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Introduction
What started a few years ago as social sites where people meet, interact and connect to friends and other people has since changed and evolved to become a hub of the business world. Social media has affected in many ways how people conduct business. With a technological shift from web1.0 to now web 2.0, a lot has changed not only for big businesses but also for potential startups, in the use of internet applications for sharing and collaborating with other people within the niche; for development of their entities (Andriole, 2010). Social media is one result of the web 2.0 applications that have changed the face of world economics and globalization in the entrepreneurial world. With the earliest social media platform ever to be formed being just 17years, it is hard to imagine that within this short time, there has been this massive progress business world. This paper seeks to describe the changes in the business operation as affected by these trends in web 2.0 and social media change.
Entrepreneurs today have changed the way they engage their customers and clients in the process of conducting business. Up until the advent of social media, businesses could only hold conferences, rallies, and outreach to specific locations in the process of engaging their customers. Today, companies have social media accounts where they engage their followers daily concerning new products, promotions, and discounts (Qualman, 2012). Customers comment and ask questions; their concerns are in return, addressed through the company's social media team. Most companies like Nike have a very conspicuous social media presence on Facebook; they have a large following where they are able to engage with their customers. Unlike established and successful businesses, small ventures have the upper hand in the engagement process of customers on social media; they have a manageable population to actively interact with through posts, comments, and giving immediate feedback (Humphreys & Wilken, 2015).
Social media and web 2.0 applications have also changed how new clients are attracted. Through web applications like short videos and blogs, companies today are able to utilize social media to create business ads. Sites like Facebook and Instagram are mostly used for the dissemination of these ads which attracts new clients. Traditional mechanisms of product promotion through the hiring of sales representatives have been replaced by this method. Entrepreneurs also use tools like Hashtags on tweeter and reinforcing it to trend on social media conversations so as to reach a large audience. Results from a recent study suggest that most people today purchase more things online than they do physically (Hasbullah et al, 2016); this is because the average person spends more time on social media than anywhere else.
Through web 2.0 applications like podcasting, businesses have been able to reach out to customers and receive first-hand feedback for improvement of services. Companies that have adopted the podcast method enjoy the fact that customers have no barriers to reaching out; they are able, therefore, to do audio content marketing due to high customer captivation (Matthews, 2006). Companies like McDonald's created a podcast themed "the Sauce" which has been very instrumental in addressing the issue of public relations on the distribution of a particular sauce. A significant amount of trust and loyalty is developed when customers' feedback is taken into consideration. Initially, this method of marketing was a reserve of media companies or technology firms like Microsoft; however, this has proven to be effective in non-media related firms.
The use of social media by companies has further been applauded for the timely response to crises caused by the products and customer dissatisfaction. Crisis management is key in any business, whether small or big, communication strategies need to be in place in case of an emergency (Ki & Nekmat, 2014). Many customers always run to the social media platform of brands the moment a crisis happens; taking to their complaints to social media pages while expecting some clarifications. Through videos and written statements, entrepreneurs are able to apologize in time, warn customers in case of an expected shortage or change in normalcy in operations; this has worked for various brands in the management of customers in the past.  In 2018, there was a significant shortage of chicken in a number of KFC shops in the UK, through social media advertisement that employed creativity and humor, the company managed to apologize and retained back most if not all of their customers.  
In the business world, there are entrepreneurs who have recognized the role social media plays in the operations and success of enterprises. However, as Kirton theorizes in his Adaptation-innovation theory; some people remain comfortable with how things are while others are just not ready to continue with the pre-existing trends of thinking and working (Stum, 2009). To this end, most new entrepreneurs have fully incorporated social media in their businesses, while other mature ventures either have partly incorporated or totally ignored it. This is due to the versatility of reasoning and the global presence occasioned by the use of social media. New entrepreneurs have a more advanced problem-solving approach to crisis compared to the reserved way of solving business problems by the mature entrepreneurs.
New ventures may differ from existing ventures in the strategies, technologies, and marketing styles and options that social media presents. For many mature ventures, social media may be a platform for increasing their online presence only while, new ventures may use it for interaction and building a level of cooperation with customers. New ventures do most of their advertisements on social media through ads on videos, posts, and celebrity pages; they utilize the social platforms for branding and promotion (Lingelbach et al, 2012). Most mature ventures, on the other hand, use mainstream media as primary advertising platforms; the belief that most of their clients have access to television and may not be on social media propagates this difference. Again, new ventures are more flexible and still versatile in thinking; they recognize that most modern businesses are done online; hence they expand their online market and do business on social media through ordering and payments.
For a realization of business success on the use of social media, there is a need to be more creative and innovative in approach. Creativity is the potential one has to do something unique; it is reinforced by an innovative environment.  However, there are a lot of things that come into play when unleashing an individual's creativity and innovation. First, there is a need to develop one's self-leadership. This is the ability of one to be able to govern his own thoughts, actions, and be resourceful while practicing responsibility. People take responsibility more when they are at-will of participating in leadership. 
Again, Organizations and individuals need to create an environment where an individual's abilities are recognized and appreciated (Chang & Teng, 2017). As a way of reinforcing good work and achievements, this will ensure that people become more motivated to push their thoughts beyond just normal. Motivation breeds a sense of belonging, pride, and recognition in the unleashing of creativity (Srivastava & Barmola, 2011). Certain methods are put in place to ensure that individuals are motivated to achieve their best. People tend to produce better results when they are motivated to do more. Individual advancement is also a key aspect of creativity and innovation; one is trained to adjust to moving from simple to complex facts and ideas. A change in mind is also affected by positive thinking towards the right direction; which is a mindset renaissance.
Most entrepreneurs look for a gap in the market in preparation for the establishment of a business venture; some will dig deep into the future gaps, while others will simply look at the present. This difference is what identifies those entrepreneurs who become successful in venturing into business. First, these entrepreneurs have excellent knowledge of the industry they intend to venture into. The necessary technical history and a strong desire to establish an empire are what drives them into seeing far. Again, these entrepreneurs have a positive attitude towards challenges therefore, they are not confined to pre-existing barriers or failures of others before them. For a success of a business, it is important to do a proper business plan (Kirsch et al, 2009), therefore, these entrepreneurs are good planners; they assess the skills they have and the resources available before proceeding with the venture. However, they are not limited by inadequacies and the shortcomings occasioned by limited resources. 
Entrepreneurship is a discipline with a very limited number of subscribers; this is because not many people possess the skills, attributes, and behaviors required to make it in. This fact has evoked a strong debate over the years on whether entrepreneurs are born or made (Matthews et al, 2011). Either way, a fact of the matter is that becoming an entrepreneur requires one to have certain behavioral attributes, whether born with or learned. Being an entrepreneur requires one to be a servant; learning how to be of service to customers builds unstoppable resilience in an individual now and in the future. Discipline is one attribute that matters as far as the continuity of the business is concerned. Most people become successful entrepreneurs because of learning personal and financial discipline. Again, being an avid and foresighted planner is key in the organization of oneself; individuals need to plan in advance to avoid emergencies and potential threats from the external and internal environment. Lastly, it is imperative to stay positive in all situations; this ensures emotional stability and strong personality in the face of losses and risks.
Conclusion
As the world changes and technology advances, so does the business world change.  In 10 years to come, businesses will not be conducted in the same style it is currently being conducted. Social media has and will continue to change styles of doing business. As witnessed today, many businesses have taken to social media and this has altered customer-client relationships in ways witnessed in this paper. However, it is imperative to note that overreliance on social media has affected the efficiency of the business. Businesses that have over-relied on social media have also made losses since sales and profits depend on the feedback and reviews of former customers. Innovation and creativity is an important aspect in the management of businesses, the need for improving creativity and innovation has never been so urgent, especially in this period of social media influence on businesses. 
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