, as we have already seen, Web 2.0 offers plenty of new business 
opportunities, a priori these require less initial capital. As a result, the 
opportunities for VC will come in later phases in the growth or expansion of this 
type of company.

Because less initial capital is needed, more projects will emerge and new ideas 
will be developed which can be taken up by venture capital investment if they 
grow to be big enough to require such a capital injection.

In turn, this large quantity of new ideas and companies necessitates a search for 
new models of selection and assessment by investment companies.

Many of these Web 2.0 companies involve a significant “trial and error” component. 
As a result, many VCs will wait to see results, generally related to a user base, 
before getting involved in investment. Here there is a risk that these investment 
companies may be pipped to the post by other strategic buyers, unless the VCs 
can offer companies something extra in addition to funding.
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5.3. Advertising
The most common Web 2.0 business model is the advertising-based one. It may 
therefore be helpful to analyse the budget spent on Internet advertising, the 
medium’s percentage of penetration and some of the differences between tradi-
tional and Internet advertising.

A new study by JupiterResearch, entitled Media Consumption Patterns: Online 
Vies with TV As Primary Medium, suggests that Internet users spend as much 
time on this medium as on television. However, advertisers continue to target 
most of their advertising budgets on television and the print media. Internet 
advertising accounts for little over 2% of total advertising spending in Spain, 
though it is growing at a rate of over 50% per annum.

Why is this? The answer is simple: it is partly due to the fact that users spend 
over half of their time online communicating, either by e-mail or by messenger, 
but, above all because television in Spain reaches nearly 90% of the population, 
whereas Internet use is below 20%, as the General Media Survey [Estudio Ge-
neral de Medios] performed between October 2006 and May 2007 shows (see 
Illustration 11).

Illustration 11. General Media Audience Ratings.
Source: Asociación para la Investigación de Medios de Comunicación.
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Nonetheless, in segmentation terms, a medium like television is quite inefficient 
and as a result, the Internet and Web 2.0 are very attractive for marketing 
heads.

Web feeds are documents in RSS format. This format allows users to filter news, 
subscribe to certain sections and ignore others, and receive alerts when news 
breaks that will interest them. It is unquestionably an experience with which 
traditional media will find it difficult to compete. The picture of a group of editing 
staff deciding what news to include in the paper or on the TV is a think of the 
past.

Over the last five years, the Internet has brought about a profound social change. 
This is what is known as the democratisation of the media, whereby millions 
of people have been transformed from mere consumers into media producers.

There will therefore be an ever greater number of media and it will be increasingly 
complicated to reach consumers, who will be more scattered in this micromedia 
environment. Instead of reading the local print newspaper, they will read 
microcontent written by someone with the same interests as them, or listen to 
podcasts on an issue so specific that the radio would never have the time and 
resources to devote a programme to it.

This fragmented environment in which Web 2.0 thrives, makes it possible to send 
out commercial messages that are extremely relevant to a very specific target 
audience. Instead of targeting advertising at a uniform mass over television or the 
press, companies will now be able to target their messages more effectively.

Advertising agencies will therefore have to prepare to reach smaller and smaller 
target groups. New technologies will enable them to target advertising 
messages at people with a specific interest in the product, for which they’ll 
have no choice but to use blogs, podcasts and videocasts, among others.

The American chain of department stores Target is a good example of the use 
of Web 2.0 technologies by companies to communicate with customers. In 
December 2005 it began publishing its offers for the week in RSS format, so 
that consumers with an RSS reader could receive the offers directly on their 
computers (and soon in other devices), together with the news of the day and 
articles from their favourite blogs.

The publicists’ strategy has changed and their target audience now consists of 
opinion leaders, who can get the message across to a much more segmented 
audience, any time, anywhere.

En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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Added to this is the fact that consumers will want to communicate with 
companies and play a more active role than that of mere receivers. Advertising 
agencies therefore have to learn to get into dialogue with customers, instead of 
simply putting out a mass message.

Surreptitious advertising has proved inefficient for reaching a given segment, 
whereas contextual advertising programs, such as Google Adsense, offer a range 
of advantages:

They make it possible efficiently to segment the market by stakeholders 
and by geographical areas.

They allow very low cost advertising campaigns, tailored to a lower budget.

They offer the possibility of keeping up the advertising campaign and 
monitoring results and benefits on a daily basis, provided the relationship 
between investment and income is positive and is performed over the 
Internet, as is the case, for example, with e-commerce.

They make it possible to work with a broad range of options for assessing 
users’ responses to each advertising strategy.

They capitalise on viewing of the advertisements (as a billboard 
advertisement does), without generating expenses for the advertising 
company until the customer shows real interest and clicks on the ad.

Contextual advertising is just one example of how advertising in general will 
change.

We are used to being constantly bombarded with advertisements. Traditionally, 
advertising has consisted of a one-way communication, in which companies 
know more than consumers about product acceptance. This picture is changing, 
however. Thanks to new technologies, consumers can communicate with 
each other far more readily, obliging advertising to be more sincere and more 
transparent.

The connectivity of new technologies has favoured the emergence of viral 
marketing, or self-propagating advertising, an important phenomenon given 
the good returns some brands are garnering with very little investment. Viral 
marketing, however, does not just consist of videos doing the rounds over the 
Internet, nor is it exclusive to the Internet, though Web 2.0 connectivity has 
made it even more workable.

http://www.gartner.com/
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Un cibernauta puede tener distintas identidades en Internet, varias cuen-
tas de correo, diferentes nicks e, incluso, distintos perfiles. Llevado al extremo,
puede incluso crearse una nueva identidad en Second Life y ser y tener todo lo
que siempre deseó.

En este mundo continuamente cambiante, la ley va siempre algunos pasos por
detrás y, a pesar de que el problema de la identidad ya surgió con la explosión
de Internet en la década de los noventa, la Web 2.0 trae implícitas varias cues-
tiones legales y éticas que por ahora no están resueltas.

A pesar de que la Web social se basa en la idea de que hay que compartir el
conocimiento y las ideas -incluso algunos vídeos futuristas prevén que desapa-
rezcan los derechos de autor-, la editorial que acuñó el término (O'Reilly Media)
registró en el año 2004 la marca "Web 2.0", lo que parece una gran contradic-
ción. Esta contradicción existe también cuando se plantean cuestiones de índo-
le legal sobre la Web 2.0.

Teniendo en cuenta que la Web social fomenta la colaboración de los usuarios,
la reutilización de contenidos y el libre acceso a la información para desarrollar
la inteligencia colectiva, ¿qué ocurrirá con los derechos de autor y la pro-
piedad intelectual?

El éxito de la Web participativa reside principalmente en que haya usuarios acti-
vos que aporten contenidos. Si estos usuarios no obtienen nada a cambio de su
participación y no tienen los derechos de su obra, ¿quién garantiza su continui-
dad como creadores de contenidos y que no prefieran hacerlo a través de otro
canal?

Sin propiedad intelectual, la Web 2.0 corre el peligro de que los usuarios dejen
de aportar contenidos. Con ella, se perderá el flujo de conocimiento y la filoso-
fía Web 2.0 en sí: "Lo que no se comparte se pierde". Para que esto no ocurra,
es preciso encontrar la fórmula que permita compartir el conocimiento sin des-
incentivar a las personas dispuestas a hacerlo.

¿Frenará la propiedad intelectual el avance de Internet? La opinión gene-
ral y la de los expertos del FTF se encuentran divididas. Casi el 53% de los
expertos opina que la propiedad intelectual no será un freno para el avance de
Internet, por las siguientes razones:  

La rápida evolución de las ideas gracias a la filosofía Web 2.0 implicará
que aparezcan ideas mejores en un período muy corto de tiempo (dos o
tres años), lo que hará disminuir la relevancia de las patentes.

La Ley de Propiedad Intelectual ha quedado obsoleta e Internet obliga-
rá a actualizarla para adecuarse a las nuevas necesidades.

6 Legalidad y ética

Legalidad y éticaLegality and ethics

On the Internet, a single individual can have several different identities, 
various e-mail accounts, different nicknames and even different profiles. Taken 
to the extreme, they can even create a new identity in Second Life and be and 
have everything they ever wanted.

In this continuously changing world, the law always lags a few steps behind and 
although the issue of identity was already raised during the dot-com boom of the 
1990s, Web 2.0 involves a series of unresolved legal and ethical questions.

Despite the fact that the social web is supposed to be all about sharing knowledge 
and ideas (some futurist videos are even predicting the complete disappearance 
of copyright), in 2004, the publisher that had coined the term, O’Reilly Media, 
registered “Web 2.0” as a brand. On the face of it, it was a massive contradiction 
and one which also arises when legal questions are posed on Web 2.0.

Given that the social web encourages cooperation, re-use of contents and free 
access to information for developing collective intelligence, what happens to 
royalties and intellectual property rights?

The success of the participative web lies largely in the existence of active users 
who have contributed contents. If they obtain nothing for their participation and 
do not own the rights to their work, who can guarantee that they will continue 
working as content creators, and won’t prefer to operate through some other 
channel?

Without intellectual property, Web 2.0 runs the danger of users ceasing to 
contribute contents. This would stem the flow of knowledge and the Web 2.0 
philosophy itself: “If it isn’t shared, it’s lost”. To prevent this happening, a formula 
needs to be found to allow knowledge to be shared without de-incentivising 
people who are willing to do it.

Will intellectual property slow the advance of the Internet? Public opinion at 
large and that of the FTF experts is divided. Nearly 53% of the experts felt 
that intellectual property would not slow the advance of the Internet, for the 
following reasons:

 Rapid development of ideas thanks to the Web 2.0 philosophy will lead to 
the emergence of better ideas in a very short period of time (two to three 
years), thus reducing the relevance of patents.
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 The Spanish Intellectual Property Act is now obsolete and needs to be 
updated to cater for the Internet.

 Although most communities suffer reiterated copyright violations by 
owners (YouTube, Facebook, MySpace, etc.), solutions are expected to be 
found soon, given that some are owners of intellectual property and are 
therefore committed to finding a solution

The remainder of the experts consider that intellectual property will be an 
obstacle, citing the following reasons:

 Difficulty in sharing contents.

 As Web 2.0 matures, active users will demand payment or hold back the 
copyright to the contents, and the service providers will have to give in.

 The Intellectual Property Act will have to evolve with the Internet as it 
has done to date: until it does so, it will restrict the development of Web 2.0.

 While a lack of control or copyright over content would remove incentives 
to participate, an excess would choke innovation.

 In the short or medium term, conflicts over intellectual property will 
inhibit the development of certain aspects of the Internet. Nonetheless, the 
most affected parties are beginning to realise that it is in their own interest 
to have a more open attitude, though this change in mentality may take 
some time.

 Many industries and businesses are based around capitalising on 
ownership. Internet and digital contents allow almost free access to contents 
with distribution models that are free of geographical frontiers, necessitating 
new principles, practices and regulations.

 Legislation will always be one step behind real practice on the web.

 Companies have yet to learn to build a viable business model in a world 
where intellectual property is open, and will put up strong resistance to 
change, hindering the development of a more open environment.

 When society and government are aware of the value of their individual 
contributions, they will seek to reward them, with the result that content 
ownership will be negotiated and the law respected.

Perhaps the best way of encouraging participation without getting in the way of 
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Aunque la mayoría de las comunidades sufren reiterados incumplimien-
tos de la propiedad intelectual por parte de los propietarios (Youtube,
Facebook, Myspace, etc.), se espera encontrar soluciones rápidamente, ya
que algunos de ellos son dueños de propiedad intelectual y, por tanto,
están comprometidos con la búsqueda de la solución.

El resto de los expertos considera que la propiedad intelectual será un obstá-
culo, por las siguientes razones:

Dificultad a la hora de compartir contenidos.

Mientras la Web 2.0 madura, los usuarios activos exigirán una remune-
ración o poseer la propiedad intelectual de los contenidos, y los provee-
dores del servicio tendrán que acceder.

La Ley de Propiedad Intelectual tendrá que evolucionar con Internet
como lo ha venido haciendo y, hasta que no lo haga, frenará el desarro-
llo de la Web 2.0.

Mientras que la ausencia de control o de derechos de propiedad sobre
los contenidos destruiría los incentivos para participar, su exceso ahoga-
ría la innovación.

A corto o medio plazo, los conflictos de propiedad intelectual inhibirán
el desarrollo de algunos aspectos de Internet. No obstante, los más inte-
resados van tomando conciencia de que les conviene tener una actitud
más abierta, aunque este cambio de mentalidad llevará tiempo.

Muchos sectores y negocios se sostienen en capitalizar la propiedad.
Internet y los contenidos digitales permiten el acceso casi gratuito a con-
tenidos y modelos de distribución libres de fronteras geográficas, por lo
que se necesitarán nuevos principios, prácticas y regulaciones.

La legislación irá siempre por detrás de la práctica real en la Web.

Las empresas aún no han aprendido a establecer un modelo de nego-
cio viable en un mundo en el que la propiedad intelectual esté abierta, por
lo que crearán una fuerte resistencia al cambio y con ello frenarán el des-
arrollo de un entorno más abierto.

Cuando la sociedad y las instituciones sean conscientes del valor de sus
contribuciones individuales, buscarán recompensa por ellas, de modo que
la propiedad de los contenidos será negociada y se respetará la ley.

Tal vez la solución para fomentar la participación sin frenar la innovación sea
adoptar una postura intermedia, por lo que se ha preguntado a los expertos del
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innovation is to adopt an intermediary stance. The FTF experts were therefore 
asked who should have the rights of authorship. The following are some of their 
answers:

 The rights will belong to a combination of contributors, service providers 
and the public domain, depending on the application.

 Nobody will own exclusive rights. All contributors will share non-exclusive 
rights; for example, a person who contributes to an article in the Wikipedia 
will have shared rights on that article.

 Rights will be established depending on the context (e.g. Wikipedia: 
nobody; Flickr: the photographer).

 In the long term, a model similar to the Creative Commons licence 
should serve the interests of the community. Without something along these 
lines, there is a danger of an intellectual property war breaking out that will 
shackle innovation and benefit no one except the lawyers.

 If the owners of the contents and the application are not the same, 
the former will have to choose: free access to everyone, access limited to 
certain communities, payment for consumption, etc.

As we can see, this is difficult issue to solve and one that will affect other sectors. 
Another hot potato is the question of the peer-to-peer (P2P) networks, used 
essentially to share and download music from the Net.

In Spain, the Federation of Consumers in Action (Federación de Consumidores 
en Acción, FACUA) has made it clear that both the use of P2P networks and 
the copying of discs and films will continue to be legal provided that it is not 
carried out “for a profit and in prejudice to third parties”. Indeed, a precedent 
has already been established: a judge acquitted a defendant who had been 
accused of downloading and sharing music on the Internet, on the grounds that 
the practice is not criminal provided there is no intention to make a profit and 
moreover it is protected under the right to private copying.

This right to private copying exists in Spain, but not in the English-speaking world, 
so the case highlights not only the intrinsic problem of copyright and intellectual 
property, but also the need—given the global nature of the Internet—for 
international regulation.

Juan Freire, professor at the University of La Coruña and well-known blogger, 
has posted an interesting article on his blog on the controversy over whether 
Creative Commons (CC) licences (see Appendix 1) are necessary in Spain or 

(C) 2007 Fundación de la Innovación Bankinter. All rights Reserved 57

http://www.elmundo.es/navegante/2006/11/01/tecnologia/1162383709.html
http://nomada.blogs.com/jfreire/2005/08/las_polmicas_so_1.html


Legality and ethics

whether they might be counterproductive. There are two main arguments 
against Creative Commons:

1. CC licences are not needed in Spain because the usage rights CC seeks 
to include are already granted, in one form or another under Spanish 
legislation (e.g. private copying).

2. The use of CC licences might have an undesired effect, restricting 
freedoms that already exist in Spain but for which Creative Commons is 
fighting in the United States.

There are two basic reasons why licences might be useful in Spain in the fight 
for a free culture:

1. The problem of intellectual property and free culture is eminently political, 
social and economic in nature. The laws should only be the reflection of the 
decisions of the citizens and should be adapted to them.

2. Culture and, in general, knowledge have been globalised. We need global 
game rules and the CC licences represent the international initiative with the 
greatest chance of success in defending a free culture against the lobbies 
who would prefer to extend author’s rights and copyright to indefinitely 
restrict all rights of usage.

As we have already said, a war is being waged over the technology (P2P 
networks), and the CCs have now begun the battle on the legal front.

Looking further into the issue of intellectual property, Bernard Goleen, CEO of 
Navica (a company specialising in Open Source solutions), writing in CIO Today 
on ODF and Web 2.0 argues that, since free licences have irreversibly eroded 
the proprietary software market, the aim now is to keep a hold on clients by 
controlling their data.

One thing the social networks do have is an enormous amount of socio-
demographic information which has yet to be tapped, but which is certainly very 
valuable.

It therefore seems likely that the next great battle will not be over licences—a 
war that has already been won—or author’s rights—a battle that is close to 
completion—but over regulation of the ownership of data obtained from 
customers. The problem with this front is that we are still not entirely aware that 
it is a front.

Furthermore, given that the Internet favours user anonymity, now that the Web 
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is based on people participation, the issue arises of content control. How can 
an anonymous user with a nickname be made responsible for the contents? 
Sound it be the application that monitors the contents? Nonetheless, if the owner 
of the application does not own the copyright to those contents, he or she must 
not change them. If it is taken to the extreme, content control stops the flow of 
information and innovation.

So who should monitor content and behaviour in Web 2.0? The answers of the 
FTF experts were as follows:

 Basic moderation tasks should be included in the application and users 
should also act as moderators. Nonetheless, in some cases an external 
figure will be required to take charge of the task.

 The only scalable solution is self-government. There will be many conflicts 
in which national governments seek to impose their jurisdiction over online 
communities but in the long term, these measures will fail.

 The fact that the user collaborates does not mean that they should 
have control. Contribution is voluntary and, therefore, the consequences of 
ownership and control should be proportional and should be adapted, taking 
into account that this is a community. 

 The borderline between content ownership and content control is blurred. 
Control flows from “nobody” to “everyone” and so does ownership.

 There is no on-size-fits-all solution to all situations. For example, children’s 
rights must be protected, as must government security and breaches of 
privacy, and acts of fraud must be monitored.

 There should be a move towards control by users.

 Depending on the nature of the activity, top-down control can be exercised 
by governments or moderators. The important thing is to clearly identify 
from the very beginning who is responsible for controlling contents.

 Taking Wikipedia as an empirical example, we may deduce that allowing 
a pure peer model is not a success—some form of control is needed from 
time to time. In the case of the Wikipedia, a number of editors are appointed 
who in the event of a dispute take the final decision on the way the articles 
should be written. It is not always practical to do away with all hierarchy. 
The type of structure will depend on the service.

(C) 2007 Fundación de la Innovación Bankinter. All rights Reserved 59



Legality and ethics

 The Internet, by its nature, is global. Certain international institutions 
define a series of “best practices”, rules and regulations, which are enforced 
by national governments and international bodies (e.g. denying people or 
companies that break the rules access to the Internet).

 Depending on the content and nature of the application, in some cases 
the user can self-regulate or use feedback to meet this goal. The use of 
moderators should not be ruled out, who can help establish the rules, 
categorise contents and moderate conversations.

Summing up, in certain cases there are legal lacunas for certain situations which 
can arise in the Internet because of its anonymous and global nature, and in 
other cases the law lags far behind the real situation, slowing development and 
innovation. Overall solutions are required that will not slow the advance 
of the Internet or the incentive to participate.

The value has shifted from the applications to the data they contain, and the 
future legal battle will therefore be over regulation of the ownership of databases 
and privacy, and non fraudulent use of such data.
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En el transcurso de los años 2005 y 2006 se ha hablado bastante sobre la Web
2.0 en diferentes medios de comunicación, lo cual estaba justificado en gran
medida por el alto nivel de tráfico de sitios de interacción social y las elevadas
ventas de algunos websites emblemáticos en miles de millones de dólares.

Pero ¿qué es la Web 2.0? La Web 2.0 es una nueva filosofía de hacer las
cosas y, por ello, no es de extrañar que, en el ámbito tecnológico, los estánda-
res sobre los que se apoyan las aplicaciones y los servicios Web 2.0 existieran
desde mucho antes de acuñarse el concepto.

Gracias a las facilidades, evolución y gratuidad de tecnologías que antes eran
inaccesibles para la mayoría de los usuarios, se están fomentando las redes
sociales y la participación activa.

En esta nueva filosofía, el usuario tiene un papel activo en la Web: ya no sólo
accede a la información, sino que además aporta contenidos. Así, cuantas más
personas accedan al servicio, mayor será el valor para el resto de los usuarios
(efecto red) y, por tanto, más se fomentará el desarrollo de la inteligencia
colectiva.

En resumen, la Web 2.0 es una nueva filosofía que ha surgido gracias a que la
evolución de la tecnología ha posibilitado que el usuario, además de acceder a
la información, cree contenidos y aporte valor. La idea principal es que "lo que
no se comparte se pierde" y, en este sentido, cuantos más usuarios aporten con-
tenidos, mayor será el valor percibido del servicio.

El poder del ciudadano

La Web 2.0 está teniendo un gran impacto en la sociedad. El poder del ciu-
dadano en la era digital es más importante que nunca, ya que cobra fuerza
manifestando sus gustos como consumidor, su opinión o su voto. Ahora, la gente
tiene voz, puede ser escuchada y es más visible.

Además, las relaciones sociales también están cambiando, lo que se refleja, por
ejemplo, en el increíble aumento de las comunidades. Tal vez, en un futuro,
las personas se relacionen de forma diferente a la que hoy conocemos.

Un dato curioso es que la adopción de los servicios Web 2.0 no sigue las líneas
económicas tradicionales, ya que los usuarios on-line de los mercados menos
desarrollados están igual de involucrados o incluso más que los de los países
más avanzados.

Uno de los campos en los que, sin duda, impactará la Web 2.0 será la educa-
ción. El carácter social y de colaboración de la Web 2.0 podría fomentar una
evolución de la educación hacia lo que, a menudo, se ha llamado "aprendizaje
colectivo". El gran abanico de posibilidades que ofrecen las herramientas Web
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What comes after Web 2.0? Two of the trends that have been identified 
are metaverses or virtual worlds and Artificial Intelligence thanks to Web 
semantics.

The move towards consolidation of virtual worlds is an Internet phenomenon. 
Several examples already exist, such as WhyVille, Second Life, Habbo and The 
Sims Online. All the evidence suggests that by 2011, four out of every five 
Internet users will be actively participating in a virtual world.

Users have opposing reactions to these virtual worlds. On the one hand there 
are the enthusiasts, who predicate the social and business potential and the 
possibilities for individual and collective creation. On the opposite side of the fence 
sit the detractors, who find the use of these tools—often slow and complex—to 
be frustrating. If the user isn’t handy with the application, they are condemned 
to be a “second-rate avatar”.

This opposition between the two positions is reproduced in business. Some see 
the phenomenon as an up-and-coming trend and are eager to join in so as not 
to miss out on business opportunities; others remember the dot-com bubble and 
are more reluctant to invest in virtual worlds.

Even the press can’t makeup its mind, alternately heaping praise and criticism 
on the concept. For example, Time and Wired, magazines, having lavished praise 
on Second Life in 2006, by 2007 were writing it off as “empty” and a “bubble”.

As in any process of innovation, opinion swings and uncertainty are the order of 
the day.

Given the impact Second Life has had on the media and business, let’s take a 
close look at this particular case.

Second Life (SL for short) is a virtual 3D world of social interaction created by 
Linden Lab and founded by Philip Rosedale, distributed across a broad network 
of servers and accessible over the Internet. The program offers its users (or 
“residents”) tools to create their own identities, change the world and participate 
in its virtual economy, which is governed by the same rules that operate on the 
real market. 

For users, two of the great appeals of Second Life are a) the fact that you 
can reinvent yourself by designing a virtual three-dimensional figure (or avatar) 
which will represent you in that world, and b) the possibility of making money. 
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Second Life has its own economy and currency, the Linden dollar (L$), which is 
used for buying and selling the articles and services created in the virtual world. 
In the virtual world, there are around 250 Linden dollars to the US dollar.

In mid 2007, there were over 40,000 businesses in Second Life with a positive 
cash flow and more than 45 multinationals had a presence in the virtual world.

One of the questions most often asked is the real population of this virtual world. 
Television and newspapers talk about millions of avatars. Official figures show 
8.5 million subscriptions. Of these, only 5.7 are single users (some users have 
more than one account).

Many claim that this large number is due to an orchestrated advertising campaign 
which distorts the real figures, with many users registering once out of curiosity 
and never entering the world again.

An example of the opposite case is World of Warcraft, an online role game 
similar to Second Life, though without the same media hype, which has already 
attracted over five million users who pay every month for access.

Behind the great Second Life phenomenon lies a much less surprising situation. 
It was recently found that 85% of the people registered in the game created by 
the American company Linden Lab drop their avatar immediately after creating 
it. One possible reason for this mass exodus is the complexity of the program: it 
can take several hours to create a personalised avatar; learning to use the basic 
tools of Second Life takes at least two hours and the process of getting the most 
out of the game can take several weeks.

Of the remaining 15% of users –approximately 1.4 million people – not all are 
regulars. There are normally no more than 35,000 residents at any one time in 
the various areas of Second Life. Most are looking for a parallel world where they 
can have fun and do things they can’t do in the real world.

Despite the fact the numbers are not what they seem and many multinationals 
are leaving  Second Life, the media continues to come up with some remarkable 
stories such as the birth of the first specialist Spanish communication media, 
SecondNews, which will report on relevant events in this parallel world; or the 
fact that Europe’s leading vehicle-rental company Europcar has become the 
first firm of its kind to recruit employees in Second Life using InfoJobs, Spain’s 
leading employment website—the first portal in the country to open an office in 
the virtual space
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Why should anyone want to invest in this virtual world when so many people 
seem to be leaving it? More than economic gain, many companies have been 
attracted by the media impact that involvement in this virtual universe brings. In 
Spain, where it is still an unusual step for a company to take, any that do open 
shop in the virtual world are practically guaranteed media coverage. Indeed, it is 
estimated that 62% of Second Life users in Spain heard about it through the media.

Nonetheless, this strategy is not sustainable in the long term either for the 
company or for Second Life and companies need to understand that it is first 
and foremost a social meeting place and therefore a unique opportunity to strike 
up novel and more direct ties with their customers. This is how business models 
should be oriented; otherwise, this modern-day bubble will burst.

In Second Life it is calculated that around six hundred million dollars changes 
hands every day, so even if the number of users is not as high as it might 
have seemed or some multinationals are leaving the metaverse, there is still a 
considerable market out there.

Paul Fleming, president of Barcelona Virtual, says in his interesting article “La 
verdad sobre Second Life” that SL is the future of online marketing. He considers 
it to be a good initiative, despite the relative scarcity of avatars, the barriers 
to entry and a lack of interesting content. Others, however, run Second Life 
down simply because they have a vested interest in the success of new and 
alternative Web 2.0 projects. In the same month that Wired criticised Second 
Life, Newsweek ran a cover story on it, listing the many virtues of the new 
medium, and the much-respected Economist called it an innovation incubator.

Many companies and users appear to be abandoning Second Life, particularly 
for two reasons. Firstly, Second Life has invested heavily in technology without 
asking its users whether it is what they really want or whether they would prefer 
something simpler. Secondly, because the virtual world is entirely unmanaged, 
the company is letting go some very valuable information on its users, their 
tastes and their needs, and thus possible means of ensuring loyalty.

Nonetheless, there is a market, and the potential of Second Life is vast, so if the 
focus were on basic services, and investment was extended in accordance with 
user demand, Second Life could have an influential place on the Internet.

As we have already said, the sustainability of Web 2.0 business models depends 
largely on having active users and satisfying their needs. To discover how 
this story ends, we will have to wait and see whether, despite having fewer 
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active users than previously announced, Second Life will learn to listen to them 
and whether, once the hype is over, the real number of users increases and the 
volume of transactions continues to grow.

One example of a successful virtual world is Whyville. As already mentioned, 
this is an educational platform targeted at children aged between 8 and 15, 
parents and teachers. 

Education tends to be a participative process in which knowledge is 
generated from group communication and the teacher takes on a purely support 
role for students. 

Whyville perfectly matches this trend, providing a tool that children can use to 
learn about eating habits, art, mathematics and physics, by carrying out specific 
tasks in groups.

Because it simulates a real environment, the student can also experience 
and learn in a different, fun and appealing way, based on practice, in a highly 
controlled environment with continuous monitoring.

The success of this educational platform lies in its capacity to adapt to some 
of the new trends (digital education and virtual worlds), thus satisfying the 
demand of its users.

As well as the virtual worlds, there is a move towards the semantic web, which 
is being developed by Tim Berners-Lee, who invented the World Wide Web in the 
early 1990s. The underlying idea came from the origins of the Internet. 

With rare exceptions, contents posted in websites are difficult for computers 
to understand and are only meaningful to real people. The aim, therefore, is 
to add new information in a computer-comprehensible structure. Computers 
could emulate and improve knowledge acquisition by the user, using artificial 
intelligence, so that machines could “think” and make websites meaningful; 
hence the name, the semantic web.

In contrast to implicit semantics, the chaotic growth of resources and the 
absence of a clear organisation in the existing web, the aim of the semantic 
web is to classify, structure and annotate the resources using explicit machine-
processable semantics.

This will not be easy. The transition from the existing web to the semantic web 
may come at a very high cost in time, effort and resources, given the volume of 
content that already forms part of the web. It will therefore be necessary to find 
a way of automating the conversion process, albeit only partially.
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En el transcurso de los años 2005 y 2006 diferentes medios de comunica-
ción se han hecho eco del fenómeno Web 2.0, justificado en gran medida por el
alto nivel de tráfico de sitios de interacción social y los altos ingresos de algu-
nos Websites emblemáticos en miles de millones de dólares.

Pero ¿sabe usted lo que es la Web 2.0?

Si la respuesta es negativa, por favor conteste a estas preguntas: 

¿Alguna vez ha utilizado Google Maps?

¿Ha visto algún vídeo de YouTube?

¿Tiene un perfil en MySpace?

¿Se ha paseado por las calles de Second Life?

Si es así, usted ha experimentado la Web 2.0, aunque aún no sepa definirla.

Si realizamos una búsqueda en Google del término "Web 2.0", obtenemos apro-
ximadamente mil millones de referencias. 

Como suele ocurrir siempre que aparece un concepto nuevo, existen posturas
encontradas. Mientras que la Web 2.0 despierta el interés de usuarios y progra-
madores en todo el mundo, otro grupo no sólo se declara escéptico, sino inclu-
so irritado. Para ellos, el fenómeno es sólo una moda publicitaria, destinada a
vender servicios ya existentes bajo nuevos nombres.

Moda o no, está claro que el término acuñado por Dale Dougherty (de O'Reilly
Media) en el año 2003 no deja indiferente a nadie en el mundo de Internet:
miles de blogs, wikis y páginas web inundan la Red con comentarios entusias-
tas o escépticos con respecto a la Web 2.0.

Pero ¿qué es Web 2.0? Quizá el término pueda llevar a equívoco; por tanto,
comencemos por lo que no es. En contra de lo que pudiera parecer, la Web 2.0
no es una nueva versión de la Web, ni un protocolo de comunicaciones, ni un
nuevo lenguaje de programación. Ni siquiera se trata de algo vinculado única-
mente a Internet.

La Web 2.0 es una nueva filosofía de hacer las cosas y, por ello, no es de
extrañar que, en el ámbito tecnológico, los estándares sobre los que se apoyan
las aplicaciones y los servicios Web 2.0 existieran mucho antes de acuñarse el
concepto.
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3 ¿Qué es Web 2.0?

Wiki

Un wiki es una página web de
hipertexto que puede ser visi-
tada y editada por cualquier
persona. Esto permite que
diferentes autores puedan
contribuir en un mismo docu-
mento on-line.

Un Blog es un sitio Web perió-
dicamente actualizado que
recopila cronológicamente
textos o artículos de uno o
varios autores en los que
expresan su punto de vista y
sobre los que los lectores/sus-
criptores pueden hacer
comentarios.

¿Qué es Web 2.0?

Blog

 Semantic web

The semantic web is an 
extension of the World 
Wide Web, with a higher le-
vel of significance, in which 
any Internet user can find 
answers to their questions 
in a faster and more simple 
way thanks to better defi-
ned information.

file:///C|/Documents%20and%20Settings/pepe/Configuración%20local/Archivos%20temporales%20de%20Internet/Content.IE5/WFEOCP63/www.whyville.net


Trends

Another major difficulty in creating the semantic web will be to reach a consensus 
on idea association in a community, since the perception of the world varies 
between different people. For example, a dietician and a biologist both have a 
knowledge of plants, but they represent the subject very differently and it would 
probably be wrong to impose the same representation for both groups.
Despite the complexity and the cost involved, there is great interest in the 
corporate world, the public sector and academia in making the semantic web 
happen, since it is seen as being an important development for the future 
progress of the information society.

Although it is not clear when it will be developed and exactly what form it will 
take, use of the term Web 3.0 has spread like wildfire and it is predicted that, 
in a not too distant future, virtual networks will be intelligent enough to make a 
semantic composition of websites.

In the future, the Web will be an intelligent virtual world, in which our avatars will 
move and act in accordance with our data and our habits. The concept of static 
information, as in books, articles and images, will be replaced by knowledge 
flow.

The avatars will be in charge of bringing us the type of news we generally read 
and advertising products of interest to us, educating us in areas that might be 
useful to us and socialising with people who have shared affinities and interests. 
It will be a participative, intelligent and effective web which will save us 
time and provide us with an unlimited flow of knowledge.
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Aunque la mayoría de las comunidades sufren reiterados incumplimien-
tos de la propiedad intelectual por parte de los propietarios (Youtube,
Facebook, Myspace, etc.), se espera encontrar soluciones rápidamente, ya
que algunos de ellos son dueños de propiedad intelectual y, por tanto,
están comprometidos con la búsqueda de la solución.

El resto de los expertos considera que la propiedad intelectual será un obstá-
culo, por las siguientes razones:

Dificultad a la hora de compartir contenidos.

Mientras la Web 2.0 madura, los usuarios activos exigirán una remune-
ración o poseer la propiedad intelectual de los contenidos, y los provee-
dores del servicio tendrán que acceder.

La Ley de Propiedad Intelectual tendrá que evolucionar con Internet
como lo ha venido haciendo y, hasta que no lo haga, frenará el desarro-
llo de la Web 2.0.

Mientras que la ausencia de control o de derechos de propiedad sobre
los contenidos destruiría los incentivos para participar, su exceso ahoga-
ría la innovación.

A corto o medio plazo, los conflictos de propiedad intelectual inhibirán
el desarrollo de algunos aspectos de Internet. No obstante, los más inte-
resados van tomando conciencia de que les conviene tener una actitud
más abierta, aunque este cambio de mentalidad llevará tiempo.

Muchos sectores y negocios se sostienen en capitalizar la propiedad.
Internet y los contenidos digitales permiten el acceso casi gratuito a con-
tenidos y modelos de distribución libres de fronteras geográficas, por lo
que se necesitarán nuevos principios, prácticas y regulaciones.

La legislación irá siempre por detrás de la práctica real en la Web.

Las empresas aún no han aprendido a establecer un modelo de nego-
cio viable en un mundo en el que la propiedad intelectual esté abierta, por
lo que crearán una fuerte resistencia al cambio y con ello frenarán el des-
arrollo de un entorno más abierto.

Cuando la sociedad y las instituciones sean conscientes del valor de sus
contribuciones individuales, buscarán recompensa por ellas, de modo que
la propiedad de los contenidos será negociada y se respetará la ley.

Tal vez la solución para fomentar la participación sin frenar la innovación sea
adoptar una postura intermedia, por lo que se ha preguntado a los expertos del
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Glossary

A
AJAX (Asynchronous Javascript and XML): a set 
of technologies that faster and smoother development 
of more interactive web applications.

Avatar: a person’s graphic representation on the 
Internet, in the form of a drawing, photograph or 
other figure.

B
Betatester: someone who uses programs whose 
executables have passed the development phase or 
are highly functional, but are not yet entirely stable. 
Betatesters contribute their time and knowledge of 
computers to detect bugs in the software, either 
reporting them to the developers or fixing them 
themselves.

Blog (also known as a weblog): is a regularly 
updated site with a chronological set of texts or 
articles by one or more authors.

Blogger: the author of a blog.

Blogosphere: the total set of all blogs.

C
Collective intelligence: a system that seeks to 
unite the experience of a group as opposed to a 
single individual, thus generating knowledge through 
collaboration. For the first time, the Internet allows 
collective intelligence to be used on a potentially mass 
scale and in a highly cost-effective way.

Crowdsourcing: business technique coined by Tim 
O’Reilly, whereby companies get users to perform 
certain tasks.

E
Extended enterprise: a business that does not limit 
itself to managing its own value chain, but also takes 
into account other associations in its sector, from raw 
material suppliers to end customers.

F
Folksonomy: practice and method of collaboratively 
creating and managing tags to annotate and classify 
contents.

L
Lobby: a pressure group that uses a range of strategies 
to exercise influence over the centres of executive 
or legislative power, in order to advance their own 
interests or those of the groups they represent.

M
Mashups: a web application that uses resources 
from more than one online source to create a new 
service.

Metaverse: an environment where humans interact 
socially and economically in the guise of avatars, 
using software, in a cyberspace that emulates the 
real world, but does not have its physical limitations.

P
Podcasts: Audio files (generally in mp3 or ogg format) 
and video files (known as videocasts or vodcasts) 
distributed by means of an RSS file, allowing users 
to subscribe, using a program that downloads the clip 
and allows them to listen to it whenever they want.

Peer-to-peer: computer networking between equals. 
More commonly known as P2P. This kind of network 
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has no fixed clients or servers, but a series of nodes 
which simultaneously act as clients and servers of the 
other nodes in the network. P2Ps are useful for many 
purposes, but are most often used to share audio, 
video, text, software and data files in any digital 
format.

R
RIA (Rich Internet Applications): web-based 
browser applications that do not have to be installed 
on the computer. They allow rapid interactivity and 
execution.

RSS (Really Simple Syndication): a simple data 
format used to syndicate contents to subscribers to 
a site. 

S
Social network: area of dialogue and coordination, 
in which people and organisations gather with a 
common purpose, sharing rules and values. Social 
networking has enabled people to work in cooperation, 
share common resources, conduct activities that 
benefit participants, develop wider and closer ties, 
create a sense of belonging and pool their knowledge, 
experience and know-how, by establishing relations 
of exchange and reciprocity.

T
Taxonomy: in its general meaning, the science of 
classification.

V
Viral marketing: a strategy whereby people are 
encouraged to forward a marketing message to 
others, leading to an exponential growth in viewing.

W
Web feed: in IT jargon, a web feed is a data format 
used to provide users with frequently updated 
content. Web feeds generally include the headlines of 
news stories or articles, often accompanied by a short 
summary. They are used extensively in blogs.

Webtop: set of networkable applications that have 
traditionally been seen as belonging to the desktop, 
such as word processors, spreadsheets, project 
management tools, etc.

Wikis: hypertext websites that anyone can access 
and edit freely. This means different people can bring 
their own input to the same document online.
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