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Influence of Web 2.0 and Social Media on Entrepreneurship
Technology has impacted have impacted almost every sector and businesses have not been left out. Over the years, Technology has affected how businesses operate. Most businesses from time to time adopt new technologies to remain irrelevant and competitive in the market. Internet, for instance, has become a platform for businesses to extensively reach, interact and engage with their customers. The internet has enable companies to expand to global markets while engaging with customers in real-time. Accordingly, it has become a norm for enterprises to adopt recent and relevant technology to remain irrelevant and competitive in the market. Particularly, Web 2.0 and social media are among the platforms that have significantly influenced entrepreneurship. They have affected business operations such as customer attraction and engagement, listening to gathering feedback from both employees and customers, as well as responding to crises. 
By definition, Web 2.0 is a new development of the internet focusing on online interaction and internet communication. It gives emphasis on user-generated content and allow users to communicate and interact with each other in platforms such as social media through pictures, videos, blog contents as well as other form of content. Web 2.0 and social media have significant influence on entrepreneurial ventures and small businesses operate.  TO’reilly (2005), argues that Web 2.0 leverages customer-self-service and data management algorithm to reach the whole web. It is ‘self-service’ as the users not only visit sites, but they also share, comment, leave feedback and suggestion as well as extract relevant information from the sites (TO’reilly, 2005). With this features, Web 2.0 and social media substantially influence entrepreneurial ventures, both established and small businesses. 
One of the ways that web 2.0 and social media has impacted influenced established enterprises and small businesses is through its influence in engagement between existing customers and companies. Generally, web 2.0 and social media has improved customer-business engagements. They have provided platforms for customers to easily interact and engage businesses.  Companies are able to communicate with their existing customers in real-time despite being on different geographical locations. The platforms has made after-sales follow-ups easy, faster and cheaper for the enterprises. The customers on other hand, can easily give their feedback and experience with the brand as well as get response rapidly.  
Additionally, has improved the efficiency of the marketing methods such as advertising. With Web 2.0 and social media, companies can serve more appealing online adverts to its customers regarding their new products and services. The entrepreneur can engage online opinion leaders like bloggers and podcasters in informing the target customers about their brands (Constantinides and Fountain, 2008). Also, companies can create their own websites, pages, blog sites, or forums to aid easy access by their customers. Prior to launching any products or establishing new enterprises entrepreneurs can easily seek the opinion of its existing customers in real-time. Thus improving the success of the new products.
Through tools such as “listen in” and direct and personalized one-on-one scenario, web 2.0 have effectively improved customer engagement. Customers are able to comment and express their opinions about certain products and services in real-time Enterprises, on the other hand get these reviews and comments in real-time so they act on them to improve customer satisfaction. Additionally, regular and effective communication and engagement between the business and its existing customers will lead to good and healthy relationship between the customer and the enterprise. Thus, customer retention. 

Web2.0 and social media platforms has enabled both established and startup companies to expand their customer base by attracting new customers. With web 2.0 and social media companies are able to attract customers in various locations away from the business location. According to Professor McAfee (2006), Web 2.0 platforms provide ready, attractively packaged and relevant information that positively impact businesses by appealing to potential customers to try out a product or service. Additionally, businesses have now shifted from traditional offline adverts to online adverts. Therefore, they can monitor customer reactions and opinions in real-time (McHaney 2016). From the real-time comments, discussions, reviews and feedback, enterprises can rapidly and easily identify customer dissatisfaction and swiftly respond to the same.  Immediate acting on feedback and comments have help business attract and maintain their customers and generally improving its performance. For instance, regarding the online adverts, the enterprises are able to deliver relevant and effective adverts, thus, attracting more new customers. Serving relevant and appealing adverts, thus, reaching out to many internet users which is likely to lead to high conversation rates. Therefore, Web 2.0 and social media has facilitated business attract new customers to expand their customer bases. 
Additionally, web 2.0 and social media has improved relationship between customers and businesses as well as between companies and its employees. The platforms have improved how established and small enterprises listen to feedback, reviews and opinions, and how they act on them. Web 2.0 and social media provide platforms for customers and employees to easily give feedback and reviews about particular company or their products and services. There are various forums in the web as well as pages in various social media platforms where customers can anonymously comment or review a company as well as its products and services. As soon as customers write their comments and reviews, they are received by the enterprises and so, they can respond and put into effect the suggestions straightaway. The real-time communication between the organization and its customers and employees has helped build and improve a health customer relations. Hence, increase in customer satisfaction. 
Web 2.0 and social media has led to fast and effective response to crisis. There have been real life cases in the recent past where companies have been able to identify crises through social media and rapidly respond to them to minimize the negative impact on the company.  United Airline is one such company.  The airline found out through social media that some of its crew members were harassing a customer.  The incident may seem to have impacted the company negatively, leading to fall in its share prices. However, the company straightaway apologized to its customers and the general public returning normalcy and minimizing the negative impacts of the video.
Application of Kirton’s Adaptation-Innovation Theory in Understanding Entrepreneurial Approach to Social Media
In his adaptive-innovation theory, Kirton (1976), describes how problem-solving styles and cognitive tendencies differ among individuals. He explains two types of people, adaptors and innovators. According to Kirton, adaptors do things better while innovators do things differently. This analogy can be applied in differentiating established enterprises and start regarding the use of technology especially Web 2.0 and social media. Established ventures can, in this case refer to as adaptors. These ventures are reluctant in embracing the use Web 2.0 and social media and instead they prefer to use ‘improved’ traditional ways to engage their customers. Startups and small businesses, on the other hand, are the innovators. They realize the advantages of using new technology such as Web 2.0 and social media over the traditional methods, and so, they adopt it easily. As Kirton explained in his adaption-innovation theory, the methods used by these businesses vary between them.
[bookmark: _GoBack]In conclusion, the ever-changing technology has significant influence in the business world. There is no doubt that it affect various business operations. Web 2.0 and social media are among the platforms that have significantly influenced entrepreneurship. They have affected business operations such as customer attraction and engagement, listening to gathering feedback from both employees and customers, as well as responding to crises. Thus, affecting the general performance of the enterprises.  Technologies such as Web 2.0 and social media, if fully embraced by small businesses, both established and start-ups, they can be leveraged to positively impact these business improving their performance.  The effect of Web 2.0 and social media ranges from customer attraction and engagement to gathering of feedback, opinions and suggestions to responding to crises.  Nevertheless, Web 2.0 and social media may have negative impact on businesses such as in the case of United Airline where the prices of shares dropped when a video of workers mistreating a customer went viral. However, there are several real life incidences including the above mentioned case, where companies have used the Web 2.0 and social media to successfully identify and respond to company crises. According to Kirton, adaptors do things better while innovators do things differently. This analogy can be applied in differentiating established enterprises and start regarding the use of technology especially Web 2.0 and social media. In this case, established businesses are adaptors while startups are innovators. So, with the additional support from Kirton’s adaption-innovation theory, with it is clear that adoption of these technologies is a way to go for startups as well as established ventures as the positive influence outweighs their negative impacts. 
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