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Developed in Switzerland, World-Wide Web (WWW) can be described as a sub-network that forms the fastest growing Internet part. Therefore, the growth of WWW has led to increased commercial activities by most companies. For example, companies like Google, Apple, and Yahoo currently exist as a result of the World Web that did not exist before such an advancement in technology. The three companies are doing well and take most of the market share when compared to their rivals. Such success has been brought by the positive influence of the World-Wide Web that allowed and supported their establishment and operation of the companies.
Foremost, WWW has facilitated effective communication between the businesses and their employees, including competition management. As a result, the way how these businesses communicate with their employees, stakeholders, and the customers has dramatically improved given that the Internet provides various communication tools like instant messaging and the email. Telecommunication is another added advantage brought by the WWW. These businesses currently provide their employees with the option of working from home using different gadgets that use the Internet in browsing and other forms of communication (Zimmerman, 2003).  As a result, the companies have been able to reduce the overhead costs which were to be met since more utilities will have been used for the daily operations if the Internet was not available. Nevertheless, these businesses are using questionnaires, surveys, comments, and feedback forms from the Internet in monitoring customer needs. Also, the Internet helps a business to advertise its products and services through social platforms like Twitter, Facebook, Instagram, and YouTube, among others. 
[bookmark: _GoBack]Research shows that the World-Wide Web has smoothened the process of establishing new businesses. Different search engines and social media platforms provided by the Internet allow one to establish a business mainly through advertisement easily. One only needs to create a page and invite friends to follow or subscribe to a given channel. As a result, the Internet, through the search engines and social media platforms, allows entrepreneurs to target the appropriate audience, develop their content and make advertisements of their products or services, and make an analysis of the outcomes (Kenny, 2006).  Therefore, it becomes cheaper for entrepreneurs when using the Internet than when compared to planning an advertisement campaign because marketing is a tough task when using the traditional means. 
On the other end, however, it is a fact that WWW has made it easier for most of the firms to render themselves as monopolies. The reason is that social platforms only function when people use similar ones. Generally, social networks naturally facilitate monopoly. For example, Facebook, when compared to other social networks like Twitter, continues to be on an upward trajectory. Therefore, given a large number of users for a social network like Facebook, a company using a Facebook page to market its products or services will attract a lot of customers compared to another company marketing the same goods or services via a marketing campaign. A monopoly is a market structure whereby a supplier or a company produces and sells a service or a product. The social networks have icons directing customers. For example, Twitter has an option to “Follow us on Twitter” while Facebook has an option for “Like us on Facebook”. Given such options, the Internet provides a free and voluntary promotion of marketing of the popular digital companies that are entirely feeding into and perpetuating, the monopolistic market (Hindman, 2018). The internet is promoting a monopoly since the users typically prefer where all the action occurs. 
Given the monopoly market structure as a result of Web development, price discrimination is likely to occur. Price discrimination is a marketing approach that involves sellers or businesses charging prices that are different from various consumers for the same service or product (Guriev, & Kvassov, 2000). First-Degree price discrimination is the most common marketing strategy over the internet. The strategy takes place when a firm accurately determines what every consumer wills to pay for a given service or product and sell such service or good at that specific price. A good example of price discrimination can be witnessed in the motor vehicle industry when selling used vehicles like cars. In such a condition, negotiating the final buying price remains part of the buying activity. The seller of the used vehicle may obtain information from data mining in respect to every past purchasing habits of every buyer, budget, income, and the possible output available in determining which price to be charged for every sold vehicle.
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