Social media
CONSUMER BEHAVIOUR IN SOCIAL NETWORKING SITES: EMPOWERING SMALL AND MEDIUM SIZED ENTERPRISES 
Social media are tools that provide people with the ability to collaborate and communicate with one another online. These tools facilitate the creation and sharing of knowledge, information, media, ideas, opinions and insights. It allows people to actively participate in the media itself signalling the move from passively consuming marketing messages to facilitating interactions with messages. These online tools include social networking sites, blogs, wikis, podcasts, content aggregators and content communities. Of all these social media tools, social networking sites (SNSs) and blogs have experienced the most prolific growth. Accounting for nearly 10% of total Internet time, people are spending increasing amounts of time on SNSs and do so at the expense of more traditional media. Hailed as a prospective new means of allowing enterprises to reach and engage consumers, Nielsen (2009, p.1) highlight that "the social networks and advertising industry haven't yet found that magic formula to make this happen". 

As a result, the primary research question of this paper is: 
· Can social networking sites be used as an effective marketing tool to engage consumers? 

· Understanding how to engage consumers effectively using SNSs requires perspective on how they behave in these communities and the attitudes they possess in relation to advertising on these sites. Due to the need to observe the behaviours and attitudes of people, qualitative research in the form of focus groups with SNS was undertaken. 

Findings from focus groups illustrate that a different approach must be adopted by enterprises if they are to effectively reach and engage consumers using SNSs. As a medium that centres on communication between its individual users enterprises must seek to integrate advertisements and engage consumers rather than infringe on their privacy and push messages onto them. The implications of this change in communications for enterprises are then discussed. 
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