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Case Mod 3
In the planned study, model variables are social media, planning, and managerial strategies. Multiple studies have given definitions of the model variables that are mentioned here. 
Variable Social Media 
Ngai, Tao, & Moon (2015) defined social media as "a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 and allow the creation and exchange of user-generated content" (p.33). Moreno, Goniu, Moreno, and Diekema (2013) defined social media as online communication through which users share ideas, information, and personal messages. Perrin (2015) defined social media as it is the computer-based technology that maximizes the sharing of thoughts, ideas and information to build the virtual communities and networks. Social media provides users with quick communication of content through designing. The content that social media includes are documents, photos, and videos. The users engage with social media through using a tablet, smartphone, computer, web application, web-based software for utilizing messages. Allcott and Gentzkow (2017) defined social media was originated to interact with family and friends, but later businesses adopted social media to get its benefits of novel communication methods for reaching customers.
Sajid (2016) defined social media as the ability to share and connect information with everyone on earth. Anderson and Jiang (2018) defined social media is the ever-evolving and ever-changing web-based platform. Juris (2016) defined that social media is the indispensable tool for businesses. The firms use social media to engage customers and drive sales using promotion and advertising, gauge consumer trends and provide consumer support or services. Yin and fellows (2015) defined social media has the helping role in the business as it enables the social interactions melding on the different e-commerce sites. Agnihotri, Dingus, Hu, and Krush (2016) defined social media can collect information to increase market research and marketing efforts. It assists in promoting products and services as it enables targeted distribution and exclusive sales.
Wamba and Carter (2016) defined social media as it assists in building effective consumer relationships through various loyalty programs that are linked with social media sites. Bianchi and Andrews (2015) defined social media is the collection of various internet-based communities that allow the users to interact with each other via online such as wikis, web forums, and user-generated content websites. However, this term is used for describing social networking websites such as twitter, facebook, linkedIn, and Pinterest. Boulianne (2015) defined social media in the form of online media that increases conversations against the traditional media that allows delivering content but does not allow the viewers for participating in the development and creation of content. Chou, Hunt, Beckjord, Moser, and Hesse (2009) defined social media as the category of online media where individuals talk, participate, share, network, and bookmark online.
The empirical evidence reflected multiple definitions of the social media which is the independent variable of the proposed research. The definition that is selected for the proposed research is the definition given by Nagai and his fellows in 2015. This definition is selected because it is the best suitable definition because it includes all the areas that are crucial to explaining social media. The definition reflects that social media is a group of internet-based applications. In other other words, it has explained that social media is the umbrella term that reflects all the applications such as facebook, twitter, Pinterest, etc., which are the different types of social media. The second part of the definition argues that the definition involves the technological and ideological foundations of the Web 2.0 that shows that Web 2.0 is the social media platform that has numerous foundations that are reflected in the definition. In the last part, the concept of social media became clarified that explores that on the social media that content is not only created but also exchanged. This definition is selected because it completely describes the concept of social media by defining it broadly. It is the best-suited definition for the proposed study. The other definitions are also available that describe the concept differently, but this definition is best fitted from the business perspective.

Variable Planning
Chwolka and Raith (2012) defined planning as the process to determine commercial business objectives, strategies, and actions for promoting development and survival within the pre-planned time. Brinckmann and Kim (2015) defined “business planning is an activity that is directed to predict the future and develop an appropriate course of action” (p. 154). Ferreira, Loiola, and Gondim (2017) defined "business planning usually takes place through the systematization of ideas, such as the business plan, a set of written documents modelling the future of an enterprise" (p. 142). Dearman, Lechner, and Shanklin (2018) defined planning is the process to think about various endeavours that are necessary to attain the desired goals. It is the foremost endeavour for achieving the desired outcomes. Ferreira and his fellows (2017) defined that planning involves the creation and maintenance of the plans. It is linked with the goals defined for future directions and determines resources and missions for achieving those targets. Kollmann, Stöckmann, and Linstaedt (2019) defined that planning increases the organizational efficiency, reduces the risks, as well as it is utilized for maximizing efficiency for the available time and resources. 

Henderson, Simeon-Dubach, and Albert (2015) defined that planning is the written document which is used to achieve the business goals. These are crucial for allowing the layout of goals and attract investments. Grimmer, Miles and Grimmer (2016) defined business planning is the crucial tool for the startup business needs before starting operations. Ciaburri, Napolitano, and Bravo (2017) defined that planning is the written document that is used to describe the business nature, marketing strategy, sales, financial backgrounds, and contains the profit and loss statement of the business. Karia, Bathula, and Abbott (2015) stated that planning is the road map that gives direction to the business. They defined that planning is the document that briefly explains the financial and operational objectives of the business that have detailed explanation of budgets. 

Philbin and Mallo (2016) defined that planning is used to grow the start-up business that has in-depth information about the business strategy to run the business. The business plan is based on multiple objectives that are covered in the business plan. Moon and Alle (2015) defined planning is the crucial management function that involves beforehand decisions, what to be done, who is going to do it, when to be done, and how to be done. It is the intellectual process that organizes the firm objectives and formulates numerous course of action to attain those established objectives. Bae, Lee, and Moon (2014) defined that the characteristics of planning are pervasive, intellectual process, futuristic, continuous activity, decision making, goal-oriented, and managerial function. Rubin (2016) defined that the business plan is the formal document that contains information about business goals, methods to achieve that goal, and time frame. It also involves the nature of the business, background information, financial projections, intended strategies, and stated targets.  

Empirical evidence provided multifaceted definitions of planning done in the business. Planning is one of the dependent variables of the study, that is why explained in term of providing numerous definitions. The selected definition of planning here is the definition given by Moon and Alle in 2015. This definition is selected because it covers all areas that are necessary to clarify the concept of planning in the context of business. The selected definition argues that planning is the crucial element of management that reflects the importance of planning in the business. Later, the definition argues that it must be done before taking any decision for the business. It shows that planning is the first phase of starting business operations. The planning gives answers to all the questions of the W family,  such as mission and vision. It clarifies the stakeholders of the business who take part in the business process. It also shed light on the actions that the business has to take to meet its established objectives, so the selected definition is highly important to understand planning from the context of business. 

Variable Managerial Strategies
Jolles, Collins-Camargo, McBeath, Bunger, and Chuang (2017) defined that anything in which the manager is consciously involved to attain the firm objectives is the strategy. Authors reflected that strategy delivers the blueprint of what organisation do, type of business, and ways to make decisions, optimization of strength, and behave towards the stakeholders. Zorzin and Resco (2016) defined that strategy is varied from the mission, vision, objectives, goals, and policies of the firm. The strategy is the long term plan of action which is designed for achieving the particular goals or objectives. Bratu and Cioca (2019) stated that strategy is the core management function that states that how the business will be conducted in every area of operations for accomplishing the goals and objectives. 
Arundel, Bowen Butchart, Gatenby-Clark, and Goedegebuure (2016) defined that well crafted managerial strategy is aligned with the core vision and mission and it acts as the road map for the sustained competitiveness, profitability, and growth. Quaratino and Mazzei (2018) defined managerial strategies as the techniques that are used for directing and controlling the firm for achieving the developed study goals. It involves the strategies for administration, leadership, and business execution. Artinger, Petersen, Gigerenzer, and Weibler (2015) stated that managerial strategies exist in the long run because the organizations only attain the top performance with a clear strategy.

The selected definition in the light of multiple definitions of managerial strategy is the definition given by Quaratino and Mazzei in 2018. This definition is selected because it provides a clear understanding of the managerial strategies took place within the business. This definition reflects that the firms achieve their goals through well-planned strategies. It not only provided an understanding of the variables but also the importance of developing managerial strategies. It also argued that firms develop strategies for business executions. In short, this paper has discussed the multiple definitions of social media, planning, and managerial strategies and selected one definition on each variable for the proposed research as well as provided the rationale for selected definitions. 
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