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The emergence of Web 2.0 has prompted expectations of social transforma-
tion which has led to technological developments seeking to facilitate inter-
action between users. The development of Social Network Sites (SNS), ... has
had a major impact on Internet users’ daily reality. Boyd and Ellison (2007)
have defined these sites as spaces that allow users to create both public and
semi-public profiles, to create lists which include the profiles of other users,
and to visualize links made by users within the system.

The Internet has become a vast and complex marketplace where prod
ucts are advertised and sold and where every act of potential and actual con-
sumption is carefully observed, recorded, and transformed into micro and
macro data. In effect, we are witnessing the changing of the guard, as 20th
century advertising in TV, radio, and newspapers is quickly being replaced by
online advertising, In fact, online marketing is, at present, essential to both
social networks as well as other Web 2.0 tools, given that it has become one
of the main sources of income for the corporations that own these media and
whose main selling point is the offer of their services to users “free of charge”
(Villena & Molina, 2011).

New internet marketing strategies are increasingly difficult to detect gi.ve.n
at companies use forms of participatory communication in which it is

th



Y00, . Wa & Gil De Zuiiga, H. (2014). Connecting blog, Facebook, and Twitter use with
gaps in knowledge and participation. Communication & Society, 27(4), 33-48.




