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Abstract
The internet is a virtual world where the same social and cultural events happen as in the physical world, yet the virtuality of the internet brings new meanings. Cultural and social events are visible on the internet; anyone is able to join in or visit websites, from anywhere, seemingly cloaked in anonymity, visualized on your screen. The internet is a copy machine and digital content is accessible to anyone. Unlike the physical world, the internet facilitates infinite storage and linkage of digital content. Thus, the web keeps content visible for the public on demand. The factors time and place are no constraints on the web.
Openness and affordable prices of online space resulted that there is an oversupply of digital content on the internet. Most internet users do not have the skills to manage the overwhelming abundance on the internet; there is too much choice and too much lack of quality. A search on Google for “good music” brings you about 394,000,000 results, it is impossible to check each result one by one. Our limitation of time – our lifespan is limited - entails that we have to build a new strategy for handling the overwhelming digital overproduction on the internet. This qualitative study applies several instruments from the field of cultural economics in order to confront the problem of overwhelming abundance on the internet. The cultural economic instruments in this study have regard to the complexity of the internet economy; the internet’s virtuality requires an approach that goes beyond mainstream economics. Conventional economists are familiar with the notion of scarcity, yet they are not used to the problem of abundance. The digital overproduction on the internet is crowding out quality; there is an abundance of choice and a lack of quality filtering. In order to ensure quality; it is time for abundance management.
Keywords: The problem of abundance; Complexity of the internet economy; Cultural economic instruments; The interconnection of abundance and scarcity; Reintermediation on the internet
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Introduction

Why would a cultural economist focus on ICT? What does culture mean to a cultural economist? Popular in the cultural canon are the dividing terms “high culture” and “low culture”, where high culture refers to complex expressions of culture and low culture to popular expressions (Colbert 2003:297). However, as a master student Cultural Economics & Cultural Entrepreneurship at Erasmus University it is relevant to see culture in a broader context: culture is about all the qualities in which groups distinguish themselves, in other words, culture is about group characteristics. Culture and ICT have already found each other in the form of millions online communities. How come that culture and ICT are so strongly related to each other? The internet facilitates cultural and economic developments. Moreover, the internet economy has some complex determinants, because it is facilitated digitally. Mainstream economics does not have the instruments to cover such virtual complexity. To shed some light on this issue, this study applies some instruments from the field of cultural economics in order to confront the problems of abundance and scarcity on the internet.

Any mainstream economist is familiar with the problems of scarcity; the needs are higher than the resources. Scarce goods are valued higher than less scarce goods. For example, bread is much cheaper than gold. Prices of gold are higher because of the economic rules of scarcity. When a resource is scarce it becomes more valuable. The allocation of scarce resources is problematic because the resource is limited and there is not enough for everyone. However, mainstream economists are unfamiliar with the problem of abundance.

The problem of abundance refers to situations wherein resources are much higher than the needs. Overproduction leads to abundant resources and its allocation becomes problematic. For example the overproduction of music on the internet, different companies are producing thousands of tracks of similar music. Consumers have an abundance of choice; they can pick from a wide range of similar products. Abundance and scarcity are related to each other, they go hand in hand. Abundance is always bounded to scarcity. For instance, you can pick from abundant resources, yet your decision time is limited. You cannot take 300 years till you decide which album you buy. Your decision time is scarce and therefore it is not possible to have attention for all the abundant options.

The products that attract the most attention to us are winning and they get sold. However, are those popular products the best choice, too? Were there better options? How do you deal with the problem of abundance? Our decision time is limited, so how can we filter quality from the abundant options on the internet? Such problems on the internet are relevant for society, because quality gets crowded out by abundance. The information overload on the internet becomes inconvenient. When quality drowns in abundance, it can become a threat to our culture.

The total study is based on exploratory research on the basis of five semi-structured in-depth interviews. The interviews are captured on film and stored on five DVDs (unedited), in order to keep this qualitative research as objective as possible. The DVD box is attached as empirical material for the supervisors of this master study. The research was preceded by a thorough literature study on the effects of the internet and relevant side issues. 

The first chapter of this study will convince us that ICT matters, like cultural economist Tyler Cowen has pronounced in his innovative report (Cowen 2008). This chapter briefly treats some technical developments on the internet that had major impacts on economy and culture. This chapter shows that ICT is relevant to us all and affects our cultures. The internet has facilitated some radical revolutions; the major one is the teaming up of social science with ICT. This phenomenon is called social computing wherein social structures are getting implemented in ICT applications.

The second chapter zooms in on this social and technological integration, with developments like Facebook, Twitter, Youtube and, not to forget, Google’s function of connecting the internet users to such social websites. Google can be seen as the digital “highway”. Your pc, laptop or phone is the “car” that lets you drive through Google’s restricted infrastructure. A critical reader does already feel that the position of Google is dominant, and that Google will influence the direction you drive in through their search engines.

Social computing is not necessarily ethical or socially correct; it is most often serving commercial ends. Yet, market oriented activities will serve consumers, if this happens in a transparent and open way. The free market system ensures that for every demand a supplier will arise, in legal or illegal form. My first interview with ICT-expert Krijn Schuurman provided a wide overview of developments on the internet. His knowledge helped me to discover the ICT canon, which is necessary to have mastered before you analyze the internet.

The title of this thesis indicates that abundance is problematic. Yet, such an economic challenge on the internet did not emerge out of the blue. Chapter three treats the different virtual aspects of the internet economy chronologically. Cultural economics has proven that mainstream economics is not fully applicable for the cultural field and that also counts for the internet. The internet requires, just like culture, a different approach. Social computing has realized many cultural phenomena on the internet that go accompanied with complex cultural economic determinants. Chapter three will show how cultural phenomena on the internet complicate its economy. 

It is not the strongest of the species that survives, nor the most intelligent that survives. It is the one that is the most adaptable to change ‑ Charles Darwin

In the line of progression, it is necessary to search for proper alternative tools in order to confront the economic challenges of the internet. With an introduction to valuation theory, gift theory and attention theory, this study goes beyond mainstream economics and develops a new strategy. An inspiring interview with Jos de Mul (ICT philosopher) provided an insightful cultural and social analysis of the internet. The interview with start-up ICT entrepreneur Diederik Sjardijn filled the gap between science and practical experiences, he told about the radical cultural shifts of the younger internet generation. As a result of this, chapter four and five will show that a cultural economic approach can lead to progressive adaptations. 


The last chapter of this study is based on two interviews, one with CEO Jeroen Versteeg and the other with philosopher Karim Benammar. Versteeg leads one of the biggest ICT companies in the Netherlands and Benammar is specialized in the philosophy of abundance. Versteeg gave a compelling interview about economic changes on the internet and the “free” business models. Benammar elaborated on Versteeg’s interview by describing the interconnection of scarcity and abundance on the internet. The problem of abundance is not only applicable for philosophers and business leaders. We all experience the problem of abundance when a Google search produces 492,000 hits (Batson 2008). In order to confront the overwhelming abundance on the internet, it is necessary to use a new strategy. Humans are experienced with scarcity measures; now, however, it is time for abundance measures.

Chapter 1: Internet revolutions

Computers and internet are western standards, but developing countries adoption of computers will rise enormously. For example, market research of Forrester in 2007 forecasted that in 2015 worldwide more than 2 billion computers will be in use (Yates et al. 2007:1). This would mean that the influence of search engines like Google will increase. According to the market research of Forrester China will have the largest growth in computer use, after China come Brazil, India and Russia as the largest growing computer use adoption countries. The internet is becoming a major aspect in society. In the Netherlands, bailiffs even consider computers and internet as a basic necessity of life, during attachment of property the internet connection and computer will not be captured. In the Netherlands, it already seems that when someone is disconnected from the internet, he or she is also disconnected from the society. The role of computers and the internet is becoming more and more significant.

1.1 Chronological overview

Internet is a communication network where continuously new technologies are implemented, terms and indicators for the effects of such technological developments always lack behind. The economic, cultural and social impacts of technological change can only be properly investigated afterwards. New terms and indicators are found in order to explain the effects of technological change, yet journalists, scientists and the crowd’s use of terms are not always unified. In order to create an overview, this chapter chronologically goes through the radical changes on the internet.

1.1.1 Web 1.0 and anarchistic open-source communities with creative outcomes

Internet is a technology that changed the economy, science, media and society. The internet has emerged as the third media revolution after the art of printing and mass media radio and television. The revolutionary aspect of the internet is that on the internet it is possible for a website to receive masses of attention and visitors from all over the world at once.

In the early beginning, internet activities had almost no impact on the mainstream economy and global society. Internet was considered as an informative and unreliable technology, comparable to pages of teletext on cable television. However, with contributions of open-source communities the internet changed from a strict informative and unreliable source to a global breeding place for creativity. 
Open-source means that the product is free for use and for improvement, as long as the results of improvement will stay free for others and stay in open-source. For open-source software there is no scarcity and price, and exclusion is not possible; therefore it is difficult to make a profit with open-source products (Benammar 2005:43-44). Open-source products are created and used by for-profit organisations, private individuals, governmental institutes and so forth. Developers of open-source software are always users at the same time and therefore they can be seen as contributing experts (Gacek and Arief 2004:41).

The opportunities on the internet for creative expert users to turn into real creators made the internet more productive. The creative atmosphere on the internet led to many innovations. In order to thoroughly study the economic and social impacts of innovations on the internet it is necessary to bring cultural aspects into account.

Web 1.0 is a term for the period that the internet was considered to be an information source like teletext or a flyer. Examples are the shopping cart applications on webshops that have a brick-and-mortar business fundament. On such webshops it is not possible to have online conversations with the shop. Such webshops only offer online catalogues of their supply. During the Web 1.0, the vast majority of internet surfers passively observed information and therefore the information flow was a one-way street; only a few open-source communities were able to break such one-way type of use. 
1.1.2 Web 2.0 and changes in digital culture: Consumers turn into powerful creators of content

At first, during the Web 1.0 period, the internet was revolutionary because of the possibility for some creative users in open-source communities to become developers and produce valuable software; they turned into open-source contributors and created many innovations. Such anarchistic technological innovations supported the large-scale digitalization of media, for example mp3 music or digital news. During this open-source revolution experts were active in producing content on the internet and the role of the masses was passive.

After the Web 1.0 period, the internet became revolutionary again in the possibility for just anyone to produce individual content on the net; this is what we call the Web 2.0 period. The term Web 2.0 was coined by O’Reilly Media’s Dale Dougherty in 2003. With Web 2.0 each internet user not only has the opportunity to expose his/her ideas, it is also possible to join different groups of people with shared interests (Bloem et al. 2009:29). Approximately since 2005, the role and influence of internet users gained in importance rapidly; in that time social media took shape. Social media and Web 2.0 are often used synonymously, yet a distinction can be made. Web 2.0 is the technology and social media is the platform that uses this Web 2.0 technology. Social media consists out of a mix of communities, (user generated) content and Web 2.0 technologies (Kangas, Toivonen, and Bäck 2007:11-13). 

By now famous are the massive shifts in digital culture due to the sharing of digitalized ‘home made’ media within social media platforms like Youtube.com and Facebook.com. Social media is all about conversation, contribution and the idea of the ‘power of the many’ instead of the ‘power of the few’ (Safko and Brake 2009:14). Social media influenced the digital culture of the masses. Not only experts can produce content on the internet, since social media’s breakthrough even children produce content on internet. Forrester stated in 2009 that in Europe 60 percent of the internet users are active on social media. The revolution of social media will probably reach many markets, governmental institutes and cultures over the world. 

Social media could be positioned as a solidarity network; because just anyone has the opportunity to take part in it. The possibility for just anyone to share their personal life with the crowd leads to so-called ‘hyperegos’. The term hyperegos considers individuals or organisations that are hyperlinked. An ego in the physical world is different than a hyperego on the internet. Hyperegos on the internet are connected through hyperlinks; hyperegos on the internet are visible and web structured. Through social media it is possible to look-up personal information of millions of people; it is a crowd of hyperegos where anyone can link each profile upon each other. Research of Ernst & Young stresses that three quarters of Dutch internet users have created a profile on at least one network website (Bloem et al. 2009:123). 

On the one hand the effects of business and commerce support social media to cover the bills, on the other hand this leads to market-oriented activities. VINT (Vision, Inspiration, Navigation and Trends) is a research institute of Sogeti, this company is one of the largest ICT companies in The Netherlands. VINT’s book ME the media (Bloem et al. 2009) offers a brief overview of the third media revolution. The VINT institute stresses that social media primarily is meant to influence a crowd.

1.1.3 The build-up to the ICT 3.0 era and diffusion of ICT 2.0

Parallel to the Web x.x denominations there are ICT x.x denominations. Where Web x.x refers to the internet and its technology, ICT x.x encompasses a much broader spectrum of information and communication technologies.

Below is a scheme based on the content of the book Me the Media, it shows that 2009 is the year of transformation.

· IT 0.0 was the time of the mainframe (from 1965 till 1980)

· IT 1.0 is the period of the pc (from 1980 till 1995)

· ICT 2.0 The time of e-business is going on (from 1995 till 2010)

· ICT 3.0 Social computing; the next empowering of individualization and communities (from 2010 till 2025)

IT stands for ‘information technology’ which refers to the manipulation of data (Bloem et al. 2009:37). Sir Dennis Stevenson added the C into IT in his report Information and Communication Technology in UK Schools (Stevenson 1997).; ICT standing for ‘information and communication technology’. With the rise of the internet, the I, the C and the T are more and more becoming part of the same continuum rather than separate entities. This integration is still advancing and started during the ICT 2.0 era. The ICT 2.0 age is the era of e-business (Bloem et al. 2009:25). IBM introduced the term e-business in 1996, their definition was: “e-business (e’biz’nis) – the transformation of key business processes through the use of Internet technologies” (Chaffey 2008). Of course e-business has evolved and the definition can change. The next chapter will treat this ICT 2.0 era. Revolutions have a build-up and a flow‑off; they do not start or end all of a sudden. The year 2009 is a period where e-business is changing into social media. This transformation develops in stages, for example Amazon.com is implementing more and more social computing applications. Social computing refers to the combination of social science and ICT. In the case of Amazon.com, buying and viewing behaviour of the users is analyzed and suggestions for other products are presented on the basis of that. The ICT 3.0 phase will start when the majority of internet websites has implemented social computing into their systems. 
1.1.4 NBIC and assumptions about the future

After the time of integration of ICT and society in cyberspace, there will come an era that ICT will be intergrated into the human body as well. This is called the NBIC era. NBIC is an acronym for Nanotechnology, Biotechnology, Information technology and Cognitive science. Nanotechnology is technology based on an atomic and molecular scale, in this field the human body can be unraveled. Biotechnology is about the manipulation of biological systems, like DNA research. Information technology is about manipulating data, making information useful for certain ends. Cognitive science is the study of the nature of intelligence, it is an interdisciplinary field of research. In the NBIC phase all these components will become integrated. The total of NBIC is all about unraveling en recombining intelligent life itself (Bloem et al. 2009:37). According to the VINT institute the NBIC era will start around 2025. At this point in time, the cultural and economic consequences of NBIC are unforeseeable. For cultural economists the role of integrated ICT and NBIC should be valued as radical revolutions that will have major impacts on culture and economics

The movie The Matrix (1999) is an example of how NBIC could evolve and affect our societies. In the movie it is shown how technology gets implanted into humans and how this results into cybercultures. Cybercultures can be considered as cultures that have emerged from computer networks, the communication inside cybercultures are disembodied from the presence (like chatting). One of the sources of inspiration for The Matrix was the book Out of Control: The New Biology of Machines, Social Systems, and the Economic World (1994) by Kevin Kelly. Kelly is the founding executive editor of Wired magazine, a magazine which follows the socio-economic impacts of internet technologies. Kelly states that organic life is the ultimate technology, and all technology will improve towards biology. Implemented technology under the skin of organic life will affect our ways of thinking and doing. After the introduction of the television many people watched and followed this medium, what if something like televisions will be implemented into our brains? Our own imaginations could then be shared with others; this will create new ‘artificial’ realities. Jean Baudrillard (his thoughts were also an inspiration for The Matrix) noticed the new reality that is created by the television medium, he called it hyperreality. Hyperreality means that we live in a copy of the physical reality, for example when people watch television (Baudrillard 1985:128). This is even more so the case for internet and eventually NBIC. In the future, we are obsessed by life-extending measures and individualisation will take a next big step. Individualisation has not yet reached the top; people will enter new worlds where reality and hyperreality go hand in hand. Even in the transformation period from e-business to social computing it is already possible for millions of people to make known their egos to the outside world through internet profiles on network websites. The internet facilitates these hyperegos and connects them to the world wide web. Hyperegos are hyperlinked individuals and organisations. When this integrated ICT (or call it Web 2.0) will reach a level of integrated NBIC, people can make known their egos even faster and more frequently. The individualized hyperego will be ultimate when in 2025 ICT will crawl under our skins.

1.2 One-to-many linkage

The most radical revolution of the internet is the one-to-many linkage (based on Web 2.0 technologies) that is described in paragraph 1.1.2. On the internet it is possible for anyone to link himself to the world. It is relatively easy to share digital content online and Andrew Keen describes this as the rise of the amateur. In his book The Cult of the Amateur: How Today's Internet is Killing Our Culture, he stresses that the one-to-many linkage on the internet is killing our culture and economy (Keen 2007). However, Web 2.0 is unstoppable and progressive adaptation is more effective than resistance. 

Chapter 2: Transition from e-business to social computing

With social computing, social elements are integrated with technology. Examples are Youtube, Wikipedia, Facebook and Amazon. The internet is becoming more dynamic and social manifestations occur. After the year 2010, the social computing phase officially begins, technology and social elements will be integrated. This does not necessarily mean that social computing will lead to social behaviour; it just means that websites offer the opportunity to collaborate and interact or that websites adjust their content to your social status. Amazon implemented social computing by adjusting their recommendation service to the buying and searching behaviour of its customers, so Amazon costumers receive recommendations that are based on their own searching and buying behaviour. Yet, sometimes these social computing applications do not work very intelligently. For example, Gmail advertisements are adjusted to the content of your own e-mails. It is possible that when your girlfriend is breaking up with you through e-mail that you will receive inconvenient advertisements about love, because the social computing application of Gmail’s advertisement system is based on keywords in your e-mails and keywords are disregarding user’s inner emotional circumstances.

2.1 Overlapping technologies with overlapping definitions

The exact differences between terms like e-business, e-commerce, social media, social computing and ‘Web 2.0’ can be confusing. In order to understand why internet activity is transitioning from e-business to social computing it is necessary to define all the different terms distinctly. During the later chapters of this thesis these definitions will be used according to the definitions explained below.

2.1.1 E-business (since 1996)

There are circulating many definitions of e-business and e-commerce. Since IBM introduced the term e-business in 1996 it was redefined by other studies multiple times. Since the year 2000 the field of e-business was extended with an extra variant called e-commerce. Some authors treat the definition of electronic business (e-business) synonymous with electronic commerce (e-commerce). However, for this study it is important to narrow down the difference between e-commerce and e-business, because in the future e-commerce will evolve differently.
E-business is the use of electronic communications to connect company’s supply side with its demand side (Chaffey 2006:13). Through the internet companies find new ways to reach their potential consumers. Innovations in electronic communication can have major impact on the behaviour of internet users. The adoption, use and behavioural effects caused by technological changes determine the digital culture of internet users, and digital culture affects online buying behaviour. It is crucial for companies to keep up-to-date with electronic communication technology. E-business management pursues effective and efficient electronic communication systems (Chaffey, 2005). Continuously emerging technological changes are stimulating a progressive e-business management atmosphere. Successful e-business managers adopt new trends in electronic communication quickly into their strategy.

E-business has two types; business to business (BtB) and business to consumer (BtC). Both types of e-business are dependent on technological change. For example, Skype is a program for calling telephone numbers online, such electronic communication software is adopted by many organisations and consumers. Businesses contact other businesses through Skype, which makes it a form of BtB e-business. On the other hand consumers can call service desks of business freely by using Skype and that is a form of BtC e-business. E-business is an efficient method to bring supply and demand together. The technological evolving electronic communication developments on the internet provide new communication lines between businesses and consumers.
2.1.2 E-commerce (since 2000)

E-commerce considers all types of electronic transactions within an organisation and also between organisations and stakeholders (Chaffey 2006:14). Commercial agreements on internet are occurring increasingly; adoption in digital culture is resulting in more use of electronic transactions. Electronic financial platforms are being accepted by the public. The financial sector offers many platforms for protected payment, for example PayPal payment system and VISA credit card systems. These electronic platforms are adopted into the e-business of websites en therefore commercial agreements get protection. Paypal offers a system that secures payment without exposing credit card numbers to the merchant.

According to Malecki & Moriset e-commerce could be divided in four types (Malecki and Moriset 2008:93-94): business to business (BtB), business to consumer (BtC), consumer to consumer (CtC) and consumer to business (CtB). As an illustration, Twitter is building on a BtB e-commerce model in order to generate financial income. The New York Times wrote the following about Twitter’s new business model: Twitter would couple e-commerce with advice from other shoppers, an element that most search engines do not offer (C. C. Miller 2009).The information that Twitter generates about advices from shoppers will be used as a certification of quality. The BtB e-commerce of Twitter is about offering companies the opportunity to sell their products trough Twitter. Each time that a company sells a product through twitter.com, Twitter receives a portion of that transaction.

Most successful in BtC e-commerce is iTunes, they sell songs to consumers through its electronic transactions platforms online. Amazon.com was also active with BtC e-commerce, only they changed their business model to a mix of BtB e-commerce combined with BtC e-commerce and CtC e-commerce. They sell new books to its costumers (BtC), and they also sell books of other distributors and make profit with business to business transactions (BtB). The CtC e-commerce of Amazon is referring to the second-hand book market wherein Amazon is acting as a middleman. PayPal and Ebay.com are also active in CtC e-commerce; consumers can trade with each other and come to financial agreement with PayPal’s online payment platform. 

Because of social communities and changes in digital culture CtB and CtC e‑commerce is emerging. The role of consumers on the internet is changing, in the future consumers on the internet will closely be involved with business (Schuurman 2009).

Malecki & Moriset did not included e-commerce by the government in their definition. The government is making use of e-commerce as well; this can be in the way of government to business e-commerce or government to consumer or in other varieties (Turban et al. 2008:169). The government in The Netherlands for example has created an online tax software program for tax declaration.

2.1.3 Web 2.0 (since 2003)

This research adopts Forrester’s definition of Web 2.0: Web 2.0 is a set of technologies and applications that enable efficient interaction among people, content, and data in support of collectively fostering new businesses, technology offerings, and social structures (Young and Koplowitz 2007). As mentioned, the term Web 2.0 was coined by O’Reilly Media’s Dale Dougherty in 2003. With Web 2.0 each internet user not only has the opportunity to expose his/her ideas, it is also possible to join different groups of people with shared interests. However, the extension 2.0 is popular and it is added on many words nowadays, apparently many new phenomena are based on Web 2.0 technologies. 

2.1.4 Social media (since 2006)

In the first chapter it is explained that social media can be considered as a gathering mix of: Web 2.0 technologies, user generated content (UGC) and online communities (Kangas et al. 2007:9). Social media refers to applications that are either completely based on user generated content or in which user generated content and the actions of users play a substantial role in increasing the value of the application or service (Kangas et al. 2007:12). In other words, social media are referring to applications that are used by an active and large crowd. The VINT institute of Sogeti stresses that social media primarily is meant to influence a crowd. Social media websites want to win the public’s trust for the lowest costs possible, it has characteristics of propaganda and publicity (Bloem et al. 2009:54). Social media websites (as is put forward by the VINT research institute of Sogeti) are serving fairly economic profits. The public is offered services for free, yet invisible to the costumers social media organisations generate a lot of money (Bloem et al. 2009:53-54). This ambiguity will be unveiled later on this thesis.

2.1.5 Social computing (since 2006)

Social computing enables people to efficiently interact with other people, as well as, content and data (Mar 2007). Social computing is facilitated by Web 2.0 technologies. Forrester’s definition of social computing is: A social structure in which technology puts power in communities, not institutions (Charron, Favier, and Li 2006:2). The terms social media and social computing seems to be the same, yet there is a difference. Social computing has to do with the implementation of social aspects within technology and social media is a gathering of three phenomena namely 2.0 technologies, UGC and communities. In the article Social Computing: From Social Informatics to Social Intelligence the definition of social computing has a broader perspective compared to the definition of Forrester. They define social computing as: Computational facilitation of social studies and human social dynamics as well as the design and use of ICT technologies that consider social context (Wang et al. 2007:79). Social computing is a gathering of social science and technology. In the scientific field they have not yet settled on the exact meaning of and distinction between social media and social computing. In my opinion, social media is a group of phenomena and social computing is a social structure within technologies. From this point of view, social computing can lead to social media. However, social computing can evolve in new social effects, because the combination of social science and technology can develop in all kind of ways. While social media is a kind of hidden propaganda or publicity (as motivated in 2.1.4), social computing can undertake many creative evolvements.
2.2 How e-business became dominant on the internet

Now a distinction is made between the overlapping definitions of e-business, e‑commerce, social media, social computing and Web 2.0 it is possible to explain the context and effects of these internet developments. It is necessary to go back again to e-business that started since 1996, this will give insights into the way the internet has developed and the effects it has had.

The internet has changed the speed, the rhythm, and the process of business (Jarvis 2009:107). Business activity on the internet is affected continuously by changing social, technological and economic evolutions on the internet. Business on the internet is running independently from time and place. Since Google was online (approximately 1998) internet users were able to search in the middle of the night on Google for airline companies and once they have clicked on one of Google’s links it was even possible to book a flight immediately. The information infrastructure of Google connected costumers with business throughout the world. The gigantic popularity boom of Google had, at the same time, fueled the e-business era.
2.3 How did Google manage to fuel the e-business age?

Google is one of the most famous company worldwide. This implicates that companies on the internet can become powerful in the international economy. In times of disintermediation Google was one of the rare companies that successfully functioned as an intermediary. Google makes a bridge between creators and users; they decide what will be found on the internet. Most people on the internet start at Google, it is a gatekeeper.

2.3.1 The knowledge behind Google

The internet is a digital infrastructure where data is structured as a mechanistic construction. Without an indexed digital infrastructure it would be impossible to find information on the internet in an effective manner. Data on the internet increases every minute, search engines like Google have automatic inventory systems for accounting and organizing new data. Data on the internet which is not indexed on the internet will uselessly float in cyberspace, unreachable for the common internet surfer. Indexation of digital data makes it possible to organize the data overload, so it will be findable and transformed into information. Peter Ferdinand Drucker strikingly defined the difference between data and information: Information is data endowed with relevance and purpose. Converting data into information thus requires knowledge (Drucker 2006:129). Another way to distinguish data from information is by their level of abstraction. In computer science, the term level of abstraction describes the higher and lower levels of concreteness. If something holds a lower level of abstraction than it is relatively more concrete. For example, the Erasmus University is on a higher level of abstraction than the Erasmus faculty of Philosophy because the term faculty is narrower than university. When comparing data with information it is also distinguished in the level of abstraction. Data is only becoming more concrete when it is converted into information, therefore data is on a lower level of abstraction and information on a higher level of abstraction. Data on the internet is useless when it is never synthesized into a higher level of abstraction; in other words information has to be selected out of organized data. Google organizes data on internet in order to offer information out of a pool of data.

Information for research can be obtained from online data via Google’s scientific search engine at http://scholar.google.nl. For this thesis I made use of Google Scholar combined with a virtual private network (VPN connects me with the Erasmus). The search engine of Google Scholar linked me to databases of libraries, universities and business research institutes. The VPN connects my pc with the Erasmus and therefore I can get full access to almost any pages where Google Scholar is linking me to. Digitalization of research articles and books is expanding Google’s capacity of data. The knowledge that Google uses for its search engine is the key component in order to maintain its position as the biggest player in the search engine market. Google has the knowledge to convert data into information on the internet and Google offers it as a free service to the crowd. Google started in 1996 and since then it grew bigger and bigger.

The website http://books.google.com contains digitalized books, such books can be viewed digitally on the computer screen. Digital books have not yet replaced all hardcopy books. The digitalized and indexed data from Google Scholar and Google Books can be filtered with keywords; it is possible to search fast and effectively through books and articles with Google’s digital search options. Originally Google Inc. indexed the internet by creating an innovative search engine. Nowadays, Google Inc. is digitalizing books and street images, such digital data will help Google to index, visualize and offer online street maps and books worldwide. Google Inc. is converting physical things like books, scientific sources and cities into digital data, in order to index such data. It seems like Google wants a monopoly of the digital infrastructure and it wants to index the whole world.

2.3.2 Connecting businesses with consumers

That there is a lot of data on the internet is one characteristic, yet another is that methods to find information within that data not always work in an effective way. There exists an overload of data on the internet; therefore it is necessary to filter useful information out of the abundant digital data, information that suits individual purposes. 


Google is a well-known example of an intermediary between internet searchers (demand of information) and websites (supply of data). For many industries Google plays a crucial role, because Google gives industries access to millions of potential consumers. Google is world’s most famous brand, even better known than Coca-Cola. Easy findable companies appear high in Google’s ranked index system and have large sales potential. Jeff Jarvis did research on Google and he thinks that companies should adopt Google into their business strategy; companies should follow the rules of Google in order to reach success. According to Jarvis it is crucial for businesses to have a website that has all the answers for the consumers and most important; it should be searchable for Google. If you are not searchable, you will not be found (Jarvis 2009:40). That would mean an increasing dominant power of Google Inc. in the information infrastructure. Access to books, images, text, video and music will be controlled by Google.


Google is indexing internet data and offers access for potential consumers to use Google’s search engine in order to transform data into personal information. During such transformation the potential consumer is in hands of Google’s business strategy.

The knowledge and innovations of Google’s search engine changed the information infrastructure. Any user of the internet can find information through the search services of Google, yet there is a difference between finding information and actually having access to information. In other words, Google’s search engine hooks internet users up with websites and Google is functioning as an information intermediary. As an internet user in search for specific information it is possible to find appropriate websites by using services of Google, the searchers get linked with websites which possibly contain the demanded information. However, Google can not guarantee that the internet users will get access to demanded information on the redirected websites. Google just sends the internet user to another website. Google could be described metaphorically as the digital highway; a digital infrastructure. The ‘road signs’ direct the internet users to their places of destination, yet upon reaching the destination it can turn out to be a disappointment. The intermediary search services of Google give internet users access to websites, yet not always access to the demanded information. Sometimes the search results of Google do not suit your demands. Google just offers a mechanical information infrastructure. Google does not want to own the content it searches; it wants knowledge to be free online so it can organize more of it (Jarvis 2009:77).

Internet is big business and Google is the dominant player in the internet business economy (Jarvis, 2009). Google Inc. earns money with advertisement deals. The business and commerce contracts with Google have major impact on the global economy. Google is market leader in the search business. Google offers free services to the public, paid from income of advertisement. The internet’s open marketplace of information is a challenge for business (Jarvis 2009:76). Google’s free public services made Google dominantly popular, its popularity made Google so important that they also control the advertisement business. Organisations on the internet compete with each other through struggle for the best accessibility within Google’s public search services and advertisement contracts with Google Inc. The masses have picked Google and therefore it is the platform where e-business unfolded.
2.4 Why is e-business changing into social computing?

E-business on the internet is getting replaced by social computing. E-business was about changing the supply chain, creators and users were connected directly. Disintermediation took place, because e-business took over the function of the middlemen. E-business consumers can buy goods directly from the producers. The removal of intermediaries in the supply chain made the internet revolutionary.
Social computing means that structures within social science get implemented in ICT. Social computing causes that creators and users not only are directly connected, they also communicate reciprocally. Creators and users will have online conversations; social structures get implemented into technological platforms on the internet. For example, online forums and blogs are communication platforms were creators and users can share their opinions. Social computing enables collaboration and interaction.

2.4.1 From “e-business 1.0” to “e-business 2.0”?
It could be stated that e-business will not diminish, yet it will take new shapes. It could be called e-business 2.0, yet 2.0 is a fancy term. However, e-business “1.0” (or call it conventional e-business as described in 2.1.1) were static systems where company’s supply side was connected - with a one-way communication system - with its demand side, with the use of static electronic communication technology. E-business 2.0 would mean that it is executed from Web 2.0 technologies and therefore it is based on dynamic communication systems. Dynamic electronic communication technologies provide that it is possible to have different contacts between businesses and costumers, on a multi-way communication system. In other words, e-business 1.0 means that the costumers can contact businesses in a static one-way manner, while through e-business 2.0 it is possible to have real conversational contact between costumers and businesses.
2.4.2 Towards social computing

The amount of internet users will increase; more individuals over the whole world will be able to surf on the internet. Internet will play an even larger role in the future, not only internet through computers also internet on mobile phones. In 2002, there were already 700 million mobile internet users, the amount of mobile internet users is growing rapidly and it is even assumable that mobile internet usage will overgrow the users who access the internet through phone lines and wired networks (Dasgupta, Lall, and Wheeler 2005:7). Integrated ICT is emerging in the mobile phone industry, the adoption of this technological change provides a build-up toward the ICT 3.0 period that will start in 2010 (Bloem et al. 2009:38). Social computing through mobile phones will be fully adopted during the middle of the ICT 3.0 period. The emerging adaptation of technological developments to mobile internet connection will have strong impacts on digital culture. For example Apple’s iPhone is a mobile phone that is able to connect to social media and it can surf mobile on the internet. An owner of an iPhone could walk on the street and meet a girl, when he asks her name he can instantly check her profiles on network websites on his iPhone. When she has profiles on network websites like for instance Facebook he is able to find out a lot of information about the girl he just met. After the year 2025 (NBIC era) it is even possible that you receive (download) information about a person when you just look at him or her, because ICT will in that time be implemented in the human body. The information on the internet will make or break reputations, if everyone will check on the internet what information exist about others then it could affect the way people get along. If people download and upload information or imaginations of each other it will be a big step for cyberculture. However, we are not there yet, it is now the time of grown-up e-business. During 2009 it is still the age of e-business, yet in a period of transition. Social computing has entered the internet and it will slowly take over the e‑business based websites. The rise of e-business was facilitated by Google.com, without Google e-business would not be as big as it is now. Although e-business is slowly diminishing into social computing the internet is still based mainly on e-business activities. 

2.5 Effects of social computing

Far into the future technology will mingle with biology, yet first technology mingles with social science. Social elements are implemented into internet applications. For example, advertisements in Google’s Gmail, they are adjusted to the content of your e-mail. Social values become relevant; technology gets adapted to social aspects. The way social aspects are implemented into technologies can be based on keywords and not yet working from physical emotions. For example, Gmail filters the content of your e-mails in order to adjust their advertisements to your interests (targeted advertisements). This form of social computing is fully based on keywords; the system counts words and calculates which advertisement fits best for your e-mails (Google 2007). Such a system only counts keywords but cannot account for emotions and meanings. Because the social computing system of Gmail is based on keywords it is possible to trick this system. Their targeted advertisements will not be shown when you have catastrophic or tragic content in your e-mail. Artist Joe McKay has a publication on the internet about tricking Gmail’s advertisement system: When sending an email to a gmail user include a sentence or two that mentions catastrophic events or tragedies. Google does not use humans to read your email, only computers. These computers search for keywords that trigger the advertisements, however, if they happen to find a catastrophic event or tragedy Google errs on the side of good taste and removes the ads altogether. If the message runs long google turns the ads back on, however, if you add another "sensitive" word they go off again. After extensive testing I've discovered you need 1 catastrophic event or tragedy for every 167 words in the rest of the email. I usually toss in a couple extra for good measure (McKay 2009). I have tested McKay’s theory together with a friend, he sent me an e-mail with content that is not popular for advertisers. He sent me a short e-mail with the link of the article of McKay:

http://homepage.mac.com/joester5/art/gmail.html

groetjes

marcel

ps 9/11, war, paedophile, suicide, communism, murder
Because of the last sentence in his e-mail, I did not receive “sponsored” links (targeted advertisements) next to this e-mail. It is possible to bypass the advertisements of Google’s free e-mail service, yet it is not always appropriate to add commercially unpopular words into your e-mails.

Social computing is on the rise, it is implemented in commercial applications like Gmail’s targeted advertisements or Amazon’s targeted recommendations. Yet social computing can be implemented in non-commercial ways too, for example, Wikipedia’s collective intelligence system or Youtube’s platforms for comments under their movies, which let people to share their opinions. Social computing is not always working perfectly, because it usually is executed by computers and not by human beings. Computers have constrains; they are great for calculations and databases, yet they are not as intelligent as humans are. For social computing this means that such systems can only be smart or intelligent when humans control such systems. When computers execute social computing applications, it is bound to the restrictive intelligence of computers. In order to create intelligent social computing applications it is necessary to control such applications by humans, however such control is labour-intensive. Human intelligence becomes scarce when applications and data are overwhelming, humans’ productivity is limited and therefore it is impossible to replace or check all the computer-generated applications on the internet by human intelligence. Professor Trent Batson states that Web 2.0 technologies are learning and improving, but human intelligence is still needed to define knowledge and information domains and how new artifacts or data fit into those domains (Batson 2008). Batson’s notion also applies to social computing; human intelligence is required in order to organize properly. Social computing platforms and applications require human labour for their maintenance; the systems need to be checked by intelligent humans in order to make technology fit into culture.
Chapter 3: Why the internet economy is complex

The internet business market is extending and social computing is increasing. During the e-business era (1995-2010) organisations have connected supply with demand by the use of electronic communications. In the age of social computing (2010-2025) organisations will connect supply with demand by the use of social media. This ‘social’ element is increasing and has economic and cultural consequences. Social computing realizes social platforms like Youtube and systems that are adjusted to human behaviour like targeted advertisements. The internet has the ability to offer new opportunities. The internet is a virtual world with special characteristics and economic consequences. After I interviewed ICT expert Krijn Schuurman, I was able to do research on the current developments within ICT. His broad knowledge about ICT matters was the ideal start for my study of the internet. This chapter will describe the special qualities and opportunities of the internet.
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Krijn Schuurman
3.1 Subjective aspects of informational and symbolic goods 

The growth of internet usage will enlarge sales potentials and therefore it could lead to lower production costs because of economies of scale. Economies of scale in production occur when the unit cost of output falls as output rises (Heilbrun and C. M. Gray 2001:147). Computer hardware and peripheral equipments such as monitor screens, internal memory and hard disks are cheaper in production when more is produced. With the notion of economies of scale in mind, it is obvious that the prices of computer hardware and internet connections have dropped. Economies of scales also apply to data centres, the more servers they have, the more the price drops per extra unit. Broadband megabytes on the internet are being purchased in big amounts in exchange for decreasing prices (Anderson 2006:101). Because of productivity and efficiency, it is possible for data centres to let the unit cost per output fall when their output is rising. Yet economies of scale do not apply to all products that are related to the internet.

Rules that apply for mainstream economics partly hold good for internet economics. Physical products like computer hardware can be approached with rules of mainstream economics, yet intangible goods contain symbolic value - like social networks or news websites – and require a different economic approach. Symbolic goods are products, like movies or songs, whose values are contained not in physical properties or even in intangible qualities but in symbolic meanings – ideas, images, emotions and experiences (Bilton 2007:138). During the consumption of symbolic goods it is the moment wherein meaning and value is ‘re’created, for example when listening to music all kinds of feelings can be created inside yourself. Symbolic content like a YouTube movie has its value almost entirely contained in the symbolic meanings we extract from sound, colour, emotion and narrative (Bilton 2007:138). Creative markets produce more symbolic goods (ideas, movies, music, experiences and images) and there exists no correlation between input and output in this industry, processes are unpredictable and discontinuous (Bilton 2007). The unpredictable and asymmetric relation between production and distribution makes the creative industry complex (Bilton 2007:xvii).

After the globalizational effect of the internet, informational and symbolic goods have emerged (Kundnani 1998:50). Information, knowledge and symbols become more and more important in the internet economy. There is on the internet a lot of attention for the symbolic component style; websites change their style continuous in order to compete with others in the market. Differences in symbolic values and prestige between websites affect the visitor numbers. Presently, the social network website Facebook has more symbolic capital in comparison to its competitor MySpace; as a result Myspace loses visitors (Weiner 2009). Facebook offers usernames and profile names as a prestige, it presents that a good profile name will help for meeting others. The company claims that Barack Obama got his Facebook profile name early, because he did not want to lose his preferred vanity username to someone else in the stampede. The symbolic value of names causes that profile names become scarce, everyone is seeking for the best names and some names are quickly gone. Pierre Bourdieu defines symbolic capital as “charisma,” which is “a magical power” that is accumulated through recognition, prestige, and honor (Bourdieu 1998:102). Such capital cannot be expressed in monetary terms. The economic values of such symbolic goods are dependent on subjective interpretations of meanings.
Organisations that are active on the internet want its visitors to feel good. On the internet a lot of non-physical products are being consumed and they produce intangible experiences (Pine and Gilmore 1999:20). Most internet goods are experience goods, like online music consumption, or watching YouTube movies, or reading online news or surfing through social networks. Because those individual consuming experiences vary, it is not possible to unify all experiences into one general framework. In politics this mistake is made when content of individual experiences is shunt into the appropriate general frameworks, like dictating a standpoint (Bourdieu 1984:464). Bourdieu stresses that generalizations do not apply for experiences. The consumer experiences of intangible goods are not universal and therefore the internet has many intangible and complex components in its economy. 
3.2 Complex determinants in the internet economy

The internet’s virtual aspects created new opportunities on the web. In the physical world it is impossible to start a store that offers as many goods as Amazon.com does; virtual “shelves” are abundant and physical shelves are scarce. In the physical world shelves are limited because of the high-priced commercial real estate per square meter, owners have to adjust their type of products to their sales potentials in order to cover the costs per square meter. Property in the physical world is scarce and popular properties are expensive, while on the internet property and space consists of bytes. Domain names and internet space can be obtained for relatively low costs and therefore the internet offers the possibility to supply all type of goods for relatively low investments costs. People can start businesses from their laptop; they buy a domain name and space and build a webshop, from that time on they are 24/7 opened. As a result the internet offers an overwhelming oversupply of web shops. The next paragraphs treat all the different virtual aspects of the internet that are complicating the internet economy.

3.2.1 Dematerialized and informational intensive goods

Due to technological changes the internet economy changes continuously. Existing routines are challenged and hybridized by new ones in a Schumpeterian “destructive creation” process (Brousseau and Curien 2007:19). Creative destruction is an apt description of economic change. If an organisation never adapts, then they will be replaced by other developed organisations. New technological, organisational or social patterns of behaviour are the fuel of economic change (Metcalfe 1998:3). The internet is a creative breeding place; therefore it produces rather unexpected effects. One effect is that markets tend to greater segmentation. Another effect is that information is becoming a free input rather than a valuable output. The economics of the internet are more complex in comparison to mainstream economics. Terms as information economy, digital economy and internet economy have in common that they are about intangible values. Such values bring on complex characteristics. The internet’s virtuality provides all kinds of intangible activities; as a result the internet changed the allocation of supply and demand.

Firstly, through the internet the “dematerialization” of information is taken to its ultimate stage. Even money is dematerialized; electronic transactions are transferring electronic money. The internet allows circulation of information content – texts, sounds and images – free of any physical packaging (Brousseau and Curien 2007:19). The reproduction of digital goods costs almost nothing; with just one mouse click content can be copied infinitely without losing quality.

Secondly, through the internet an increasingly large share of goods has become “information intensive” (Brousseau and Curien 2007:20). Internet users need specific “know-how” to make one's way through the web, new type of websites require new skills from its users. People’s internet skills will determine people’s internet success. With good internet skills it is possible to find everything you need, yet with bad internet skills you really have to be lucky during your search.

3.2.2 Network reliability and decentralisation on cyberspace

The internet made it possible to have conversations independent from time and place. According to philosopher Jos de Mul Cyberspace refers to computer network generated virtual spaces, like websites and e-mail. Cyberspace is always relying on computer networks (Mul 2009b). Because the internet economy takes place in cyberspace, it is crucial to look at the economic aspects of networked computers. According to Kevin Kelly cyberspace is a resource that increases the more it is used; such characteristic is called network economics. Yet Kelly stresses that the increase of networks will decrease control (Kelly 1994).

Kelly describes in his book (1994) Out of Control the power of networking and he makes assumptions about the future. He thinks that companies in the future will network and therefore they will decentralize, spread their distribution, become collaborative and they will be more adaptive (Kelly 1994:189). Because of increased decentralisation combined with the ultimate stage of dematerialisation on the internet the complexity of company’s structure increases. Complex electronic communication technologies and large external network webs through cyberspace will affect the new company.

 Kelly stresses that network intensity will increase in companies, it will even affect companies’ self-image. Companies will extend their internal network outward to include all those with whom the company interacts in the marketplace (Kelly 1994:188). From this approach the costumer, employees and suppliers will be considered as part of the company.

Kelly is focussed on shifts in digital culture and he stresses that as we shape technology, it shapes us. We are connecting everything to everything, and so our entire culture is migrating to a "network culture" and a new network economics (Kelly 2003). Thus, companies are consisting of networks. The role of costumers will change, companies will collaborate continuously with consumers in order to improve costumer use (Kelly 1994:200). In other words, companies will approach their costumers in order to fully optimize their products to the costumers needs. Costumers will become more responsible and providers will search for the right costumer in the chaotic web of infinite communications. This general decentralisation of power and control makes the internet economy complex because competitors are scattered over a web of collaborations which makes it harder to follow the steps of your competitors (Versteeg 2009). The notion of an organisation is changing, because organisations’ self image is changing. In the past organisations were considered centralized and fixed collaborations. Nowadays organizations can also be flexible and decentralized. Organisations consider themselves as dynamic collaborators, in other words, organisations are dynamically changing networks. Thus, inside the network means inside the organisation.

3.2.3 Network mentality provides collective intelligence

One could speak about the rise of digital culture and digital cultural experiences. However, in the field of cultural economics knowledge about contemporary internet culture is often missing. Internet cultures are expected to become more and more relevant for cultural economics (Cowen 2008:272). Internet is changing in form; the mobility of internet is evolving. In Japan the evolution of internet on mobile phones started, which nowadays is spreading worldwide. Personal taste and media can be shared on the internet with computers and even on mobile devices like phones. Digital culture is an effect of digitalization and innovation. Digitalized media is infinitely reproducible and stored in digital format. Images, sounds, texts and data are digitalized on the web; this running evolution has major effects on digital culture. Digital culture refers to ways of thinking and doing that are embodied within technology (Dijk 2006:190). The ambitious scale of digitalization on internet had affected digital culture enormously.

On the internet people collaborate with each other in large scale, such network culture will increase in the future (Kelly 1994:202). Because there are no constrains according to time and space on the internet, people can collaborate with others from over the world without knowing each other in the physical world. The network culture connects everything with everything; it will be linked into vast webs of networks at many levels (Kelly 1994:201). Complex networks will replace autonomy. On the internet many websites, text and information are linked together by hyperlinks. From one website the internet users comes to another. The internet user finds it way in an immense large interconnected web; surfing is networking in cyberspace. 
The role of recommendations is crucial in the internet economy (Anderson 2009). The internet today is offering many free services and products. Recommendations can bring specific products or services to the attention. An internet user is just one of a crowd and often they are sensitive for the opinion of the total crowd. For example, top ten lists on the internet are very popular; internet surfers like to click on recommendation lists with the most visited, voted, listened, viewed results (Schuurman 2009).
The internet is a place where people make contact with each other easily without having constrains according to time and space. As a result, there emerged a network mentality; individuals contribute for the sake of the common. People feel responsible to collaborate. Collaborative structures like Wikipedia and Youtube, are fully dependent to such a network mentality. The network mentality on the internet can be compared with the collaboration of ants in nature. Ants create large structures because they have the quality to divide work into individual tasks that contribute the common interest. 
The internet facilitates the phenomena of swarm intelligence, which is also named collaborative filtering or collective intelligence. Collective intelligence is originally referred to collective behaviour arising among social insects. Natural examples of systems with swarm intelligence are ant communities, as well as the behaviour of birds, fish and many mammals in flocks and herds. Swarm intelligence is a hypothesis stating that even though individual people do not know something in great detail, sufficiently precise knowledge can be obtained by aggregating the knowledge of many people. The idea is holistic: the whole is more than the sum of its parts (Kangas et al. 2007:13-14). All specific knowledge is linked together; Wikipedia is a well known example of an encyclopaedia created by swarm intelligence. Collaborative filtering is synonymous with swarm intelligence; it is about the opinion of the crowd. Collaborative filtering is like online voting systems, the system lets the crowd decide what is good and what is bad (Howe 2008:222). This decentralisation of supply and knowledge is creating large interconnected and complex network structures, like the one of Wikipedia.

3.2.4 Outsourcing of data: towards a complex cloud of networks

The book Out of Control of Kevin Kelly had a visionary tone, yet, current developments go hand in hand with the issues in his book. As an example; the decentralization, dematerialisation and decrease of control is nowadays reflected in the form of cloud computing. Cloud computing (or on-demand computing, software as a service, or the Internet as platform) means that data and programs reside on unseen computers, whereabouts unknown, possibly scattered across continents (Hayes 2008:9). The term cloud computing is the most common one. The CEO of ICT company Sogeti, Jeroen Versteeg, explained during the interview that the cloud refers to the internet; the cloud is the internet (Versteeg 2009). Cloud computing happens when programs, websites or services are stored and executed from the internet instead of your own pc.  The cloud is the internet and computing is about the interface.
Virtualization within cloud computing refers to the interface between the user and the internet, it is the enabling technology of clouds, as it is the basis for features such as, on demand sharing of resources, security by isolation and software services (Vaquero et al. 2009:54). Thus, cloud computing runs from the internet and its interface needs to be adjusted to the logged on users. Virtualization is about creating a user-friendly interface between data on the internet and its logged on users; computing from the internet requires interface. Cloud computing is typically exploited by subscription-based models or a pay-per-use model in which guarantees are offered by the infrastructure provider (Vaquero et al. 2009:51). Such guarantees can refer to safety, accessibility and sustainability of data and programs in the cloud. Infrastructure providers are data centres that control the server computers of the internet; they store website data and control data traffic. Cloud computing will become bigger and bigger, because it is about the internet (Versteeg 2009). Cloud computing is a popular marketing term, while it just means that applications are generated from the internet with a user friendly virtualized interface. Yet, do e-marketers and ICT account managers exactly know about the infrastructure behind the internet? In order to understand the meaning of cloud computing it is necessary to understand how the internet works. 
The internet is a network of computers, which is connected and accessible through an internet connection. The networks of computers – or call it the internet - are in large scale facilitated in data centres. A data centre is a facility used to house computer systems in an efficient way. Data centres are scattered over the world. I contacted a promising data centre in The Netherlands in the hope they would contribute to this study. EvoSwitch is a data centre located in Haarlem based on climate-neutral operations. After convincing Koen Stegeman from the PR of EvoSwitch it was possible to visit the highly secured server hosting halls of the company, in other words, I was invited to take a walk inside the “cloud”. Together with two good friends - a professional photographer and a young internet surfer - I visited EvoSwitch.
Evoswitch is an infrastructure provider; companies can outsource their ICT infrastructure to EvoSwitch. Companies can store their websites on the server facilities of EvoSwitch. As an infrastructure provider, EvoSwitch guarantees that the servers are housed as efficient and sustainable as possible in a highly secured environment. During our visit we were confronted with several safety measures, it felt much like a James Bond movie. The employee who guided us through the company told that EvoSwitch has data traffic of an average of 400 Gigabytes per second, which is like approximately 100.000 mp3 songs per second.
The guiding employee showed us the server row of Wikipedia, EvoSwitch hosts around 17 percent of Wikimedia Foundation's servers (Donoghue 2009). The social network website Hyves.nl is also hosted by EvoSwitch. The safety measures of EvoSwitch are comprehensible; failures of Wikipedia’s servers at EvoSwitch will also mean failures on the internet. 
All the servers are stored in cooled tunnels in order to avoid inefficient energy losses. The sound of the cooling systems was enormous; the photo on the cover of this study shows how the cooling system inside the server tunnel blows through the hair of Titia. She stands inside a cloud; a small part of the internet. It is even possible that people are logging on her Hyves profile while she is standing between the servers. She stands in the middle of a futuristic internet highway with high-speed data traffic; a windy cloud.
The outsourcing of data - cloud computing - has advantages and disadvantages. When applications are running from data centres scattered over the world then they are dependent to the performances of such data centres. On the other hand, entrepreneurs like EvoSwitch show that it is possible to operate in a climate neutral and efficient way. According to research of Forrester, companies in Europe are clearly taking the threat of business disruption from the effects of climate change more seriously, and moving their awareness into action more quickly, than companies in other parts of the world (Mines et al. 2008:3). Their report, The Dawn Of Green IT Services, also shows that companies will focus more on green solutions for ICT; companies want to reduce corporate energy consumption and they become more environmentally responsible. If all data centres can operate climate neutral in large scale - metaphorically speaking - the cloud will not produce acid rain anymore. The internet can become climate neutral. Cloud computing entails that data centres control more data and this creates a rise of subcontractors, because ICT is outsourced. The emerging of large data centres with environmentally responsible attitudes are leading to climate neutral structures, yet such systems are complex and based on technologically intensive operations. 
The advantage of cloud computing is that large data centres can operate in an efficient and climate neutral way, because of the notion of economies of scale. The more servers a data centre has; the more efficient such servers can be allocated into a green system. For example, if EvoSwitch expands its production of server space; the marginal costs will fall because of advantages in productivity and efficiency. 
The disadvantage of cloud computing refers to control. Outsourcing of data is a form of decentralization, with consequently a decrease of control. For example, I have a Gmail account and therefore all my e-mails are stored in the cloud. When Google’s private and corporate data centres fall out, I cannot send and receive e-mails anymore or in the worst case, I even lose all my e-mails. I am dependent to cloud computing services of Google and they are subsequently dependent to their complex data infrastructural systems. Cloud computing makes us more dependent to the data centres that store and control the data of the internet. 
3.2.5 Outsourcing of knowledge: the rise of crowdsourcing 

Sometimes companies, governments and communities are missing knowledge within their own network. Crowdsourcing means help from the crowd; the crowd as a source. The crowd contains more knowledge than single institutes; therefore, crowdsourcing attracts the attention of companies, governments and communities. Crowdsourcing occurs when the crowd is approached in order to solve problems or to contribute for the common. For example, a company uses the crowd as a source when they set up a contest in order to find a new name or slogan for their product. The Wikipedia encyclopaedia can also be considered as crowdsourcing, because the crowd is approached for its knowledge.
Social computing establishes communities on the internet. The adoption of social computing resulted that online shopping became a mutual collaboration between costumers and companies, because social computing applications like online forums provide that consumers and organisations can have conversations about products. The supply chain is the coordination of all supply activities of an organisation from its suppliers and partners to its costumers (Chaffey 2006:14). The supply chain in the internet economy has changed; costumers and vendors communicate online through multi-way communication platforms. Such conversations between costumers and vendors are according to Jeff Howe driving the future of business. Howe elaborates on the coevolved customers role in Kelly’s book out of control; coevolved means that costumers are continuously contributing to better costumers use (see: Kelly 1994:200). Thus, online products are never finished, because products improve continuously. Products offered through the internet are adjusted to the opinions of its customers dynamically. In Howe’s book (2009) Crowdsourcing he states that the production within business will become more democratic because consumers will participate and share in the productionprocess. The production side of the internet economy will be controlled more bottom-up instead of top-down, therefore the internet economy is dynamic.

According to Jeroen Versteeg, crowdsourcing will become a major attention point for many organisations in the future, because organisations need information and knowledge from the crowd (Versteeg 2009). Crowdsourcing is best facilitated through the internet; it reaches a large crowd in a relative cheap manner by one-to-many linkage (Versteeg 2009). As a result, the internet is a crowdsource medium where businesses, governments and communities are searching for valuable knowledge from the crowd. Dynamic bottom-up knowledge and control is unpredictable; suddenly crowdsourced stars step up from the crowd.
3.2.6 A dynamic shift in trust and loyalty

The internet connects many people, because it is independent to the factors time and place. With an internet connection, it is possible to log on to billions of websites worldwide. Virtual contact on the internet entails different social behaviour in comparison to the physical world. Through cyberspace people easily interact with strangers; the internet is open and accessible for the public.
In an online market, issues such as security, privacy and risk perceptions are important factors affecting consumers’ purchasing decision (Teo and Liu 2007:25). Trust in e-commerce influences the consumption. Trust is a crucial aspect for the adoption of e-commerce (Hunter and Tan 2008:186). The reputation of e-commerce vendors is based on trust; the most trusted vendors have the best reputation. Trust is about reducing social uncertainty and about the willingness to depend on others (Hunter and Tan 2008:197). The meaning, antecedents, and effects of trust are determined by culture (Hunter and Tan 2008:188). The attitudes and intentions of consumers towards participating in e-commerce have changed and led to more digital transactions. Since Amazon.com implemented safe online payment platforms, it was possible for consumers to buy books online with online payment. The security, privacy and risks of Amazon’s payment system are trusted and accepted by its costumers. E-commerce organisations like Amazon.com Inc. have strong reputations, which mean that consumers trust upon online transaction systems. Such successful organisations do not want to lose the trust of its customers. Acceptance of e-commerce within culture caused that large organisations have an urge to reduce social uncertainties for its costumers. 

The internet entails flexible and impersonal behaviour. The younger generation on the internet is flexible and not loyal to conventional brands; nowadays they change from brands easily (Versteeg 2009; Mul 2009b). Recommendations have a different effect on the internet; people trust the opinions on recommendatory websites, while they do not know from whom (in real life) these recommendations are coming from (Versteeg 2009). The internet is open to the public; it facilitates a more dynamic version of the real world, because it is virtual. The virtuality of the internet allows the internet surfer to act more flexible and therefore the younger internet generation jumps from one website to another without feeling guilty for breaking faith; they feel free to jump easily between companies and communities (Mul 2009b).
3.2.7 Disintermediation and free self service on the internet
The internet changed the supply chain, which resulted in disintermediation. While before it was necessary to buy goods from retail business, nowadays it is possible to buy products directly from producers. Producers offer their products directly to the public, for example the open source communities who offer their products online for free or the band Radiohead who offers tracks on their own website. The internet offers all kinds of products, mostly for free. These free products, like software or music, require a “self service” mentality. Open source software and peer to peer free sharing communities have the characteristic of being complicated in their use. Through internet forums people ask sometimes questions about free software, because such people need guidance and service. Free software does often not include free service or guidance; therefore it is subject to “self service”. However, not everyone is able to discover how free products on the internet work. They are not able to learn themselves - from free manuals - how free products work or what its meaning is, they can not interpret free products in a useful way. Within paid consumption it is normal to receive service or guidance. However, the free riders on the internet who ask for help and guidance on forums get often brushed off by acronyms like: RTFM. In clean its stands for “Read the fine manual”. On the internet all products can be purchased for free through legal or illegal paths, yet extras like service or guidance will cost you money. Free products are requiring a self-educated mentality; therefore the internet economy is reliable on “know-how” of usage, internet skills of consumers have enormous effects on the economy. The adoption of a self-taught attitude can have big impacts on the economy, for example piracy networks did followed from it. Peer to peer piracy networks have radically changed the music industry. 

3.2.8 Increasing market segmentation on the internet

Because of the growth of the internet the amount of websites have grew and websites became more divers. On the internet there are niches for every sort of specialty. The internet is offering a rich variety of possibilities for newcomers because of online independency of factors time and space. The development of online infrastructure caused also a globalization of communities. Through the internet it is possible to communicate with people from all over the world.

Because of internet’s independence of time and place, many niche communities emerged. The e-marketers try to take advantage of online social communities; every specific online demand will be commercially served (Schuurman 2009). Chris Anderson is editor in chief of Wired magazine, in his book The Long Tail: Why the Future of Business Is Selling Less of More (2006) he explains why many niche markets exist on the internet. The greater segmentation of markets is according to Anderson possible because of the unlimited space on the internet. On the internet it is possible to offer goods independent to time and space and the “shelves” are almost infinite (Anderson 2006:101-104). A physical retail business requires a depot and it needs shelves in order to sell. Shelves cost the business money and therefore the shelves are stocked with best sellable goods. The physical retail business does not stock shelves with hard sellable niche products, yet on the internet it is possible to offer many hard sellable niche products because it is relatively cheap to add those to their website. Bytes on the internet are - because of economies of scale - very cheap in comparison to property space within commercial real estate. Internet is the perfect showroom for a relatively low price, therefore it is possible to find and buy so many niche products on the internet.
3.3 Does virtuality fits in mainstream economics?
Dematerialisation on the internet made everything electronic and easily copyable. This chapter showed how virtual aspects of the internet are complicating the internet economy. The internet economy is much more dynamic than mainstream economies. For example, the virtual aspects of the internet are affecting the behaviour of people on the net; internet surfers are flexible and they do not stick to conventional habits. The internet user follows recommendations from websites and feels not bounded to certain brands. When recommendatory websites publish negative experiences about products, it will affect internet behaviour of users. The internet is a complex web of decentralized factors. Anyone is capable to start a website and share his or her opinions to the public. The internet is like a gigantic anthill; the sum of millions builds it and it is open to the public. This openness on the internet causes that self-made individuals can become successful; they are coming up from nowhere. The internet gives opportunities for creative individuals; success emerges from unexpected places. The internet economy is exceptional because of all its virtual aspects and shifts in behaviour; expectations for the internet economy’s future are incalculable and unforeseeable. 
Pure quantitative methods for analyzing the internet economy are not enough. It is necessary to find methods for investigating qualitative aspects like cyberculture and social internet behaviour. The complex layers of internet activities can not be unveiled by just using quantitative methods. Qualitative aspects have to be included in the analysis in order to understand the meaning and effects of the internet. The internet is a continuous changing medium and it is of utmost importance to explore the many effects on its users. Mainstream economics is based on mathematical principles, as described in this chapter the internet economy is complex and therefore it requires a different approach in order to uncover all its phenomena.

Chapter 4: Theories on values, gifts, excess and attention

The virtuality of the internet enabled some cultural and social manifestations. Internet became part of our culture. The virtual possibilities of dematerialised easy copyable goods caused that individuals and little communities easily can create identity on the net. The internet is open to anyone; thus, it generated an overwhelming diversity of cultural manifestations and niches. Every fantasy in the real world can be virtualised on the internet, there is room for everything and it is open for us all. In order to unveil the cultural and social consequences of the internet, this chapter introduces cultural economic theories on values, gifts, excess and attention.

4.1 Values beyond price

The value of something refers to what it is worth. The valuations of commodities are mostly based on prices. Yet does a price cover the total value of something? Are for example expensive paintings by definition better than cheaper paintings? Or, would you like to marry an unbearably unattractive yet rich person? Price tags do not comprehend what something is worth in totality; it is often just a component. For example, if you receive a rose from the one and only then the price will not matter. Cultural economist David Throsby puts it as follows: prices do not reflect the consumers’ surplus enjoyed by purchasers of a commodity (Throsby 2001:23). Therefore, he stresses that price theory is just a part of value theory.

Valuations can be divided in three aspects: economic, cultural and social. Economic values are significant in Western society; people know the price of everything. Yet, some things are priceless, because of cultural and social excess values. For example, when I am overwhelmingly in love, the joy from a dinner will be priceless. However, social and cultural valuations are unpopular in economics. 

4.2 Economic values, social values and cultural values
Economic values refer to the prices of things, or their exchange value. As David Throsby explains, in the economic domain, values has to do with utility, price and the worth that individuals or markets assign to commodities (Throsby 2001:19). According to cultural economist Arjo Klamer, economic values are attracting the most attention (Klamer 2004:147).
For the economic valuation of cultural goods and services, it is necessary to distinguish private- and public-goods, or even mixed goods (Throsby 2001:23). Throsby explains that a famous painting can be sold in the private market as a private-good and at the same time be beneficial as a public-good for the public. Public-goods have no observable prices available; the economic value of public-good consumption is hard to measure (Throsby 2001:23).

Social values operate in the context of interpersonal relationships, groups, communities and societies (Klamer 2004:149). Economic interests can disrupt the authenticity of kindness, for instance when a vender acts nice just because he wants to palm something off on someone. Transparency is influential in the realm of social values; people want to be treated sincere. People appreciate genuine and kind behaviour in their social relations. Lies and betrayal will depreciate the social value.

Cultural values can be considered as the most complex ones, because there are several other values involved. According to Throsby, cultural value could contains: aesthetic value, spiritual value, social value, historical value, symbolic value and authenticity value (Throsby 2001:28-29). The cultural value of something is complex because it embraces many factors. Yet it is considerable to strive for an increase of cultural value, Klamer states cultural profit as follows: Unlike economic capital, however, cultural capital (and also social capital) does not depreciate in usage, but rather tends to increase in value. When I visit a museum, I use my cultural capital in order to make sense of what I am seeing and experiencing, and by doing so I add to my cultural capital: because of this experience I may have a more intense experience the next time around (Klamer 2004:152).
4.2 The gift economy

Anyone is familiar with gift-giving, gift-receiving and gift-acceptance. A gift always has a reason, a double meaning. Otherwise it is not a gift; it is a transaction that provides and acknowledges social ties (Komter 1997:9). When someone wants a social bond with someone else, it can be realized and maintained by gift exchanges. There is a difference between market exchange and gift exchange. Market transactions are beforehand settled by agreements based on quid pro quo (From the Latin meaning "something for something"). When is something a gift? Something is a gift when there is no agreement beforehand; you can do with it what you like. For example, a sponsor contract is not a gift exchange, because the rules of the contract are specified before the transaction takes place. Yet, it is an unspoken rule to treat gifts with respect and to give something back at a certain time. What would then be a pure gift? A pure gift or also called radical gift occurs when a gift could be received without any engagement. For example, a present for my birthday is no radical gift, because after receiving it the giver will expect a gift back at a certain time.
In general, business companies see sponsoring things as a functional approach to marketing and it is in service of the representation of the company (Hitters 1996:208). With a gift transaction this is different, because it is not beforehand determined what the “rules” of the gift will be. For the gifts I received from friends I never had to sign a contract. Gifts are redundant transactions insofar as they are not due to conformity to norms (Cheal 1988:12).


The theory of the gift economy is based on the findings of Marcel Mauss, his Potlatch theory is often referred to. He created a rational system of gift exchange. As a counter movement, philosopher George Bataille created a system of gift exchange that goes beyond rationality.

4.2.1 The rational theory of Potlatch

Gifts circulate in an economy of its own, with gift demand and gift supply. Gifts take place within a system and Marcel Mauss was the first researcher who discovered this during his field research on tribes in North West America. In his famous book The Gift: The Form and Reason for Exchange in Archaic Societies he describes a ritual practice by with tribes either gives away or destroys an enormous quantity of its own wealth, the ritual is called Potlatch (Mauss 1990). The potlatch is a ritual wherein competing tribes destroy their own wealth in order to impress, obligate and humiliate the other tribe. The recipient tribe has to erase the humiliation and take up the challenge; he must satisfy the obligation that was contracted by accepting. He can only reply, a short time later, by means of a new potlatch, more generous than the first: he must pay back with interest (Bataille 1997:202). Superior was the tribe who carried on the most extreme sacrifices. Mauss was inspired by this gift-giving, gift-receiving and gift-accepting within this calculated gift economy. After the Potlatch investigation, Mauss concluded that the essential feature of gift transactions are the obligation to give, the obligation to receive and the obligation to make a return for gifts received (Cheal 1988:2). 

4.2.2 The irrational theory of Potlatch

Mauss was a sociologist who had Alfred Métraux as a faithful student. Métraux was a friend of George Bataille and he introduced him Mauss’s discoveries of the Potlatch theory. Bataille was intrigued by this theory, especially about the sacrificial part. However, Mauss as an implacable rationalist (Marcel 2003:142), was not interested in the irrational thoughts of Bataille (Marcel 2003:147). Bataille‘s theory of Potlatch divers from the one of Mauss. According to Bataille, the Potlatch ritual was just for a part existing of rational obligations, it also embodies irrational expenditures of excessive energies. In the article Bataille and Mauss: a dialoge of the deaf? Jean-Christophe Marcel describes Bataille’s perspective of the Potlatch as follows: What potlatch teaches is humanity’s fundamental ambiguity. Even if he remains eager to acquire wealth, the human being must in fact waste the excess (Marcel 2003:144). The crucial difference between the theory of Bataille and Mauss comprises the irrational aspects of sacrifice that Bataille adds on the theory of Mauss. Bataille acknowledged the rational aspects of the Potlatch, yet he wants to finish the theory by also recognizing the irrational aspects. According to Bataille, the irrational aspect of the Potlatch is considering the expenditure of surplus. The material surplus of the Indian tribes could be accumulated by saving, yet the tribe wants power and therefore it needs to expend its own wealth. Bataille describes this as a sacrifice that is irrational and rational at the same time: The exemplary virtue of the potlatch is given in this possibility for man to grasp what eludes him, to become the limitless movements of the universe with the limit that belongs to him (Bataille 1997:203-204). We all need to give away, lose or destroy our accumulations of surplus once and this is according to Bataille an inevitable fact. 

4.3 The philosophy of excess
George Bataille is a philosopher who is greatly inspired by the work of Friedrich Nietzsche. Nietzsche’s rational “apollinisch” and irrational “dionysisch” distinctions are reflected in Bataille’s excess philosophy. Bataille distinguishes rational economics and irrational economics. Bataille’s restricted economics is to be understood in the sense of Nietzsche’s “apollinisch” thinking; fully based on rational thinking. According to Bataille, there is a world outside rationalism. When you exceed the rational and restrictive world; you enter the “dionysisch” realm of irrationality, Bataille’s calls this outside world general economics. 
4.4 Beyond mainstream economics
Mainstream economics is a rational system with conventional economic rules. Such rules are based on calculated utility, profit, and efficient production (Benammar 2004:4). Immeasurable aspects go beyond the conventional economic way of thinking; such aspects are considered in mainstream economics just as things are. For example, conventional economists are considering the preferences of consumers as given.

Bataille is a remarkable and alternative philosopher whom thoughts become increasingly popular within Anglo-Saxon literature (Richardson 1994). Bataille strove toward all-encompassing totality within his thoughts (Richardson 1994:4). Thus, he considered economics as an indispensable part of philosophy and for the sake of totality he approached economics through all-encompassing thinking (Richardson 1994:35). The all-encompassing method of Bataille means that he had attention for rational as well ass irrational theory. His economic theory goes beyond the measurable rules of mainstream economics, because his general economics encompasses Nietzsche’s irrationality of “dionysisch”. Bataille considered mainstream economics as a restricted way of thinking; therefore, he developed a different economic theory.

4.5 The accursed share

In Bataille’s book entitled La part Maudite (translated into English as: ‘The Accursed Share’) he makes a distinction between economy in a restricted and a general form. According to Bataille, a restricted economy is a system resulting from anxiety and fear. A general economy, on the other hand, is a Nietzschean energetic model within which actions are generated by freedom and exuberance (Bataille 1991:13-14). Both economic studies are in an overproduction crisis. A restricted economy produces a surplus of knowledge and property, and a general economy produces a surplus of excessive energy. Bataille calls these surpluses the accursed part, because it cannot endlessly be suppressed or saved up (Benammar 2004:2). Eventually, all these surpluses are spent. With respect to spending the surplus in a general economy, excessive energy is to be understood in the sense of Nietzsche ‘s Great Health: I feel good, I feel healthy, I feel the excessive energy of being alive, the energy that I waste with all my activity (Benammar 2004:2). Spending surpluses in a restricted economy takes place in a strategic manner, with the object of profiting from it in a calculating way. A very radical eruption of excessive accumulations in a restricted economy may even express itself in war (Bataille 1992:90-92). According to Bataille, the surpluses in a restricted as well as in a general economy are both doomed to be spent and therefore he speaks of an overproduction crisis.

4.5.1 Restricted economy: Overproduction at the root of anxiety and fear  

Bataille’s restricted economy is based on standard economic laws. A restricted economy of goods, services and financial values is based on measurable phenomena, which are placed within a supply- and demand framework. Value appraisal depends on the relative scarcity of the goods in question. The scarcity system of a restricted economy makes the assumption of a balanced world where investments are to be made in balance and sustainability (Groot 2003:291). Saving and utility are significant in a restricted economy. Expenditures must serve a useful purpose (utile), since useless expenditures (inutile) do not lead to expansion of knowledge and property. Within the system of scarcity, knowledge and property are accumulated by saving on all that is useless; nothing of what has been gained must be lost and all that is spent must be aimed at a profit to be collected later (Groot 2003:290). Within a restricted economy there is a part of the income that people do not need for their primary necessities of life. They want to spend this excessive part usefully or retain it by saving. In a restricted economy utility is put first and foremost, because new products are constantly being developed, generating new needs and consequently creating new scarcity (Benammar 2004:6).

4.5.2 General economy: Overproduction at the root of freedom and exuberance 

Bataille’s general economy comprises the restricted economy and more. For it also relates to immeasurable excesses. It is the economy of quotation and waste, based on the law of the universe (Groot 2003:290). In proportion to a restricted economy a general economy is more extensive, because it is related to the extraterrestrial. For instance, according to Bataille the sun is the source of our existence, the abundant solar energy is an excessive expenditure of which the most important characteristic is loss (Benammar 2004:1). The sun gives this energy free of charge because it is not aimed at a profit to be collected later; it is impossible for man to give the sun something in return. With their culture of sacrifice the Aztecs tried to pay back the sun god, but this can only be done in a ritual form. The sun pours out its energy onto the earth and thus generates more energy than human beings need. Man receives more energy than he actually requires in order to live. Consequently, man spends the extra energy on activities that are not necessary for existence. This excessive energy comprises all the energy man received that is surplus as regards the primary necessities of life. According to Bataille, human beings always spend excess energy on useless activities, because they are not directed towards the future but towards the present. The surplus of human energy, for instance, is spent uselessly, when people execute experimental activities which are pointless for the primary necessities of life. This ‘useless’, curious energy of man is expressed in experimental art, science and technology. Giving free rein to excessive energies is always a useless act, whereby pointless experiments are made so as to spend the surplus of accursed energy. However, human surplus energy can be spent in two ways: catastrophically or gloriously. Catastrophic spending is destructive and glorious spending is creative. For instance, young teenagers with too much testosterone tend to spend their surplus energy catastrophically by performing perilous capers. Great artists and creative spirits, on the other hand, have wasted glorious energy resulting in flourishing creations.

According to Bennamar, Bataille’s main insight is that the fundamental human problem is not the problem of scarcity, but the problem of spending surplus energy (Bennamar 2004:7). Bataille sees possibilities in the experimental and the useless, because the mere accumulation of ‘useful’ knowledge and property is a deadlocked system. The system will eventually breakout. The scheme on the next page shows six breakouts - spending of excessive energy - moving from the rational world to the irrational world.
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According to Bataille’s biographer, Michael Richardson, Bataille’s thoughts are requiring an active and intimate attitude: It is not possible to read his world in a conventional way; one needs to interrogate it, ask questions of it, take it into oneself and apply it through one’s own experience (Richardson 1994:15). In line of Bataille, I will try to apply his thoughts on the internet in the next chapter. Does his posed problem of abundance also count in a certain way for the internet?

4.6 The attention economy

Within attention economics, human attention is treated as a scarce commodity. Organisations and individuals attract attention from others and this is happening in the attention economy (Davenport and Beck 2002:10). Organisations want to attract attention from their customers, business partners, investors, or employees. Advertising is for organisations a way to receive attention. All organisations and individuals are information providers trying to attract attention (Davenport and Beck 2002:10). Information providers are seeking for information receivers, and attention brings these suppliers to demanders. The scarcity of attention works as follows: if attention goes one place then it cannot go another (Davenport and Beck 2002:11).
Attention is often treated synonymous with time, yet this is not the same. People say: ‘Time is money’. Nevertheless attention has to do with thoughts and not only with time, because it is possible to spend time without spending attention. For example, for this research I sought contact with Sogeti, in order to interview their CEO Jeroen Versteeg. I was not certain if he would have time for me, because CEO’s can hardly arrange extra time beside their engagements. I was happily surprised when his secretary called me to tell that he would do an interview of one hour. For my study it was necessary that I attract Versteeg’s attention for the information that I provided. I was lucky that he offered me his time, yet his continuous attention was far more valuable. During the interview his attention even caused that the interview lasted longer than expected.

4.6.1 Attention as a scarce commodity

Mihaly Csikszentmihalyi is a psychologist who has investigated how creativity works. In his book creativity he distinguishes the field and the domain. He explains that a domain refers to specific knowledge (Csikszentmihalyi 1997:41-43). The domains are specialized because domains diver in knowledge. With regard to attention, it is not possible for a human being to give every existing domain the same attention (Csikszentmihalyi 1998:52). For example, it is not possible to finish 100 Master studies in just two years. In order to overcome this attention scarcity we focus on specific domains and we become particular. According to Csikszentmihalyi, a field is consisting out of a group of experts on a certain domain. Those experts examine the performances of specific domains. An individual cannot be expert of all the different domains that exist and therefore attention is allocated as a scarce resource. The overproduction of art for example is leading to a problematic allocation of attention. It is not possible to give all the new productions of art over the world the same attention, as a response to that fact people only have particular attention (taste) to just a few art productions (Csikszentmihalyi 1998:52) According to Csikszentmihalyi this particularity is the result of the scarcity of attention. The different fields (the experts) are helping us with filtering what deserves attention from the information flow (Csikszentmihalyi 1998:52). For example, tourists will not be able to visit all the contemporary art galleries in New York just in one week. A tourist will follow the recommendations of famous art experts who write reviews and give interviews on television, such peers have influence in the decisions that tourist will make.

4.6.2 The modern attention economy

According to Kevin Kelly the modern attention economy is about adding valuable intangibles that can not be reproduced at any cost. He stresses that in the future  many consumer products will costs nothing to reproduce, because of digitalisation marginal costs will be almost zero. The extra costs per unit for reproducing digital content - like copying a digital song - are almost zero. Organisations used to charge their marginal expenses, yet marginal expenses are ignorable low in the future. According to Kelly organisations in the future will charge for their intangible added values. When copies are free, you need to sell things which can not be copied (Kelly 1998). He identifies these eight “uncopyable” values as: immediacy, personalization, interpretation, authenticity, accessibility, embodiment, patronage and “findability” (Kelly 1998).

· Immediacy considers the urge of people to be the first consumers. In the movie industry it is already proven that fancy consumers like to go to previews. Consumers like the newest products and they are willing to pay for that, even when the same product will be free available in a later stadium. 

· Personalization within products are also “uncopyable” values. When creators adjust their products precisely to the personal needs of consumers, the extra value will be intangible, “uncopyable” and personalized. As an example, Kelly states that books can be custom edited by the publishers to reflect the costumer’s own previous reading background. Such services would be a personalization where costumers would pay for.

· Interpretation is about the knowledge of usage. Products can be free, yet the support and guidance will cost you money. In that way copies of products will be free, yet people pay for the interpretation of what it means, what they can do with it, and how they have to use it.

· Authenticity can provide the certification that a product is bug free, reliable, and warranted. There is for example an overwhelming abundance of free software on the internet, yet the creators of free software do not guarantee that their products work efficiently and effectively. Internet users are prepared to pay for authenticity; it gives them a certainty of quality.

· Accessibility within creative digital works determines the usage of products. For example I have at home several bookshelves, only I have not organized them well and therefore my books can not easily be find again. On the internet organisations can help us by tending our "possessions" by subscribing to them. Such organisations will organize the data and your subscription will give you access to all your “possessions” from every device that is connected to the internet. Cloud computing (see paragraph 3.2.4) will increase and it facilitates this “uncopyable” value of accessibility. It will be possible to log on your “possessions” from anywhere; even when your house is burnt to ashes it is possible to log on to your digital content from the internet connection of your neighbours.

· Embodiment brings on a value that is not reproducible, for example the value of live concerts of pop stars. According to Kelly, even authors work like this: the book is free; the bodily talk is expensive.

· Patronage within creative digital works is about the support of the audience so they can show their appreciation. Such supporters only pay according to Kelly if it is very easy to do, a reasonable amount, and they feel certain the money will directly benefit the creators.
· Findability is considering the overload of choice on the internet and the importance of being found from the information overload. According to Kelly, findability is crucial; No matter what its price, a work has no value unless it is seen; unfound masterpieces are worthless. Free products on the internet are abundant and therefore they will not necessarily be popular, the abundant requests for our attention provide that being found becomes valuable.
Chapter 5: Is cultural economics applicable to the internet economy?

In this chapter, the cultural economic instruments of values, gifts, excess and attention are applied to the internet. These qualitative instruments contribute to a substantive analysis of the social and cultural aspects of the internet economy. 
5.1 Valuation within the internet economy

The separation of cultural, social and economic values gives a different perspective on what something is worth. Another valuable aspect of value theory is that it occupies complex cultural values. Neglecting the cultural and social values will mean that an approach is simplified, yet the internet comprehends complexity and therefore requires an alternative approach. The internet offers many challenges to economics, because the internet is accompanied by cultural and social values. During my interview with philosopher Jos de Mul it struck me that the internet is strongly related to social and cultural phenomena which also exist in the physical world. 

5.1.1 Economic values of internet goods and services

The internet contains public goods, private goods and mixed goods. The pure private goods are easily priced and the economic values of such goods do reflect its worth. The problem of valuation starts with goods that are public or mixed (public/private). Pure public goods are hard to price, the worth of such goods are vague and multi-interpretable, because it considers the subjective opinion of millions of people. As research show, mixed goods are complex (Throsby 2001:23).

In chapter 2.3 and 2.4 is explained how Google became dominant on the internet; they are offering services for free and they cover the costs with advertisement income. Thus, Google is a great example of a mixed good, because services are public and advertisements and extras are private goods. This mingling of paid and free is complex; the private and public values are interconnected. If the value of Google’s public goods strongly decreases, it will affect the value of their private goods also. For example, not many people are aware that Google gets – estimated by Microsoft - approximately 7 cents in ad revenue for every search (Liedtke 2009). If the public decides to decrease their searches on the internet, it means that Google’s income will decrease too. This ambiguity should be a significant argument to look beyond pure economic values. Values like cultural and social ones can shed more light upon the complexity within mixed goods.

5.1.2 Social values on the internet
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Jos de Mul

It is not appreciated when lies and deceit occur within social contacts between persons or groups. Transparency is important within good friendships and this also counts for the internet. Jos de Mul illustrated this with an example of someone who has murdered a person after a negative experience on the internet (online theft), because this thief had robbed digital content from him on the internet. Fictive social phenomena on the internet have real consequences. Social conflicts or social friendships through the internet take place in virtual worlds, yet they can be real in their effect. Companies do not always have respect for social values; some companies have ordered employees to pretend they were satisfied customers by leaving positive notes and reviews on websites. In America, a cosmetic surgery company (Lifestyle Lift) was violating this social rule of sincerity: One e-mail message, discovered by the attorney general’s office, told employees to “devote the day to doing more postings on the Web as a satisfied client”. The company will pay $300,000 in penalties and costs to the state (M. Miller 2009). Such tensions between social values and economic values are unstoppable; the state will not be able to stop all the fraudulent businesses. Social rules are broken everywhere, also on the internet. Yet, social rules on the internet are difficult to protect, because it is easy to break rules without being caught; like illegal downloading of music. 
The internet is independent to the factors time and place, therefore a lot of online communities have emerged. De Mul states that communities have changed from a static to a flexible group (Mul 2009b). In the past communities were fixed; once you were born as a farmer you will die as a farmer. Nowadays it is possible to change from community and through the internet it is even possible to take part in multiple communities because time and place are no constraints.

Individualisation is evolving, in the sense that individuals create hyperlinked profiles on the internet, while on the other hand, communities emerge and they become more flexible. Social relationships between communities and individuals are becoming more visible on the internet (Mul 2009b). The emerging hyperegos (hyperlinked individuals) have profiles on network websites and it possible for the public to see how many and which friends they share (because the pictures are hyperlinked). Personal information is visible and accessible on the web and therefore relations through internet have become increasingly visible. All this explicit material is pubic for a large audience, therefore positive and negative social relations become visible. Bullying for example becomes very visible when someone is bullied and it is filmed with a phone and uploaded on Youtube.com (Mul 2009b). This explicit movement is also considering communities, because communities visibly make their interrelations public through Blogs.

De Mul stressed that all social phenomena on the internet are related to the “offline world”. Bullying, theft, lies, etc. are all known in the physical world, yet they will all occur in different forms on the internet also. In the real world many people like to go to public places like the beach, a disco or a bar so they can look at people and to be seen. In general, men like to look at attractive women. As de Mul pointed out, the social and cultural events from the physical world are also occurring on the virtual web. For example, like voyeurism on the web. Mikołaj Jan Piskorski is an Associate Professor of Business Administration and Marvin Bower Fellow in the Strategy Unit at the Harvard Business School. His research paper Understanding Users of Social Networks (2009) shows the behaviour of users on Facebook, MySpace and Twitter. The major finding of his research was that social networks are primary used to look at pictures of people: Pictures are the killer app of social networks (Silverthorne 2009). Like in public places in the real world – like beaches and discos – social network websites entails a lot of voyeurism. According to Piskorski, the top three of activities on these social networks are:

1.
Men looking at profiles of unknown women whose picture appeal to them.

2.
Men looking at profiles of women who they know in real life.

3.
Women looking at profiles of unknown women, in order to determine what the competition is.

These results explain why the profiles of women attract the most visitors on social network websites, women receive two-thirds of all page views (Silverthorne 2009). Piskorski stresses that the social networks Facebook, MySpace and Twitter are used as a cover for men to search for potential girlfriends, even when they are in a relationship. They secretly search for a better mate. A lot of guys in relationships are looking at women they don't know," says Piskorski. "It's an easy way to see if anyone might be a better match." (Silverthorne 2009). Piskorski’s findings imply that most social network websites operate as platforms for searching for your potential new girlfriend or boyfriend.

5.1.3 Cultural values on the internet

As said, the internet is providing digital culture and cyber culture, and these are not the same. Digital culture is about the way people act and do because of technology, it refers to technological inventions and its response to human behaviour. Digital culture is primary about the adoption of new technologies. The internet and ICT, as advocated by de Mul, are not functioning as the main enablers within society. Technology is invented from a certain need, yet it brings about all kind of unforeseeable consequences. Technological developments often generate unexpected meanings and functions (Mul 2009b). Such unexpected consequences are embedded in digital culture. Thus, it is hard to predict the changes within digital culture, because new technologies often generate unexpected meanings and functions. 

Before explaining the definition of cyber culture it is useful to explain virtual reality or virtuality; which refers to everything that is not in the here and now (Mul 2009b). De Mul explained that the here and now can be compared with the lack of consciousness of animals, since humans developed language they were able to go beyond the here and now. Thinking or talking about yesterday or tomorrow is for example something that is only possible (for the time being) in virtuality, because it is just in imagination. Situations can be realized in viruality that are not actual (Mul 2009b). A telephone call is virtual, because it not taking place in the here and therefore people can call others from over the world. A book is also a virtual world; virtual worlds are imaginary worlds (Mul 2009b). Michael Heim strikingly defined virtual reality in his book The Metaphysics of Virtual Reality. He wrote: virtual reality is an event or entity that is real in effect but not in fact (Heim 1994:109).

The precondition of cyberspace is that it is generated from computer networks; cyberspaces are computer generated worlds (Mul 2009b). Cyberspace is a virtual world where it is possible to interact with fictional characters and also with real people, the latter causes that cyberspace is strongly connected to the real world (Mul 2009b). Cyber culture is about non-human behaviour - characters build from artificial intelligence - yet also about the behaviour of real people. 
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Diederik Sjardijn

In order to unveil the cultural values of the younger generation I interviewed a start-up ICT entrepreneur, Diederik Sjardijn. He argues that there is a shift in digital culture; the culture of this generation is becoming a “zap” culture (Sjardijn 2009). Sjardijn advocates that people on the internet do not click anymore on advertisements next to the content their consuming. He noticed - during corporate computer courses - that seniors continuously get distracted and easily click on all kind of advertisements, while younger people act much more purposively on the internet. Such shift in digital culture has economic consequences, because internet business models will be adjusted to such changes. It seems that people on the internet have no trust in conventional online advertisements, and its attention decreases. The goal-oriented mentality of the younger generation will cause that all the conventional advertisements based business models will diminish. Advertisement will change; it will be hidden in the content (Sjardijn 2009). When advertisements are integrated in the content it will be impossible to neglect. This economic consequence will be elaborated in the next section.
Sjardijn showed the importance of cultural values, yet how can you adequately investigate the cultural values of the younger generation? Morgan Stanley is a global financial services provider. In order to investigate the cultural values of the younger generation Morgan Stanley asked a 15 year old summer intern named Matthew Robson to describe how he and his friends consume media. The remarks of Robson caused a stir; a 15 year old buy was able to describe some cultural values of teenagers. Despite the subjectivity and non-statistical foundation of Robson’s report, it could be useful to involve teenagers in research. The findings in his report were referring to teenager’s cultural values within the internet, he wrote literally in his report the following (Robson 2009):

· Teenagers are consuming more media, but in entirely different ways and are almost certainly not prepared to pay for it. They resent intrusive advertising on billboards. They are happy to chase content and music across platforms and devices (iPods, mobiles, streaming sites).

· Teenagers see adverts on websites (pop ups, banner ads) as extremely annoying and pointless, as they have never paid any attention to them and they are portrayed in such a negative light that no one follows them.

· Most teenagers are heavily active on a combination of social networking sites. Facebook is the most common, with nearly everyone with an internet connection registered and visiting >4 times a week. Facebook is popular as one can interact with friends on a wide scale. On the other hand, teenagers do not use twitter.

· Outside of social networking, the internet is used primarily as a source of information for a variety of topics. For searching the web, Google is the dominant figure, simply because it is well known and easy to use. Some teenagers make purchases on the internet (on sites like eBay) but this is only used by a small percentage, as a credit card is required and most teenagers do not have credit cards. Many teenagers use YouTube to watch videos (usually anime which cannot be watched anywhere else) and some use it as a music player by having a video with the music they want to listen to playing in the background.

The findings of Robson reflect on the general shift in culture, posed by Sjardijn, of people on the internet whom against conventional advertisement. According to Robson, teenagers do not want to pay for media. In the line of thought of Robson, the younger generation will only have attention for the websites that are offering media for free.


The report of Robson also acknowledges that cyber culture can be investigated through subjective fieldwork inside the physical world. The world of the internet is connected to the real world in many ways (Mul 2009b). De Mul argued that there is a general movement towards flexibility. Communities, individuals, and consumers are transformed into flexible entities. It is accepted nowadays to change continuously from one brand or community to another. 

The internet is full of symbols and teenagers appear to appreciate - within social media - the symbolic values of Facebook the most (Robson 2009:2). Symbolic values on the internet are always connected with values from the physical world (Mul 2009b). For example, if all my teenage friends have a Facebook profile, then I will probably prefer a Facebook account for myself also. Thus, many musicians have Myspace profiles, probably because their friends in the physical world are most likely sharing the same interests for this.

The many symbolic values on the internet provide a wide variety of choice; all the different symbols and meanings of thousands of similar website are resulting in abundant options (Mul 2009b). For example, there are thousands of websites like Youtube. They all offer the opportunity to upload and download media, and most of these similar websites even have access to the same content through mash-up structures
. Yet, all these websites vary in style. Like in fashion, style on the internet is also related to the opinion of others. Sociologist Georg Simmel stressed that fashion is closely related to social relationships, people want the same cloth as those of the people they admire (Simmel 1957). On the internet, the symbolic values also are closely related to social relationships. The decisions that are made on the internet are similar to social and cultural relationships from the physical world (Mul 2009b). Thus, it is logical that the findings of (15 year old) Robson indicate that Facebook is adopted the most by teenagers, because teenagers talk to each other in the physical world and a snowball effect follows. You can give yourself a symbolic identity by buying a certain product; you buy a kind of lifestyle, a kind of identity (Mul 2009b). 

5.2 Gifts versus commodities on the internet

According to Professor Peter Lyman of UC Berkeley, public goods on the internet can also be understood through the gift analogy: In classic social theory, a gift is something given to establish or renew a social relationship; even today, a sense of community is marked by gift giving, within the family, among friends, and as a form of social capital in civil society. Thus the Web might well be described as a gift exchange economy, one within which seven million authors (counted by the Internet Archive in 1997) are giving away intellectual property for the sake of developing a sense of community. Nor does the concept of the gift exclude self-interest, for in giving away intellectual property, one expects to receive information of equal or greater value in exchange, or perhaps social status in the community (Lyman 1998:7). Wikipedia would be a remarkable example of such collective authorship, free for the public. Free public digital goods and services are increasing. Wikipedia, Youtube, Facebook, Google etc. are all free. Free public goods on the internet are increasing, yet how are they paid? Are these free public goods on the internet gifts? What could be the consequences when the internet will turn into a pure gift economy?

To answer these questions it is necessary to narrow down the characteristics of on the one hand a market exchange and at the other hand gift-giving. However, opinions about gifts are various, for example, Nietzsche’s non-obligatory approach: People who have given us their complete confidence believe that they have a right to ours. The inference is false, a gift confers no rights (Auden and Kronenberger 1962:133). Most analysis of internet gift economy theories are based on the principles of Marcel Mauss, the interpretations of gifts of philosophers like Nietzsche and Bataille are far less popular.

5.2.1 Free and paid products on the internet 
The freedom within gift-giving on the internet is about free sharing of digital content. The consequence of this internet development is that copyrights are neglected by such illegal online sharing platforms, because content is offered free without taking account of copyrights. These gift-platforms - like www.thepiratebay.org – give anyone the possibility to download or upload digital content for free through their websites. Many users of gift-platforms are downloading content without having a licence. The gift-platforms make it easy for their users to bypass copyrights, because gift-platforms do not check if their users have a licence for the content they download. Gift-giving platforms on the internet give the user the freedom to become a free-rider, because such platforms are open and free.

Commercial websites on the internet have a controlled structure. On such websites, it is not possible for users to purchase copyrighted content without having a licence. Commercial websites try to avoid free-riders. Commercial websites on the internet can offer lower prices in comparison to physical retail shops. Digital content is reproducible for almost zero marginal costs and the internet’s virtuality makes it possible to offer a great variety of products on one website, because digital space is much cheaper than real estate per square meter. Thus, digital content could be offered for micro-prices on the internet. For example, I-tunes charges micro-prices for their online songs. They make profit because they sell millions of songs. 
In the future, micro-payment will be implemented in websites of publishers (Schellevis 2009). Google wants to help publishers by creating a system with micro-payment, internet users have to pay just a little bit for the use of a publication. This will help publishers to receive earnings for copyrighted materials. Google thinks that a large part of digital content has to be free, yet, also a large part has to be supplied through  micro-payment combined with advertisements. According to Google, advertisements remain significant for generating income of free and micro-paid content.
5.2.2 A balance between restrictions and freedom

Commodities and gifts are both vital to the expression of creativity in its myriad forms (Currah 2007:468). Andrew Currah did research about gifts, commodities and creativity. He argues that there has to be a balance between freedom (gift economies) and control (market deals) (Currah 2007:490-491). Currah argues that internet gift economies operate within the ‘virtual spaces’ of social interaction that have been opened up by Internet-based communications protocol - for example, e-mail, instant messaging, peer-to-peer file sharing programs, and websites (Currah 2007:469). 

The interplay between business and open-source is perceived to be a good way for facilitating creativity, because it connects commerce with experiments from open-source creators. (Gacek and Arief 2004:37). Currah advocates for a balance between gifs and commodities because of the role of creativity: An excessive degree of commodification and control (through property rights) risks the enclosure and under-utilization of creative works; while an excessive degree of sharing and freedom (through gift exchange) risks the implosion and underproduction of creative works (Currah 2007:468). 

It is doubtful if Currah is totally right about the disruptive qualities of internet gift economies. He states that when everything will be totally free, intrinsic motivations of creators will decrease because they do not get enough paid. Currah is right in the sense that it is a risk, yet as Kelly advocated (see paragraph 4.6.3) it is possible to add value to free content by approaching to donators, yet if everyone is aiming on patronage it is impossible for everyone to become successful. Donations are restricted by the rules of scarcity; donors have a limited amount to donate. A selected group of creators can live on patronage, they give away their creations and they are supported by donors. Because of scarcity, it is not possible for everyone to live from the contributions of donators. 
According to Versteeg the open source communities and sharing websites always will be surrounded by business, the business sectors gains from gift economies and vice versa. However, Versteeg posed that not everything can be free, at the end of the day we all have to get paid (Versteeg 2009). It is possible for creators to get paid and still offer their creations for free to the public. Hence, such creators of digital content (music, books, movies etc.) have to adjust their strategy, they give their content to the public for free or through micro-payments and they receive earnings from alternative sources. Gift economies can exist without crowding out creativity; new strategies for earnings can result to lucrative givers on the internet. For example, when I publish this study on the internet for free, I still can make money through additional effects. As an additional effect of freely give away my thesis through the internet it is possible that it attracts attention and organisations like to receive specific advice adjusted to their situation (personalisation and interpretation, see paragraph 4.6.3). My strategy could be as follows; anyone can purchase my thesis for free on the internet, yet the interpretation, application and bodily presentations of my thesis will generate my financial income.
5.2.3 Rational gifts on the internet
Gifts on the internet are often like Marcel Mauss has stressed based on the following principle: There is what might be called the stabilizing aspect of gift giving, according to which it produces and legitimates a regular series of exchanges and expectations within a community or among communities. Participating in regular gift exchanges is a way of knowing who one is and how one is seen by others (Shapiro 1991:35). The gift communities on the internet could be increasing when it is true that teenagers do not want to pay for digital content. As Currah pointed, it could be that creativity will suffer from people who are not motivated anymore to work creatively when their products are pirated by free-riders. Yet, Wikipedia for example shows that it is sustainable with a relatively small privatized - sponsorship and donations - market approach. 

Some gifts have as motive that the giver wants to become more powerful, like the potlatch. Thus, it could be stressed that: the gift-giving virtue is the lust to rule (Shapiro 1991:22). A pure gift without ulterior motive is very rare; almost all gifts on the internet have double meanings. Like the gift of Google; they give you free search, while at the same time they earn money per search because they sell advertisements to the business sector. Wikipedia is a rare example of a pure public good that has no advertisements, yet it is not a pure gift either. Wikipedia is appealing for people to contribute, authors give their intellectual properties and users donate money. As a counter gift, Wikipedia organizes the online encyclopaedia and takes care of maintenance costs. Wikipedia sells sponsor contracts based on quid pro quo, with specific terms and agreements in the contract. This year (2009) Wikipedia signed a sponsor contract with Evoswitch; Wikipedia receives for 300.000 euro data centre services for a period of 3 years (Veenman 2009). Because this sponsorship is contracted, it is not gift exchange but market transaction. Evoswitch uses the contract as publicity and it will increase their sales potentials over the world. Wikipedia offers many public goods, but it also “sells” a few private goods like for example sponsor contracts. 

5.2.4 Irrational gifts on the internet

In gift economies on the internet destructive exchanges occur. The open nature of Internet gift economies means that they are susceptible to Trojan horses, masquerading as gifts, which are designed with harmful or subversive intentions in mind. Prominent examples include spam, viruses, vandalism (of blogs or wikis), malware, adware, spyware, as well as pornographic material (Currah 2007:481). Such disruptive gifts are dangerous, and can be understood in the line of Bataille’s radicalism of the potlatch: But there also is the dangerous and transgressive aspect of giving, as in the violence of the potlatch, with its valorization of destruction, waste, and expenditure (Shapiro 1991:35). Disruptive gifts apply on the internet and they mostly occur in the internet gift economies. This is because the simple fact that gift communities are less controlled in comparison to commodity markets. The commodity markets are not always save either, but disruptive gifts occurs most in gift communities. 

The affluent choices, varieties, niches, anarchy and freedom on the internet could be seen as a gift, yet they are no pure gifts. Benammar advocates that pure gifts rarely occur, because there is still an exchange of recognition and attention. The suppliers of such free things on the internet “buy” recognition, attention or the feeling to belonging. For example, the suppliers of piracy content often are grouped as piracy communities. When you download free content from gift-giving websites like www.thepiratebay.org they will confront you with extra files that contain information about the suppliers or communities. Free suppliers are not giving pure gifts, they buy your recognition for their piracy deeds. Benammar gave as example that even the Bill Gates foundation does not give pure gifts, because he buys attention and recognition. A pure gift can perhaps only take place anonymous (Benammar 2009). Gifts carry obligations - a form of exchange - as Mauss stresses that there is a spirit in the gift that comes back (Benammar 2009). However, A gift is not a contract, because you do not know what comes back (Benammar 2009). With a gift you give something and eventually something will come back. However, there is a pure gift and that is the energy from the sun, because the sun never needs anything back. The human life that we have and the time that we spend is a radical gift (Benammar 2009). Bataille stresses the sacrificial nature of gifts, because you sacrifice something when you spent (like Indians who destroyed their canoes through Potlatches). The destroyed sacrifice is not recoupable; the price of a sacrifice makes it a sacrifice (Benammar 2009). Bataille stresses that the abundance of energy is bound to be spent; Bataille calls this the accursed share. According to Bataille, the surplus of energy can be spent in two ways: gloriously or catastrophically. Gloriously are art, creation and erotism. Catastrophically are destructions, or in some of Bataille’s writings he describes unemployment also as catastrophically because it is not creative or productive. Surplus of energy is inevitably bound to be spent, so it is about the choices of spending. In chapter 5.2 was mentioned that Professor Peter Lyman states that the internet could be approached from a Maussian gift-giving way. Yet, the internet could also be approached from a Bataille perspective. Some hackers on the internet can be seen as catastrophic spending of energies (Benammar 2009). Hackers want to find the limits. They attack systems anonymously because they are against ruling systems. 
 5.3 The excess of information on the internet

The internet is in the ultimate stage of dematerialisation of information. As a consequence the internet has become information rich. There is more information on the internet than an individual can bear. In that sense there is an overproduction of information on the internet. During my interview with philosopher Jos de Mul he described this as an abundance of choice. The information overload on the internet is providing an abundance of choice and these abundant options have an impact on internet users. Organisations distinguish oneself by offering different symbolic identities. For example, there are many insurance companies on the internet; which all offer a variety of assurance policies. The overload of insurance companies and policy options provide that consumers can choose between all kinds of specific details. The whole branding, lifestyle and identity of products determine what will become successful (Mul 2009b). 

The economic studies of Bataille distinguish two types of overproductions, one is based on possession and the other is based on energy. From a Bataille perspective, the excesses on the internet are partly happening within the restricted economy and partly in the general economy.

5.3.1 Excess of information in the restricted internet economy

The information overload on the internet is shared by internet organisations who offer services and products for free. Those services and products are only free because such organisations use their popularity to make money with business to business deals. For example, Youtube offers an overload of free video content, yet YouTube generates money through advertisement deals and they put commercials in their free content. The free overload of content that is expended on the internet often is generated from a profit perspective; it is just a component within a profitable business model (Versteeg 2009). 

5.3.2 Excess of information in the general internet economy

On the internet there also exists an overload of experimental content. Without having a specific purpose some open source ´wizards´ produce all kind of web applications. Digital art and technological experiments on the internet can be considered as a result of surplus of non-commercial curiosity. The open source movement is an internet development where the accursed share of overproduction can be wasted into experimental computer programming.

5.4 Attention on the internet

Continuous partial attention will evolve in the future; internet users will not effectively do things one by one. The young internet generation is continuously multitasking, doing multiple things at the same time (Mul 2009a). Attention on the internet is scattered because of the overwhelming excess of information. More and more products on the internet appear for free; therefore the users of the internet do not like to pay for digital content anymore. The eight “uncopyable” values of Kelly (see paragraph 4.6.2) promises to turn value into money. The tensions between gift economies and market exchange can be balanced when the laws of Kelly are applied innovatively; these are about immediacy, personalization, interpretation, authenticity, accessibility, embodiment, patronage and “findability”.

Wikipedia showed that it is possible to find a balance between their public assets and their private assets. Yet quality could decrease when content of public assets is filled (inflated) with hidden advertisements. Companies can for example ‘sponsor’ authors in order to receive positive attention within articles. This will be an assault to the objectivity and authenticity of free products. However, on the television these embedded sponsorships already take place with free TV content.

 As described in paragraph 5.2 the motive behind gift-giving can be the lust to rule, many donations can comply with this lust to rule. Some donators want to be involved in the production or they want to receive special attention. Not for profit organisations like Wikipedia generates income through patronage. The volunteers and donators of Wikipedia feel that they are part of the website and they are proud to be contributors. Yet, if Wikipedia will become more focussed on commerce, the contributors will feel betrayed because they lost their “ruling” position within the encyclopaedia.

Because internet users do not like to pay for content it does not mean that everything will be free; quite the reverse. The overload of free content will become uncomfortable, because when millions similar websites are appealing to your attention it will be inconvenient to filter quality from it. Kelly’s intangible value of authenticity will therefore apply when abundance spreads out. Overwhelming abundance causes that free products are scattered in all varieties and that it will be overloaded with black versions (viruses, fake content etc.). The interpretation of data is therefore an important factor and a valuable factor. Perhaps teenagers these days do not want to pay for digital content and they search happily for free versions, yet perhaps that will change when the overproduction of free products will lead to decreasing quality.

5.5 Dealing with an overwhelming digital abundance

The internet changed the entry barriers of business; anyone can start a website and join the open markets. Consequently, there are many players on the internet and choice has become abundant. Due to the openness of internet gift-platforms, the internet is susceptible to amateurship. The abundance of digital content on the internet is for most internet users overwhelming.


In section 3.2.7, is explained that there are people on the internet who have a self-taught-mentality. Such people figure out by there selves how certain websites and online applications work, for example, by Googling for manuals. These self-taught people on the internet can handle the problem of abundant choice better, because internet skills of self-educated people are developed. Self-taught people can probably recognise and distinguish quality content from amateur content more easily than the common users. However, the general internet surfer faces a problem of overwhelming abundance; he or she can get lost on the internet.
Chapter 6: The interconnection of scarcity and abundance on the internet

Abundance versus scarcity is a hot topic currently. The prospect of a ‘battle’ between scarcity and abundance receives a lot of attention in the media. This chapter will take a different approach to the subject than the mainstream, instead of speaking of scarcity and abundance as separate entities, they will be treated as being inseparable and interconnected.

6.1 Economic challenges of the internet
In the previous chapters it was concluded that the internet has effected some radical revolutions. Therefore it is hard to describe the internet economy with conventional theory, making the analysis of it relatively complex. In short, on the internet it is possible for anyone to reach a large group of people, this eventually leads to the fact that the internet is flooded with digital information. Because the internet is continuously changing through technological innovations, its economy is rather unpredictable. However, the phenomena on the internet are closely related to social and cultural phenomena from the physical world. In order to confront the challenges of the internet economy it is necessary to go beyond mainstream economics. The philosophical, social and cultural approach of the previous chapter provides useful insights. This chapter applies all the acquired knowledge from the previous chapters to analyze the problem of overwhelming digital abundance. In order to support my theory about scarcity and abundance I did an interview with a philosopher who is specialized in abundance philosophy, his name is Karim Benammar. Before the interview he studied the interviews that I held with Jos de Mul (ICT philosopher) and Jeroen Versteeg (CEO Sogeti), so Benammar was able to examine their point of views. The views of De Mul were presented in Chapter 4 and 5, they show the connection between the physical world and the cyber world. The next paragraph will discuss the views of Jeroen Versteeg, who is the CEO of a reputable Dutch ICT company.

6.1.1 Jeroen Versteeg about the economic effects of internet business models
[image: image8.jpg]



Jeroen Versteeg
The essence of Versteeg’s interview was that monopoly positions will remain and that free products are being used as a side factor for additional moneymaking. At the end of the day we all have to get paid (Versteeg 2009). During the interview we discussed the effects of two major trends on the internet; crowdsourcing and cloud computing. Crowdsourcing concerns the outsourcing of knowledge, whereas cloud computing is about the outsourcing of data. 
According to Versteeg, the internet is the perfect medium to facilitate crowdsourcing on a big scale (see paragraph 3.2.5). Large organisations will mostly control such commercial activities in a strategic way. Crowdsourcing is about connecting the crowd to organisations, in order to let the crowd (unknowingly) help the company in finding solutions to certain problems, for example in the form of a contest. This crowdsourcing will become bigger and bigger and organisations will efficiently seek to unlock the knowledge within the crowd. This collaboration between public and organisations poses interesting questions (Versteeg 2009): who is in and who is out an organisation? Are people in the crowd in or out the company? Are employees during their spare time in or out the company? Is an employee who is checking his private e-mail during work in or out the company? Crowdsourcing will not necessarily lead to the end of large powerful organisations, yet the self-image of organisations will change. Organisations change their strategies in order to benefit from the public. Therefore, organisations on the internet become more open and transparent, because otherwise the public does not trust them anymore. The time of obedient consumers, employees, and citizens has passed. Nowadays, people easily abandon a company when a competitor presents a better product, job or community. This volatility is a major economic problem; however, it can be overcome by transparency and openness (Versteeg 2009). 
The cloud (see paragraph 3.2.4) is an unlucky term according to Versteeg; it is basically the internet (Versteeg 2009). Cloud computing refers to products that are stored and accessible on the internet. Cloud computing companies supply the interface between the cloud and the users. Without an internet connection it is impossible to log on the cloud and without a subcontractor it is impossible to have an interface, both are viral aspects of cloud computing. Gmail is an example of cloud computing; I need an internet connection to log on my e-mails and I need Google for the interface inside my browser.

The internet is a cloud of networked computers, an interconnected and decentralized web. Will this decentralized web result in decentralized organisations? Versteeg argues that a few commercial activities indeed will become much more decentralized and as a consequence such activities will become more complex and hard to unravel. He explained that in China some organisations are hard to compete with because they are fully decentralized. Such organisations are hard to evaluate, because their management and functions are scattered over a dynamic web of collaborations and they have no headquarters. Despite these decentralized commercial collaborations, there will always be centralized organisations, because centralized organisations have advantages in finance, employment and budgeting (Versteeg 2009). What is happening now is a change in business models; large companies make money in different ways. When things are offered for free you have to watch out (Versteeg 2009). Nowadays, the most popular business models are the models where the basic products are offered for free or almost free (like micro-payment), yet money is made through all the extras. For example, when in a restaurant the food is very cheap and drinks are very expensive, or when a phone is really cheap and calling very expensive. On the internet many websites offer products for free, with the option to subscribe (which cost you money) to additional services. Free is just a component within business models and on the internet many products will be partly free and partly not.

Versteeg explained that the internet brought about a major shift in trust. He unveiled the differences of trust inside mainstream economies in comparison to the internet economy. He stressed that the younger generation on the internet search the web for recommendations; they follow the advice of total strangers. In the past this was different, we asked the opinion of renowned specialists or trustable friends. Nowadays the internet causes that consumers trust is changed in a self-taught mentality, where collaborative filtering (see chapter 3.2.3) filters the quality of products. The youth trusts strangers; they rely on the knowledge of people they never meet in real life.
6.1.2 Karim Benammar about Versteeg, creativity and abundance
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Karim Benammar

Benammar totally agrees with Versteeg; large organisations will survive the tendencies of decentralisation and organisations who offer free products always receive earnings through a hidden “backdoor”. Benammar expects that monopoly positions will remain in the future, despite the ‘free’ and decentralised tendencies on the internet. Inevitably, large organisations will radically change their strategies in order to make money. This unavoidable change in strategy is the effect of all the complex virtual determinants of the internet economy (see chapter 3). More generally, the internet radically changed the way things can be copied and how anyone can reach the public. Benammar calls the latter: the one-to-many linkage on the internet. One-to-many distributions are websites that offer the possibility to upload your content for free so it is accessible for the public. Digitalization and one-to-many distribution websites have radically changed the internet economy. For instance, an arbitrary individual can nowadays buy for relatively affordable prices technical recording equipment and make music and he can duplicate his music for ignorable marginal costs. Because of the one-to-many linkages on the internet, he can for instance offer his music to the public by uploading it on YouTube for free. Digital content can easily be copied and therefore organisations and creators try to protect their possessions. 
Without protection of products it can be commercially exploited by others, it will be chaos when anyone could ‘steal’ your inventions or creations. The traditional view is that strong patent protection stimulates innovation, reassuring companies that it is safe to invest in research without fear of being stung by rivals (Morgan 2008). Through the popular patent system, companies are protecting products by restricting them (Benammar 2009). Intellectual properties rights and copyrights supposed to lead to openness, yet sometimes restrict more than they open (Benammar 2009). Restrictive copyrights and intellectual property rights can form constraints for creativity. Patents can work out inhibitory for the creativity of organisations because competitive organisations protect their knowledge. Richard Gold, the leader of the Innovation Partnership's International Expert Group on Biotechnology, Innovation and Intellectual Property, claims that The era of Old intellectual property – the overuse of patents, copyrights and trade-marks – is ending (Gold 2009). Gold is Professor of Intellectual Property Law at McGill University in Montreal and he stresses: To facilitate sharing of information, companies should be encouraged to form "patent pools", allowing them to cross-license their technologies without losing out on royalties (Morgan 2008). Patents are controlled and restrictive systems that protect business’s intellectual properties. Patents often do not work well for digital “copyable” goods. For example on the internet, the patents of musicians are almost impossible to protect, because open gift-platforms on the internet are accompanied with a lot of illegal music sharing. Digital content is through ignorable marginal costs infinitely reproducible. The one-to-many function of the internet combined with the easy and costless reproducibility of digital content contributed to an overload of digital content on the internet. There is an overwhelming abundance of content and choice on the internet (Benammar 2009). Copyrights and intellectual properties are being neglected and violated everyday on large-scale bases on the internet.
According to Benammar, the large-scale sharing of digital content is boosting up creativity. Inspiration on the internet is not scarce, it is abundant. Benammar states that scarcity occurs when your needs are higher than your resources, then again, abundance is the opposite because your resources are much higher than your needs. Yet, abundance is not necessarily positive, you can get lost in abundance. Overwhelming abundance is an overflow, like when the water is overflowing and you can drown in it (Benammar 2009). The abundance on the internet means that you are spoiled by choice, it becomes difficult to distinguish the quality (Benammar 2009). Abundance is always bound with scarcity, it is not a question of one without the other (Benammar 2009). The abundance of choice on the internet is bounded to the scarcity of attention on the one hand. Your attention and lifespan is limited (Benammar 2009). The imbalance between what is available and the lifespan you have is becoming more divergent, it is not possible in one lifetime to read all the free digital books on the internet. The internet has a problem of overwhelming abundance, because the general internet user does not have the internet skills to filter quality on the web.
6.2 From disintermediation to Reintermediation
In the past, the fixed communities were giving you an identity and nowadays communities are flexible and this is resulting to an identity crisis. This flexible communities have caused an abundant situation where there are innumerable possible ways to give yourself an identity. Individuals want identity and they can experience the problem of abundance, like students who need to choose for a study. We need a strategy of abundance, because there is too many (Benammar 2009). Intermediaries have to filter quality because there is too much choice. The one-to-many function of the internet has diminished the number of intermediaries. The problem of abundance requires new intermediaries who can filter quality from the overflow (Benammar 2009). People on the internet are in need of a guarantee of quality; the intermediaries of the future will offer them quality assurance. Google is becoming an intermediary, not for the consumer but for the producers (Benammar 2009). Companies want to be found and therefore they need the intermediary services of Google (like explained in chapter 2.4). The abundance of choice is accompanied with the limits of time. The more abundant information gets the harder to filter quality from it. The internet needs to be filtered. Business models will change in order to overcome the problem of abundance. The “uncopyable” values of Kelly will be used in multifarious ways. A unified and simple business model does not apply anymore, it is necessary to build from Kelly’s “uncopyable” values creatively; it can result in all kind of business models. For instance, if teenagers do not want to pay for media on the internet, just give it them for free. For instance, companies may use teenagers for publicity and make money from an older public who do not have time to waste and are willing to pay. The embodiment of media gives the opportunity to earn money, like concerts or shows. Adjust prices to the willingness to pay of the consumer. If an older person wants to pay more for a concert than a teenager it is better to use price discrimination. The economic problem of abundance can be overcome it is just a matter of changing the business models in a creative way and to anticipate on the modern attention economy. Filtering quality from the abundant digital overload will be possible through new intermediaries and with the use of Kelly’s intangible adding values (see section 4.6.2) it is possible to confront the economic challenges. Yet Kelly’s values are multi-interpretable, it requires creative inputs in order to generate successful outputs. Abundant energies can be spent catastrophically or gloriously; creative or destructive. It is necessary not to drown in possibilities, yet to discover the flourishing effects of progressive creativity!
Conclusion

The most radical revolution of the internet is the one-to-many linkage. On the internet it is possible for anyone to link himself to the world. It is relatively easy to share digital content online and Andrew Keen describes this as the rise of the amateur. In his book The Cult of the Amateur: How Today's Internet is Killing Our Culture, he stresses that the one-to-many linkage on the internet is killing our culture and economy (Keen 2007). However, Web 2.0 is unstoppable and progressive adaptation could be more effective than resistance. 

The internet reflects many social manifestations from the real world. This is because social structures are integrated with internet technologies, this is called social computing. Social computing is on the rise, it is implemented in commercial applications like Gmail’s targeted advertisements or Amazon’s targeted recommendations. Often, social computing is a software system that adjusts itself to the social behaviour of its users, for instance based on keywords. Social computing is not always working perfectly, because it is executed by computers and not by human beings. Computers have constrains; they are great for calculations and databases, yet they are not as intelligent as humans are. For social computing this means that such systems can only be smart or intelligent when humans control such systems. When computers execute social computing applications, it is bound to the restrictive intelligence of computers. In order to create intelligent social computing applications it is necessary to control such applications by humans, yet such control is labour-intensive. Human intelligence becomes scarce when applications and data are overwhelming, humans’ productivity is limited and therefore it is impossible to replace or check all the computer-generated applications on the internet by human intelligence. Social computing platforms and applications require human labour for their maintenance; the systems need to be checked by intelligent humans in order to make technology fit into culture.

Dematerialisation on the internet made everything electronic and easily copyable. The virtual aspects of the internet are complicating the internet economy. The internet economy is much more dynamic than mainstream economies. For example, the virtual aspects of the internet are affecting internet behaviour; internet surfers are flexible and they do not stick to conventional habits. The internet user follows recommendations from websites and does not feel bounded to certain brands. When recommendatory websites publish negative experiences about products, it will affect the internet behaviour of surfers. The internet is a complex web of decentralized factors. Anyone is capable to start a website and share his or her opinions to the public. The internet is like a gigantic anthill; the work of millions of individuals has constructed it and it is open to the public. This openness on the internet makes it possible that self-made individuals can become successful; they are suddenly coming up from nowhere. The internet gives opportunities to creative individuals; success emerges from unexpected places on the web. The internet economy is exceptional because of all its virtual aspects and shifts in behaviour; estimations of changes and success in the internet economy are immeasurable and unforeseeable. 

The internet changed the entry barriers of business; anyone can start a website and join the open markets. Consequently, there are many players on the internet and digital choice has become abundant. Due to the openness of internet gift-platforms, the internet is susceptible to a relative decrease of quality. Quality on the internet is mingled with amateurship; the easiness of putting content on the internet results in an oversupply of digital content. The abundance of digital content on the internet overwhelms most internet users.


There are people on the internet who have a self-taught-mentality. Such people figure out by themselves how certain websites and online applications work, for example by googling manuals. These self-taught people on the internet can better find their ways through the information overload than the common internet user, because the internet skills of self-educated people are better. Self-taught people can probably recognise and distinguish quality from amateurship more easily than common users. However, the general internet surfer faces a problem of overwhelming digital abundance; he or she can get lost on the internet.

Because of the limited intelligence of computers, it is necessary that human intelligence is used in order to make quality available for the general internet surfer. Social computing systems and search engines are not intelligent enough yet, they cannot filter quality out of the overwhelming amateurship on the internet. Human intelligence is required for a reintermediation; the overwhelming abundance on the internet requires a rise of specialized quality watchers, for example, websites with really specialized search engines that are based on human intelligent systems. 

Philosopher George Bataille posed with his striking all-encompassing approach a relatively unknown problem for economics; what to do with the problem of abundance? The internet qualifies as a digital abundant space, where information is overloading. Kevin Kelly describes this as follows: The internet is a copy machine. At its most foundational level, it copies every action, every character, every thought we make while we ride upon it. When copies are super abundant, they become worthless. When copies are super abundant, stuff which can't be copied becomes scarce and valuable (Kelly 1998). Philosopher of abundance, Karim Benammar, stresses that abundance always is bound to scarcity. In the interview I held with him he states: What is scarce, is our time, our lifespan is limited (Benammar 2009). In the past it was possible in a record store to search CDs from the organized shelves, it was possible to go through your favourite music and ask the shop-assistant for sampling the CD’s you like to listen to before you buy. A music lover could spend much time in such record shops and it was possible to go trough the entire collection of the shop. Nowadays it is different, the internet has an abundant collection of music stored and it is impossible for music lovers to listen to it all in one lifetime. For instance, the limited time we have causes that it is impossible to check every search results from Google one by one, we have to make priorities. In order to solve this problem of overwhelming digital abundance it is necessary to change strategy. Because our limited lifespan it is necessary to use search keywords or to obtain information of others who assure you what music is good and what music is less good. You are not able anymore to listen to all trillions of songs on the internet by yourself. Yet, the recommendatory websites and individual tastes for music are also abundant on the internet, because the internet shares as much opinions of its listeners as it shares music.

This overwhelming abundance on the internet can be solved; the internet needs quality assurance. At first intermediaries disappeared because the internet functioned as a one-to-many connector; creators could distribute their creations directly to the public through websites like YouTube.com. As an effect, the internet is spoiled by an overload of content and therefore people can be lost on the web. Reintermediation has to take place; new specialised quality watchers who work in the modern attention economy. The “uncopyable” values of Kelly are crucial for the intermediaries of the future, the values “findability” and “interpretation” applies the best to the intermediaries who filter quality on the web. At first, the intermediary has to be found by the internet users; if the intermediary never is found then he is useless. He should fight himself on the top of Google’s ruling search engine. Secondly, the intermediaries have to be able to interpret all the content on the internet in a good way in order to filter quality out of the rest. Interpretation will become key, good interpretation is rich knowledge and it will become valuable. Of course intermediaries are restrained by the limitedness of time, therefore they will get specialized. In order to overcome the overwhelming abundance of choice it is necessary that niches of intermediaries arise, and not to forget, we have to find them easily. An unfound intermediary of high quality is worthless.

Perhaps Darwin’s attention for adaptation also applies to the internet economy, because companies need to adapt their strategies to the economic challenges of the internet in order to survive. Acknowledging changes is one step, yet the other step has to be proper adaptation. The adaptation process requires creativity. There are many possibilities for a better strategy. It is essential to identify the problems first in order to confront them. Hopefully, my analysis of overwhelming abundance on the internet will contribute to the understanding of the cultural and social aspects of the internet economy.
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