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Mod 5 Case Study
Research Topic
The topic of the research article is “The Impact of Social Media on Business Performance” published in ECIS. Social media is the most important topic of research that has gained popularity in recent years. It is highly used in the regular operations of the various companies either they are startups or medium or large-sized enterprises. Instead of the high use of social media, there is limited literature that reflects the specific impact of social media tools on business planning and management that is reflected in the business process performance. This article has vast importance because it is written beyond the drawbacks and benefits of the technology of social media. Instead, the article argues its measurable impact on the business process performance. The impact of social media on the management, strategic competitiveness, governance, and knowledge management highly impacts on business progress (Smits & Mogos, 2013). 
The emerging technologies have taken popularity for enabling the cooperation between the various business networks when the application markets have flourished. The networked companies that take benefit over the social media technologies have high performance against their competitors in the market and represent high benefits such as exert low costs but get improved efficiencies. In this scenario, it is crucial for understanding the specific impact of social media technologies on the business process performance. Social media is considered as the best way that companies can use for maximizing their benefits and obtain integrated social media suites in their daily-based operations. This article has vital importance because it studies the impact of social media technologies on inter and intra organizational processes within the advertisement and on-line gaming industry. The study identifies the link between social media and business performance through exploring the close link with the operations developed at the Sponsor Pay. Sponsor Pay is the company on which the case analysis is practiced (Shabbir, Ghazi, & Mehmood, 2016). 
The selected article topic is highly important because it takes the resource-based view perspective on the firm for explaining the impact of social media on firm performance. The study reflects that the organizations get the set of various resources such as social media, IT infrastructure, and human resources, which are specific to the organization. The resource accumulates performance and competitiveness. The study clearly provides a distinction between capabilities and resources. The resources are reflected as the primary unit of capabilities, analyses, and repeatable patterns of action for creating, production, and offering value to the market. The study involved the resource-based view that is used in the firms that have the particular combination with the various resources. The resources are formed that enables the capabilities, strategies, and processes development. The study has a vital role in the literature-based the study use the resource-based perspective. It has summarized the three different social media theories, including honeycomb framework, business process performance self-assessment, and latent factors for specific the research model (Boulianne, 2015). 
Another strengthening element of the article is that it has involved both quantitative and qualitative research method. The study used an in-depth analysis of the one case, which is an appropriate research strategy because it is difficult to separate the phenomena from the context (Felix, 2017). The phenomena were the social media effects and contexts is the business process, collaboration, knowledge management, training, and innovation (Duggan, Ellison, Lampe, Lenhart, & Madden, 2015). The importance of the study is also reflected in the form of using mixed research method (Smits & Mogos, 2013). The social media research is highly important because of its emerging importance in the literature (Chou, Hunt, Beckjord, Moser, & Hesse, 2009). There is inadequate literature on the impact of social media, so this study is the novel addition in the literature.
Research Questions
The major research question of this article (Smits & Mogos, 2013)  is, “What is the impact of social media on business process performance?”
The specific research question of the study is given here:
RQ1 (a): What is the impact of Web 2.0 Tools on the latent factors/ business capabilities?
RQ1 (b): What is the impact of Web 2.0 Tools on the business network operating layer?
RQ2: What is the impact of Web 2.0 Tools on the Business process performance?
The research questions of this article are relevant to the planned research questions for the proposed study. The proposed study research questions are:
a. In what ways can social media impact the functioning of a research study?
b. How much is the impact of social media on the planning and managerial strategies?
The research questions of the proposed research are implied in the research article. This article is relevant to the proposed research, that is why incorporated for this case study. The business performance is linked with the planning and management. If the business has good planning, then it increases business performance. Also, if the business has the proper management, then it further maximizes the business performance. Therefore, business performance has a direct association with the business planning and management. The research questions of the article reflect the impact of social media on business performance in the broader term.
The overall theory of the paper
The overall theory of the paper revolves around the theory on social media and business impact. The theory defines the social media by using the term Web 2.0 that was coined by the O'Reilly in 2005 during the brainstorming session of the conference (Smits & Mogos, 2013). The Web 2.0 is used instead of the Web 2.0 because it is taken as the second generation of the web design and development, which facilitates the secure information sharing, communication, collaboration, and interoperability on the web. Web 2.0 is used in the overall theory of the article because it is considered as the set of social, economic, and technological trends, which collectively form the basis for the upcoming generation of the internet. This technology is used as social media because it is a distinctive and mature medium that is characterized through opened, participation, and network effects. The article used the six Web 2.0 tools that represent social media in the case organization. The selected social media tools are the Google Apps such as Calendar, Gmail, Sites, and Docs, Pivotal Tracker, Asana, Zendesk such as helpdesk, Github such as SponsorPay, and Salesforce such as CRM.
The study used the six latent factors that are known as the business capabilities that are influenced through using the Web 2.0 tools and in turn, affect the business performance. The first latent factor is collaboration and communication. The social media such as Web 2.0 has the capacity for enhancing collaboration and communication within the organization that foster the rapid internationalization of firms and globalization of business operations. The four indicators of the collaboration and communication are the coordination discussions, reach people at a fast pace, synchronize tasks and projects and audit communication streams. The second latent factor of the article theory is rapid application development. The social media maximizes application development through the integration of third party services. The combination of existing applications and technologies within the novel business is also important. These tools involve customers, experts, employees and suppliers in the product development efforts. It has three important indicators such as modification and development of faster applications, support of applications easier, and improvement of requirements modelling. The third latent factor is customer relationship management. The social media reshape the traditional type of customer relationship model processes. The customer service issues, such as wikis and forums, are identified and solved. The four indications of this latent factor are the mining customer data, reaching customers, asking customers’ feedback, and communicating effectively with the customers. 
The fourth latent factor is innovation. The innovation hast the direct outcome of the ideas exchange between different experts that are fuelled through mass co-creation and user-generated content. This tool speed up the innovations for appearing the market. Its indicators are syndication of innovation, improvement of success rates, increasing innovation activities, and efficient production. The fifth latent indicator of the theory is training. Social media affect the training process when the information becomes user-driven. The firms face transition towards the user-generated content, shared data, and user experience. The training endeavours are linked with the specific time frame. The impact of social media on the latent factor of training is measured through various factors. These factors are supporting traditional training, modifying training content, supporting asynchronous training, and codifying and distributing training content. The sixth latent factor is knowledge management. This factor improves the knowledge management process, knowledge creation, knowledge exchange. This tool has an internal focus that maximizes the knowledge transfer between the different employees. This tool also has an external focus in term of two-way communication between the suppliers and customers. The theory reflects that the impact of social media on knowledge management is reflected in the form of sharing, retrieving, organizing, and leveraging knowledge.
The theory in the paper reflects the link between social media and business process performance. It is the business efficiency in which the firm transform the available inputs into the outputs. The business process performance is analyzed using the key performance indicators that are linked with every process of the company. The management board formulate various target values that compare targets with eh historical and actual values. Various methods are used to measure the business process performance, such as statistical process control, workflow-based monitoring, process performance measurement system, traditional controlling approach, self-assessment, and balanced scorecard. The figure model of the overall theory planned in this research is given here.
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Figure1: Figure Model of theory

Other variables of the study
The article under investigation has discussed the one independent variable that was further divided into the six categories and two dependent variables. The closer examination reflected that the other variables could be incorporated that the author did not discuss in this study. The other variables, such as the independent variable, moderator variable, and mediator variable, influence the model mentioned in the article. In the selected article, the other variables are proposed that if included in the study, then it would result in the more accurate findings.
The independent variable “mass media" could be used in the model to study its impact on business performance. The mass media is an important variable that is neglected in this article. If the mass media would be used side by side the social media, then it would result in more extensive outcomes. The impact of social media and mass media would also be compared to the business process. It would provide thorough information on how the mass media affect the business planning and management side by side the social media. The t-test analyses would be used to compare both types of social media. It would be a novel addition in the article that was missing in it. The given hypothesis reflects the effect of the selected independent variable on the dependent variables, which is also represented in the model figure.
H1: The mass media has a positive impact on the business process
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Figure 2: Figure Model of theory involving Mass media as an independent variable


The moderating variable added in the study is "Social media usage" because it moderates the association between the independent variable and dependent variable. The moderator variable itself does not change, but its presence affects the association between the independent variable and dependent variable. The given hypothesis reflects the moderating role of social media usage on the independent and dependent variables, which is also represented in the model figure.
H2: The social media usage has a moderating effect on the association between the social media and business process
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Figure 3: Figure Model of theory involving social media usage as a moderating variable



The mediating variable added in the study is "motivation" because it mediates the link between the independent variable and dependent variable. The motivation is the mediating variables because social media affect the motivation itself. When the employees working at social media platform works on the social media for a long time, they become tired, and their motivation declines, so the motivation itself change, that is why it is the mediating factor. The proposed hypothesis, along with the figure model, is given here.
H3: The motivation has the mediating effect on the association between the social media and business process
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Figure 3: Figure Model of theory involving motivation as a mediating variable

 
Evaluation 
The whole exercise was highly informative for me; I have learnt a lot. I have learnt to analyze the research article. This exercise also helps me to think about the variables that are not discussed in the article. I have learnt to use the figure model in the analysis. I also learn the role of the moderation and mediation variables in the research. Earlier, my concept about the moderation and mediation variable was not clear, but now I understand their exact usage in the research.
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