
CONTENTS

1 What Is a Critical Introduction to Social Media? 1

1.1 What Is Social about Social Media? 6
1.2 What Is Critical Thinking and Why Does it Matter? 8
1.3 What Is Critical Theory? 11
1.4 Critical Theory Approaches 20

I FOUNDATIONS 31

2 What Are Social Media and Big Data? 33
2.1 Web 2.0 and Social Media 34
2.2 The Need of Social Theory for Understanding Social Media 37
2.3 Explaining Social Media with Durkheim, Weber, Marx and Tonnies 44
2.4 A Model of Social Media Communication 49
2.5 Big Data 52
2.6 Conclusion 61

3 Social Media as Participatory Culture 65

3.1 The Notions of Participation and Participatory Culture 66
3.2 Online Fan Culture and Politics 72
3.3 Social Media and Participatory Culture 74
3.4 Henry Jenkins and Digital Labour 76
3.5 Jenkins’s Response to Criticisms 78
3.6 Conclusion 81

4 Social Media and Communication Power 85

4.1 Social Theory in the Information Age 86
4.2 Communication Power in the Network Society 88
4.3 Communication Power, Social Media and Mass Self-communication 90
4.4 Communication Power in the Arab Spring and the Occupy Movement 98
4.5 Conclusion 110



CONTENTS

II APPLICATIONS 119

5 The Power and Political Economy of Social Media 121

5.1 Social Media as Ideology: The Limits of the

Participatory Social Media Hypothesis 122

5.2 The Cycle of Capital Accumulation 129

5.3 Capital Accumulation and Social Media 131
5.4 Free Labour and Slave Labour 144

5.5 Conclusion 149

6 Google: Good or Evil Search Engine? 153

6.1 Introduction 154

6.2 Google’s Political Economy 155

6.3 Googology: Google and Ideology 162

6.4 Work at Google 165

6.5 Google: God and Satan in One Company 169

6.6 Google and the State: Monopoly Power and Tax Avoidance 171
6.7 Conclusion 179

7 Facebook: Surveillance in the Age of Edward Snowden 183

7.1 Facebook’s Financial Power 185

7.2 The Notion of Privacy 186

7.3 Facebook and Ideology 190

7.4 Privacy and the Political Economy of Facebook 194

7.5 Edward Snowden and the Surveillance-Industrial Complex 198
7.6 Conclusion 207

8 Twitter and Democracy: A New Public Sphere? 217

8.1 Habermas’s Concept of the Public Sphere 218

8.2 Twitter, Social Media and the Public Sphere 227
8.3 Political Communication on Twitter 231

8.4 Uncivil Communication on Twitter 240

8.5 Twitter’s Political Economy 242

8.6 @JurgenHabermas #Twitter #Publicsphere 244
8.7 Conclusion 246

9 Weibo: Power, Ideology and Social Struggles in Chinese Capitalism 251

9.1 China’s Capitalism 254

9.2 Weibo’s Political Economy 269

9.3 Weibo and Social Media Ideologies 273

9.4 Chinese Social Struggles in the Age of Weibo 277

9.5 Conclusion 279

VI



CONTENTS

10 Airbnb and Uber: The Political Economy of Online Sharing Platforms 283

10.1 Uber: The Pay per Service Sharing Model 284
10.2 Airbnb: The Capitalist Sharing Economy’s Rent-on-Rent Model 292
10.3 The Sharing Economy: A Capitalist Ideology 300
10.4 An Alternative Sharing Economy Beyond Capitalism? 306
10.5 Conclusion 313

11 Wikipedia: A New Democratic Form of Collaborative
Work and Production? 317

11.1 The Communi s t Idea 319
11.2 Communication and Communism 323
11.3 Wikipedia’s Political Economy 325
11.4 Criticisms of Wikipedia 329
11.5 Conclusion 335

III FUTURES 339

12 Conclusion: Social Media and its Alternatives - Towards a
Truly Social Media 341

12.1 Social Media Reality: Ideologies and Exploitation 341
12.2 Social Media Alternatives 345
12.3 Towards a Truly Social Media and a New Society 355

References 357
Index 377

VII


	Inhaltsverzeichnis
	[Seite 1]
	[Seite 2]
	[Seite 3]


