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Abstract. The focus of the article is the study of the concept of "information" as one of the 

fundamental concepts of the virtual economy, which underlies the development of information and 

communication technologies adopted by the virtual business. A comparative analysis of this 

concept with the concepts of "data" and "knowledge" is carried out. It was revealed that the data are 

the "raw material" for information, while the knowledge is the massifs of information, interpreted 

and analyzed to develop a coherent set of them. The properties and sources of information are 

investigated. In addition to the properties of usefulness and value of information, the author 

highlighted such properties as: indivisibility, inexhaustibility, inherent uncertainty and risk during 

its transition from producer / seller to consumer, compressibility, replaceability, possibility of joint 

use. A critical analysis of the Western concept of the essence of the concept of "information" is 

given, highlighting information in a category other than goods and services based on the analysis of 

information properties: uniqueness, supply heterogeneity, frailty (early spoilage), indivisibility 

(inseparability of production and consumption), tangibility, ownership, reproducibility. It is shown 

that such an interpretation is flawed, and information for the purpose of business valuation should 

be considered as a unique product and resource (factor of production) in a modern economy. 
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