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Profile of the Company 

IFB Industries is one of the leading brands of home appliances products in India. IFB is an 

India-based company founded in 1974 by Bijon Nag an engineer by profession, headquartered 

in Kolkata, India. Originally it was known as Indian Fine Blanks Ltd., but later it is renamed 

IFB Industries Ltd. It was established in collaboration with Hienrich Schmid AG of 

Switzerland to produce fully automatic washing machines and other appliances. In India, the 

home appliances division was started in the year 1990 in Bengaluru and Goa. It is engaged in 

the business of fine blanking, motor, automotive components & tools for a variety of industries, 

home appliances, travel systems, and agro and steel products. 

The company has 6 state of art manufacturing units across India. Today, IFB is a household 

name in India and has over 6 million customers which are three plants in Goa, two in 

Bengaluru, and two in Kolkata. Out of three manufacturing facilities in Goa, two 

manufacturing units are in Verna Industrial Estate and one in Corlim Industrial Estate. In 

Verna, one plant manufactures washing machines and the other is an AC plant. Corlim plant 

manufactures only Clothes Dryer washing machines. IFB Washing Machine & AC plant was 

commissioned in the years 1990 & 2020. Both plants are spread over more than 9 acres of land 

where the AC plant capacity is 5,00,000 units annually and the Washing Machine plant 

capacity is 10,00,000 units annually of production. All the plants have a good number of 

employees and also, and they have a 35% female workforce in the plant. 

They manufacture various home appliance products, modular kitchens, and commercial 

products. IFB’s product category has Laundry, Kitchen, and Living solutions. Laundry 

solutions have Washing machines (Top Load, Front Load & Washer Dryer Refresher) and 

Clothes Dryers. Kitchen solutions have Modular Kitchens, Microwaves, Ovens, Dishwashers, 

Chimneys, Hobs, Kettles, Toasters, & Beverage makers and living solutions are Air 

Conditioners. In Essentials, they serve Fabric care, Dish Care, Machine Care, Hygiene Care, 

Air Care & Commercial Care. The Modular Kitchen is a contemporary concept of kitchen 

which has all the modern spaces of drawers, cabinets, and shelves in such a manner that saves 

space and helps to organize and fit products of IFB. The last is the commercial category where 

IFB provides industrial solutions across the country for hotels, restaurants, laundries, and 

hospitals. This provides state-of-the-art technology to be more economical and 

environmentally friendly for industries. 
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The company has backed by nationwide 500+ IFB Points with an entire range of home 

appliances available, a year-round exchange program, with 24x7 service support across 2,500+ 

cities with 1120+ service centers and 2000+ IFB Authorised Dealers nationwide. IFB also runs 

an e-commerce website & App named IFB Appliances and My IFB where they have listed all 

their products manufactured from them and sold directly on their website for customers. 

In India, IFB is a market leader in the washing machine as well as the dishwasher segment 

occupying 40% of the market each and 32% market share by LG leading with the highest 

number of sales for Front Load Washing Machines and second in the Top load Washing 

Machines. In air conditioners, IFB is 1/3rd of the current market share. 

Product Portfolio of IFB 

Laundry Solutions > Washing Machine 

 Front Load 

 Top Load 

 WDR 

 Clothes Dryer 

Kitchen Solution > Kitchen Appliances 

 Microwave Ovens 

 Dishwashers 

 Chimneys 

 Hobs 

 Built-In Appliances 

 Beverage Makers 

 Kettles 

 Toaster 

Living Solutions > Air Conditioners 

 AC 

Commercial Solutions > Laundry & Dishwashing Solutions 
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 Laundry Machines (Washers, Dryers, Laundromatique, Xeros, Ironers, Dry Clean 

Machines, Steam Generators, Finishing Equipment, and Accessories) 

 Dishwashing Machines (Under Counter Glass Washers, Under Counter Dishwashers, 

Hood Type Dishwashers, and Rack Conveyor Type Dishwashers) 

Automotive Solutions > Automobile Components 

 Components of Engine, Transmission, Clutch, Braking, Seat Belt, and Switch Gear. 

 Compressor Valve Plates 

 Motorcycle Chain 

 Sprocket Kit 

 Fine Blank Components 

Agro Solutions > Aquaculture Products & Processed Seafood Products 

 Seeds, Feed, Aqua Health Care, and Farm Equipment 

 Ready to Cook, Ready to Fry, and Ready to Eat Seafood Products. 

Products Manufactured in Goa 

In Goa, only home appliances are manufactured at their three plants located in Goa. 

1. AC 

2. Washing Machine 

 Front Load 

 Top Load 

 WDR 

 Clothes Dryer 

Products Manufactured Outside Goa 

All Commercial, Automotive, and Agro Products are manufactured in various parts of Goa. 

Products Imported for Trade in India 

Microwaves, Ovens, Dishwashers, Chimneys, Hobs, Kettles, Toasters, & Beverage Maker. 
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Competitors 

The competitors of IFB are: 

LG 

LG is one of the top competitors for IFB, manufactures home appliances, display devices, 

electronic parts, and multimedia goods, and develops software. It is headquartered in South 

Korea; employs 83,000 + people and has total annual revenue is $63.16B. 

Whirlpool 

Whirlpool is one of the top competitors for IFB a manufacturer of home appliances, 

headquartered in Michigan, United States. The total revenue is $21B and employs 78,000+ 

people. 

Social Media Presence 

 Instagram 

IFB has 31,600+ followers with 1,170+ published posts on the Instagram platform. 

 Facebook 

IFB has 1,50,000+ followers and 1,38,000+ likes on the Facebook platform. 

 Twitter 

IFB has 6,215+ followers on the Twitter platform. 

 LinkedIn 

IFB has 11,370+ followers on the LinkedIn platform. 
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Introduction 

Social media has become an integral part of the marketing strategy for many organizations. It 

provides a platform for businesses to reach out to a wider audience and engage with their 

customers in real time. However, the challenge lies in assessing the performance of social 

media activities and measuring the return on investment (ROI) of these efforts. 

Assessing social media ROI has been a topic of interest for researchers and practitioners alike. 

In recent years, numerous frameworks have been proposed to measure social media ROI, each 

with its own set of metrics and dimensions. While these frameworks have been useful in 

providing a structured approach to measuring social media performance, they often lack a 

holistic perspective and fail to consider both financial and non-financial aspects of social media 

ROI. 

The objective of this research project is to address this gap by creating a holistic framework for 

assessing social media performance using social media ROI frameworks. The framework will 

be based on the metrics and dimensions identified in the literature review and will include both 

financial and non-financial measures. The proposed framework will be tested in an 

organization to evaluate its social media performance and determine where they stand. 

The significance of this research lies in its contribution to the existing literature on social media 

ROI. By creating a holistic framework, this research project aims to provide a more complete 

picture of social media performance, enabling organizations to make informed decisions about 

their social media strategy. Additionally, the proposed framework will serve as a guide for 

future research in the field of social media ROI and may apply to a wide range of industries 

and organizations. 
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Literature Review 

This study's literature review identified both independent and dependent variables related to 

evaluating social media performance and return on investment (ROI). Independent variables 

included metrics, dimensions, and methods proposed by various authors who developed their 

frameworks for measuring social media ROI and performance. The majority of the fifteen 

research papers examined proposed unique frameworks, including formulas to calculate social 

media ROI. Although the frameworks proposed to differ in some ways, they all used the same 

independent variables. Across all of the research papers, the dependent variable, ROI, was 

consistently measured using a single formula. 

 

Figure 1: The above figure shows the Independent Variables & Dependent Variables of the Literature Review 

The following are all the frameworks proposed by the authors in research papers as part of 

independent variables: 

1. “Adopting Social Media and Identifying Return on Investment from using Social Media 

as Marketing Tool among Kuwaiti Small Medium Enterprises” by Dr Rashed Alhaimer 

in 2019. 

2. “The Impacts of Social Media’s Adoption in Higher Education Institutions: An 

Approach for Social Media’s Return on Investment and Branding in Universities” by 

Mostafa Hamadi, Jamal El-Den, Asma Rehman Khan & Narumon Sriratanaviriyakul in 

2020. 

3. “Nonprofit Organisations and The Utilization of Social Media: Maximizing and 

Measuring Return On Investment” by Morgan Appleby in 2016. 
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4. “Understanding Social Media ROI in SMEs” by Aspasia Vlachvei & Ourania Notta in 

2015. 

5. “Hotel social media metrics: The ROI dilemma” by Eleni Michopouloua & Delia Gabriela 

Moisab in 2018. 

6. “Using Brand Equity to Model ROI for Social Media Marketing” by Ronen Shaya & 

Morgan Van Der Horstb in 2019. 

7. “Return on Investment For Social Media: A Proposed Framework For Understanding, 

Implementing, And Measuring The Return” by David M. Gilfoil & Charles Jobs in 2012. 

8. "Exploring the Roles of Social Media Content Marketing (SMCM) Towards Return on 

Investment (ROI): A Conceptual Paper" by Nur Syakirah Ahmad, Saridan Abu Bakar & 

Rosidah Musa in 2017. 

9. “How companies evaluate the ROI of social media marketing programmes: insights from 

B2B and B2C” by Susana C. Silva, Paulo Alexandre Oliveira Duarte & Sara Resende 

Almeida in 2019. 

10. “ROI. Measuring the Social Media Return on Investment in a Library” by Nuria Lloret 

Romero in 2011. 

11. “Return on Investment in Social Media – Does the Hype Pay Off? Towards an 

Assessment of the Profitability of Social Media in Organizations” by Fabian Kaske, 

Maurice Kügler & Stefan Smolnik in 2012. 

12. “Social Media Impact on Business Evaluation” by Tamara Grizanea & Inguna Jurgelaneb 

in 2016. 

For the dependent variable, the authors of research papers have used the formula of Lenskold, 

J. (2003). Marketing ROI. McGraw Hill. i.e.:  

ROI = (Gain from Investment - Cost of Investment) / Cost of Investment 

The following are all the research papers that used this formula to calculate social media ROI: 

1. Mamalakis, D. B. (2015). “Social Media Return on Investment and Performance 

Evaluation in the Hotel Industry Context” Springer International Publishing. 

2. Nazarian, D. J. (2018). “Social Media Return on Investment: How Much is it Worth to 

My Practice?” Oxford University Press. 

3. Barlow, M. M. (2014). “Use and measurement of social media for SMEs”. Emerald. 
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4. Alhaimer, D. R. (2019). “Adopting Social Media and Identifying Return on Investment 

from using Social Media as Marketing Tool among Kuwaiti Small Medium Enterprises”. 

Arab Open University. 

5. Jurgelaneb, T. G. (2016). “Social Media Impact on Business Evaluation”. Elsevier. 
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Research Gaps and Questions 

The following Research Gaps observed during the literature review are:  

 Inadequate research on measuring non-financial outcomes of social media performance and 

ROI. 

 There has not been much research into the development and application of a comprehensive 

framework for evaluating social media performance using social media ROI frameworks. 

 Limited research on identifying and selecting the most appropriate metrics or dimensions to 

measure social media performance and ROI. 

The following Research Questions observed during the literature review are: 

1. What methods can be used to effectively measure the non-financial outcomes of social media 

performance and ROI to provide an overall assessment of an organization's social media 

strategy? 

2. What are the key elements of a comprehensive framework for evaluating social media 

performance using social media ROI frameworks, and how can this framework be developed 

and applied in real-world organizational contexts? 

3. What dimensions or metrics do organisations use to evaluate social media performance? 
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Project Objectives 

The project is to achieve the following goals: 

 To examine the existing literature on social media ROI frameworks to identify the most 

commonly used metrics and dimensions for evaluating social media performance. 

 To create a comprehensive framework for evaluating social media performance that includes 

both financial and non-financial metrics. 

 To evaluate the usefulness and applicability of the proposed framework in assessing social 

media performance across different industries and organisational sizes. 

 To provide recommendations for companies and marketers on how to optimise their social 

media marketing strategies to achieve better ROI & performance, based on the findings of this 

research. 

 

Project Methodology 

The purpose of this research is to evaluate social media performance using Social Media ROI 

Frameworks. A comprehensive review of the literature on social media ROI frameworks and 

dimensions is followed by the development of a holistic framework that includes financial and 

non-financial metrics. The framework will be put to the test in an organisation to see how 

effective it is at assessing social media performance. The research included examining case 

studies of successful ROI calculations as well as various methods and models/frameworks 

proposed in the literature to determine the organization's social media. The study's findings will 

assist organisations in improving their social media performance by identifying areas for 

improvement and optimising their social media strategy as a result. 
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Data Analysis and Discussion 

To evaluate Social Media Performance, a holistic framework is been created from the existing 

research including examining case studies of successful return on investment (ROI) 

calculations as well as various methods and models/frameworks proposed in the literature and 

which is considered above. The following are the research papers from which this new holistic 

framework is been created are: 

1. “Adopting Social Media and Identifying Return on Investment from using Social Media 

as Marketing Tool among Kuwaiti Small Medium Enterprises” by Dr Rashed Alhaimer 

in 2019. 

2. “The Impacts of Social Media’s Adoption in Higher Education Institutions: An 

Approach for Social Media’s Return on Investment and Branding in Universities” by 

Mostafa Hamadi, Jamal El-Den, Asma Rehman Khan & Narumon Sriratanaviriyakul in 

2020. 

3. “Nonprofit Organisations and The Utilization of Social Media: Maximizing and 

Measuring Return On Investment” by Morgan Appleby in 2016. 

4. “Understanding Social Media ROI in SMEs” by Aspasia Vlachvei & Ourania Notta in 

2015. 

5. “Hotel social media metrics: The ROI dilemma” by Eleni Michopouloua & Delia Gabriela 

Moisab in 2018. 

6. “Using Brand Equity to Model ROI for Social Media Marketing” by Ronen Shaya & 

Morgan Van Der Horstb in 2019. 

7. “Return on Investment For Social Media: A Proposed Framework For Understanding, 

Implementing, And Measuring The Return” by David M. Gilfoil & Charles Jobs in 2012. 

8. "Exploring the Roles of Social Media Content Marketing (SMCM) Towards Return on 

Investment (ROI): A Conceptual Paper" by Nur Syakirah Ahmad, Saridan Abu Bakar & 

Rosidah Musa in 2017. 

9. “How companies evaluate the ROI of social media marketing programmes: insights from 

B2B and B2C” by Susana C. Silva, Paulo Alexandre Oliveira Duarte & Sara Resende 

Almeida in 2019. 

10. “ROI. Measuring the Social Media Return on Investment in a Library” by Nuria Lloret 

Romero in 2011. 
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11. “Return on Investment in Social Media – Does the Hype Pay Off? Towards an 

Assessment of the Profitability of Social Media in Organizations” by Fabian Kaske, 

Maurice Kügler & Stefan Smolnik in 2012. 

12. “Social Media Impact on Business Evaluation” by Tamara Grizanea & Inguna Jurgelaneb 

in 2016. 

The following is the holistic framework which is been created from the above various 

frameworks of existing research: 

SOCIAL MEDIA PERFORMANCE FRAMEWORK 

 Metrics 

Planning (Alhaimer, 2019)  

1. Goals/Objectives 

(Hamadi et al., 2020) 

Revenue Per Customer and Sales through SM Platforms. 

(Silva et al., 2020) 

2. Strategy (Appleby, 2016) Engagement Rate and Conversion Rate.(Hamadi et al., 2020) 

3. Content (Hamadi et al., 2020) 

Number of Likes; Comments, Shares, Impressions, 

Mentions, Views and Posts about the Brand, Link Clicks, 

Page Views and Post Views. (Silva et al., 2020) 

4. Budgeting (Hamadi et al., 2020) Organic Search and Total Visitors. (Silva et al., 2020) 

Implementing (Alhaimer, 2019)  

1. Channels/Platforms 

(Appleby, 2016) 

Facebook, Instagram, Twitter, Pinterest and 

Blogs.(Syakirah Ahmad et al., 2017) 

Evaluating (Alhaimer, 2019)  

1. KPIs (Hamadi et al., 2020) 

Visits (Unique Visitors, Frequency of Visits, Depth of 

Visit and Time Spent in a Visit per User), Number of 

Responses to Polls, Contests, Surveys, Users’ Ratings of 

Reviews, Time Spent on Key Pages, Time Spent Onsite, 

Follower Growth Rate (Silva et al., 2020) and Number of 

Followers. (Vlachvei et al., 2015) 

2. Tools & Software  

(Hamadi et al., 2020) 

Social Media Analytical Tools, Web Analytical Tools, 

Track Social Media Referral Traffic from Web 

Analytical Tools. (Hamadi et al., 2020) 

3. Analysis (Hamadi et al., 2020) 

Engagement Rate, Conversion Rate, Social Media Reach 

& Impressions, (Hamadi et al., 2020) Website Traffic from 

social media and Search Ranking. (Vlachvei et al., 2015) 
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The above Social Media Performance Framework is made up of three parts: Planning, 

Implementing, and Evaluating which are the dimensions of this research project. Furthermore, 

the metrics for each activity are mentioned. Goals/Objectives, Strategy, Content, and 

Budgeting are the components of planning. There are Channels/Platforms under Implementing. 

Finally, there is Evaluating, which includes KPIs, Tools & Software and Analysis in the 

framework. 

The following are all the research papers from which the formula to calculate social media ROI 

has been adopted: 

1. Mamalakis, D. B. (2015). “Social Media Return on Investment and Performance 

Evaluation in the Hotel Industry Context” Springer International Publishing. 

2. Nazarian, D. J. (2018). “Social Media Return on Investment: How Much is it Worth to 

My Practice?” Oxford University Press. 

3. Barlow, M. M. (2014). “Use and measurement of social media for SMEs”. Emerald. 

4. Alhaimer, D. R. (2019). “Adopting Social Media and Identifying Return on Investment 

from using Social Media as Marketing Tool among Kuwaiti Small Medium Enterprises”. 

Arab Open University. 

5. Jurgelaneb, T. G. (2016). “Social Media Impact on Business Evaluation”. Elsevier. 

The following is the Return on Investment (ROI) formula i.e., the dependent variable of the 

study is: 

ROI = (Gain from Investment - Cost of Investment) / Cost of Investment 

The above formula measures the return on investment (ROI) by subtracting the gain from 

investment from the cost of investment, yielding a net gain, and then dividing that cost by the 

cost of investment, yielding an answer in the form of a percentage representing the return on 

each rupee invested.  

The framework was created to test and implement in practice to understand its applicability, 

and it includes both financial and non-financial metrics as well as the Return on Investment 

(ROI) formula to test and see if it is applicable to measure and can be implemented in other 

organisations to measure performance and its returns through social media.  

When the Social Media Performance Framework was tested in the organisation, it was 

discovered that the entire framework's metrics were effective and that all of the metrics in the 
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framework were measurable within the framework's dimensions using the social media 

tracking platform with their method of calculation, which are more difficult to calculate in a 

normal scenario. It is now necessary to identify whether the organisation is involved in 

measuring all of them. 

The Return on Investment (ROI) formula was tested and it is precise and learned about it to be 

an accurate and precise method for calculating the ROI of social media campaigns. 

One of the primary goals of this study was to test and evaluate whether the organisation is using 

the metrics and formula mentioned in the framework to measure social media performance and 

ROI in a real-world scenario. The framework has been tested and the following are the results 

of it. 

The tables below show the results of an organization's evaluation of the Social Media 

Performance Framework and Return on Investment (ROI) formula. The evaluation indicates 

whether the test was passed or failed: 

TEST RESULT OF SOCIAL MEDIA PERFORMANCE FRAMEWORK 

 Metrics Result 

Planning (Alhaimer, 2019) 

1. Goals/Objectives 

(Hamadi et al., 2020) 

Revenue Per Customer and Sales through SM 

Platforms. (Silva et al., 2020) 
Passes 

2. Strategy (Appleby, 

2016) 

Engagement Rate and Conversion Rate.(Hamadi et al., 

2020) 
Passes 

3. Content (Hamadi et al., 

2020) 

Number of Likes; Comments, Shares, Impressions, 

Mentions, Views and Posts about the Brand, Link 

Clicks, Page Views and Post Views. (Silva et al., 2020) 

Fails 

(Page 

Views, 

Post 

Views) 

4. Budgeting (Hamadi et 

al., 2020) 
Organic Search and Total Visitors. (Silva et al., 2020) Passes 

Implementing (Alhaimer, 2019) 

1. Channels/Platforms 

(Appleby, 2016) 

Facebook, Instagram, Twitter, Pinterest and 

Blogs.(Syakirah Ahmad et al., 2017) 
Passes 

Evaluating (Alhaimer, 2019) 
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1. KPIs (Hamadi et al., 

2020) 

Visits (Unique Visitors, Frequency of Visits, Depth of 

Visit and Time Spent in a Visit per User), Number of 

Responses to Polls, Contests, Surveys, Users’ Ratings 

of Reviews, Time Spent on Key Pages, Time Spent 

Onsite, Follower Growth Rate (Silva et al., 2020)and 

Number of Followers. (Vlachvei et al., 2015) 

Fails 

(User 

Ratings of 

Reviews, 

Follower 

Growth 

Rate, and 

Number 

of 

Followers) 

2. Tools & Software  

(Hamadi et al., 2020) 

Social Media Analytical Tools, Web Analytical Tools, 

Track Social Media Referral Traffic from Web 

Analytical Tools. (Hamadi et al., 2020) 

Passes 

3. Analysis (Hamadi et 

al., 2020) 

Engagement Rate, Conversion Rate, Social Media 

Reach & Impressions (Hamadi et al., 2020), Website Traffic 

from social media and Search Ranking. (Vlachvei et al., 

2015) 

Passes 

 

TEST RESULT OF RETURN ON INVESTMENT (ROI) FORMULA 

ROI = (Gain from Investment - Cost of Investment) / Cost of Investment Passes 

The Social Media Performance Framework and Return on Investment (ROI) formula were 

found to be effective and measurable in the organisation, making them suitable for 

implementation. The Social Media Performance Framework test results show which metrics 

the organisation is using to measure its social media performance, with a "Passed" or "Failed" 

notation in the results column. The Return on Investment (ROI) formula was also successful in 

the organization's test.  

According to the Social Media Performance Framework test results, the organisation uses the 

majority of the metrics mentioned in the framework to measure their social media performance. 

However, some KPIs, such as User Ratings of Reviews, Follower Growth Rate, and Number 

of Followers, as well as Page Views and Post Views, were not given much attention by the 

organisation. 

The company isn't putting a lot of importance on it, but it's one of the most important metrics 

for measuring performance. By failing to pay attention to these metrics, the company may be 

missing out on valuable information that could help improve its social media performance and 
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overall business outcomes. As a result, to gain a comprehensive understanding of their social 

media performance and identify areas for improvement, the company must track and measure 

these metrics as well. 

The social media performance framework described above provides a comprehensive set of 

metrics that can be used to evaluate social media performance by businesses of all sizes and 

industries. The framework provides a structured approach to measuring the effectiveness of a 

company's social media strategy by focusing on different aspects of social media management, 

such as planning, implementation, and evaluation. One of the main advantages of this 

framework is its adaptability, as it can be tailored to the specific needs and goals of various 

businesses. A small business, for example, may prioritise engagement metrics like likes, 

comments, and shares, whereas a larger corporation may prioritise conversion metrics like 

revenue per customer and sales through social media platforms. Furthermore, the framework 

is intended to be easily measurable, with many of the metrics easily accessible via social media 

and web analytics tools. This opens it up to a wide range of businesses, regardless of their level 

of social media expertise, allowing them to measure the effectiveness of their social media 

strategy and make data-driven decisions to improve their performance. 

The Return on Investment (ROI) formula was also successful in the organisation and found to 

be giving accurate results of the ROI of the campaigns in the organisation. 

As this research project had other objectives like examining the existing literature on social 

media ROI frameworks to identify the most commonly used metrics and dimensions for 

evaluating social media performance has been completed. Then creating a comprehensive 

framework for evaluating social media performance that includes both financial and non-

financial metrics has also been successfully created and the proposed framework has also been 

tested in the company and assessed their social media performance. The usefulness and 

applicability of the proposed framework in assessing social media performance across different 

industries and organisational sizes have also been answered in this discussion section of the 

research project. Now, recommendations for companies and marketers on how to optimise their 

social media marketing strategies to achieve better ROI & performance, based on the findings 

of this research will be explained in a further part. 
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Project Findings & Conclusions 

The following findings from the research project are: 

1. The organisation is believing in a Planning, Implementing, and Evaluating strategy, where 

Planning is helpful in the establishment of clear objectives, the identification of target 

audiences, and the determination of the tactics and resources required to achieve those 

objectives. This ensures that a brand's social media efforts are strategic and purposeful. 

Implementing entails putting the plan into action, carrying out tactics, and tracking 

performance. This helps to ensure that a brand's social media activities are in line with the 

strategy and that the tactics are implemented correctly. Evaluating a brand's social media 

efforts entails analysing and measuring the results. This assists in determining what works 

well and what needs to be improved, as well as providing insights for future strategies and 

tactics. 

 

2. The majority of the metrics in the framework is been followed by the organisation, but the 

non-financial metrics specifically is not been followed or concentrated much by the 

organisation. 

 

3. Metrics include such as In KPIs (Key Performance Indicators), User Ratings of Reviews, 

Follower Growth Rate, and Number of Followers, as well as Page Views and Post Views 

in Content. The following is a detailed explanation of why these metrics are important:  

 

a) Users' Ratings of Reviews assist the company in understanding how its social media 

presence is perceived by users, as well as feedback on the quality of the company's 

products or services, which can help identify areas for improvement. Positive reviews 

can also attract new customers and improve brand reputation. 

 

b) The Follower Growth Rate and Number of Followers are important because they 

provide information about the company's social media reach and influence. A large 

number of followers can indicate a strong brand reputation and popularity, whereas a 

small number of followers may indicate that the company's social media content or 

engagement strategy needs to be improved. 
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c) Page views are important because they show how many times users have viewed the 

company's content or web pages. This can help a company determine which types of 

content are most engaging and attract the most attention from their target audience. 

Companies can identify which pages are the most popular by analysing page views and 

making adjustments to their digital marketing strategy accordingly, optimising the user 

experience and driving more traffic to their website. 

 

d) Post Views are vital because it counts the number of times a specific post was viewed 

by users. This can assist the company in determining which types of content are most 

popular with their target audience, which can then be used to inform future content 

creation and strategy. 

 

4. The formula for Return on Investment (ROI) was been successful in measuring the returns 

from social media. It is important and precise in any organisation. 

 

5. These metrics under the framework were easy to calculate as it is taking help from its own 

social media platform to get results of it. 

 

6. Using the framework, all of these metrics can be measured using the social media tracking 

platform, which provides social media data. As a result, organisations can use the Social 

Media Performance Framework and Return on Investment (ROI) to measure because it 

provides a framework for considering metrics and calculating performance through a 

tracking platform where organisations can work on an overall assessment of an 

organization's social media strategy. 

 

7. The dimensions, metrics, and methods mentioned in this holistic framework for evaluating 

social media performance using social media ROI frameworks are the key elements of it. 

This framework will need to be developed further in the future because as technology 

evolves, so will social media, and authors will need to expand their research on this topic 

to help the organisation improve overall social media strategies in the future.  

 

8. It is found that the organisation is missing a proper structure or model to evaluate social 

media performance, whereas this framework will assist them in going in a proper process 
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after procuring it, and eventually it will create a proper process for the organisation and 

benefit them. 

The following are the conclusions of the research project: 

1. Based on the findings of the research, it is possible to conclude that the organisation 

employs a Planning, Implementing, and Evaluating strategy for their social media 

activities, ensuring that their efforts are strategic and purposeful. The majority of the 

metrics in the framework are followed, but the organisation places little importance on non-

financial metrics in particular. These non-financial metrics, such as User Ratings of 

Reviews, Follower Growth Rate, Number of Followers, Page Views, and Post Views, are 

critical for measuring social media success and identifying areas for improvement. 

 

2. The Return on Investment (ROI) formula has been proven to be effective in measuring the 

returns from social media, and it is a critical and precise metric for any organisation. These 

metrics were simple to calculate because they were derived from the social media tracking 

platform. 

 

3. The proposed social media performance framework applies to a wide range of industries 

and organisational sizes. Organisations can improve their social media presence, attract 

new customers, and improve brand reputation by following the framework and using these 

metrics to evaluate social media efforts. Non-financial metrics, in particular, can provide 

useful insights into user perceptions and preferences, which are then utilised to inform 

future strategies and tactics. 

 

4. Organisations can easily measure various metrics using the framework via social media 

tracking platform, providing an overall assessment of their social media strategy. 

 

5. This research project suggests that for organisations to improve their social media 

strategies, a comprehensive framework for evaluating social media performance, including 

dimensions, metrics, and methods, is required. 

 

6. According to the findings, the organisation requires a proper structure or model for 

evaluating social media performance. Implementing this framework will assist the 
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organisation in developing a structured process for effectively evaluating its social media 

strategy. 

7. This research project provides organisations with valuable insights for improving their 

social media strategies and remaining competitive in the ever-changing social media 

landscape. 

 

Recommendation to the Company 

These recommendations can be made to the company are: 

1. While the organisation complies with most of the metrics in the framework, it is essential 

to focus on non-financial metrics to gain an improved perspective of the impact of social 

media efforts on the brand's overall reputation and customer satisfaction. The organisation 

can improve by focusing on these metrics. 

 

2. Non-financial metrics should be prioritised in the social media performance evaluation 

process. These metrics can provide information about user perceptions and preferences, 

which can be used to inform future social media strategies and tactics. 

 

3. Organisations should use the Return on Investment (ROI) formula to evaluate their social 

media efforts because it is an effective metric for measuring the returns from social media. 

 

4. The proposed social media performance framework applies to a wide range of industries 

and organisational sizes, and it should be used by organisations to improve their social 

media presence, attract new customers, and improve brand reputation. 

 

5. Organisations should use a social media tracking platform to assess their social media 

strategy by measuring the various metrics outlined in the framework. 

 

6. Organisations require a proper structure or model to effectively evaluate their social media 

strategies. The proposed framework can help organisations create a structured process for 

evaluating their social media strategy. 
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7. To improve their social media strategies and remain competitive in the ever-changing social 

media landscape, organisations should continue to research and stay up to date on the latest 

developments in social media technology and trends. 

Overall, putting these recommendations into action will assist the organisation in better 

evaluating its social media performance and improving its social media strategy and tactics. 

This will lead to increased engagement, a better brand reputation, and, ultimately, more revenue 

for the organisation. 

Work Done & Learnings Derived During the Internship Period 

The followings are the work done & learnings derived during the internship period in the 

organisation: 

 Work Done in the Internship Period in the Organisation 

During my internship in the company's digital marketing department, I was responsible for a 

variety of tasks. These included creating content drafts for various media platforms such as 

social media, the brand's website, and other digital promotional materials. I was also in charge 

of updating the brand's e-commerce website's content. In addition, I used software such as 

Google Analytics and Google Ads campaigns to analyse and monitor website traffic. 

As part of my responsibilities, I provided solutions for optimising our traffic and ads to improve 

their targeting accuracy for digital customers. I also produced monthly reports on web sales 

revenue, campaigns, and other related metrics with insights, as well as recommendations on 

how to improve them. Overall, my internship in the digital marketing department taught me a 

lot about creating effective digital content, analysing web traffic and campaigns, and 

identifying opportunities for optimisation and improvement in a constantly changing digital 

landscape. 

 Learnings Derived During the Internship Period 

Learnings through my research project have given me a better understanding of the importance 

of social media marketing for promoting a business and engaging the customer. I got familiar 

with the various approaches that businesses can take to evaluate their social media performance 

by reviewing various social media ROI frameworks and metrics used to measure social media 

performance. Furthermore, by applying and evaluating these frameworks in a hands-on 

manner, I gained practical experience. Overall, this project has given me valuable insights into 
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the world of social media marketing, as well as the knowledge and skills necessary to 

effectively measure and improve social media performance for businesses. 

My learnings through my internship at the Digital Marketing Department have been immense. 

I learned how to use analytical software like Google Analytics to track website traffic, which 

enabled me to gain insight into the website's visitors' behaviour. This assisted me in 

determining which pages and content were the most popular and effective in terms of driving 

traffic and engagement. 

I learned how to reach a larger audience and engage with customers by promoting products on 

social media platforms such as Facebook and Instagram. This included creating targeted 

campaigns, analysing data, and optimising ads for improved performance. 

I gained experience creating and writing content for a variety of platforms, including social 

media, websites, and other promotional materials. This involved researching industry trends 

and best practices, as well as developing a thorough understanding of the brand's voice and 

messaging. 

I was able to create, track, and analyse the performance of various campaigns using Google 

Ads, allowing me to optimise the ads for better results. This included choosing the best 

keywords, writing compelling ad copy, and testing various ad formats. I learned how to list 

products and optimise their content and graphical representation by working with the brand's 

e-commerce site.  

Overall, the internship provided valuable hands-on experience in Digital Marketing and 

Analytics, which will help me to apply to future industry career opportunities. Working in a 

professional environment has allowed for the development of important soft skills such as 

communication, teamwork, and time management, all of which are essential for success in the 

early stages of a career. 

 

 

 

 



26 
 

Annexures 

1. Social Media Activities, Costs, Benefits & Returns 

 

 Activities 

Several activities use social media platforms to connect, communicate, and engage with the 

audience, such as: 

 

1. Posting content: Sharing content on social media platforms, such as updates, news, images, 

videos, and other forms of media. 

2. Running paid advertising campaigns: Social media platforms provide a variety of 

advertising options for running ad campaigns, such as sponsored posts, promoted tweets, 

and display ads, allowing you to reach a larger audience. 

3. Brand mention monitoring: Social media platforms are also used for reputation 

management. Monitoring brand mentions and responding to both positive and negative 

feedback can aid in maintaining a positive brand image. 

4. Influencer marketing: Brands can reach a larger audience and raise brand awareness by 

collaborating with social media influencers. 

5. Measurements, tracking, and activity improvement: It is essential to constantly monitor 

social media accounts and make improvements as needed. 

6. Managing the social media calendar and writing seasonal content: Writing all social media 

posts for seasonal and cultural events in India to post content on various social media 

channels. 

7. Contests and Giveaways: Various contests and giveaways are held to raise awareness and 

engagement, generate leads, and expand audience reach. 

8. Organic/Inorganic Advertising Strategy: These ongoing social media strategies increase 

traffic to websites, generate new leads and foster relationships with the audience. 

 

 Costs 

There are both direct and indirect costs associated with social media. Here are some costs: 

1. Paid Advertising: Paid advertising is done on social media, including sponsored posts, 

promoted tweets, and display ads. Direct costs of running paid advertising campaigns 

include ad spend, creative development, and targeting fees. 
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2. Content Creation: It takes time, effort, and resources to create high-quality and engaging 

content for social media platforms. The work has been assigned to an outside agency, which 

is in charge of it. 

3. Tools and Software: To manage and optimise social media activities, various tools and 

software are available, such as social media scheduling tools, analytics software, and listing 

tools.  

4. Influencer Marketing: Working with social media influencers entails paying them for 

services such as creating sponsored content, promoting a product or service, or providing 

audience access. 

 

 Benefits 

Organizations are benefiting from social media platforms in a variety of ways. Here are a few 

examples: 

1. Increased brand awareness: social media allows businesses to reach a larger audience and 

raise brand awareness. 

2. Increased engagement: Social media platforms enable real-time engagement with 

audiences, which increases engagement and brand loyalty. 

3. Low-cost: When compared to traditional advertising channels, social media platforms 

provide low-cost options for reaching and engaging a large audience. 

4. Better customer service: Social media platforms allow businesses to provide real-time 

customer support and respond to both positive and negative feedback. 

5. Targeted advertising: Social media platforms provide advanced targeting options, allowing 

businesses to reach out to specific demographics, interests, and behaviours. 

6. Data and insights: Social media platforms provide a variety of analytics tools and metrics 

that provide useful insights into audience behaviour, preferences, and engagement. 

7. Competitive advantage: social media allows you to monitor your competitors' activities, 

stay current on industry trends, and gain a competitive advantage. 

 

 Returns 

The outcomes of an organization's social media activities are referred to as social media returns. 

Here are a few examples: 
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1. Increased sales: social media helps to increase sales by driving traffic to e-commerce 

platforms, promoting products or services, and providing customer support. 

2. Increased website traffic: social media increases website traffic, which leads to more leads, 

sales, and revenue. 

3. Increased customer loyalty: By providing real-time customer support, engaging with 

customers, and creating a sense of community, social media can help to increase customer 

loyalty. 

4. Improved brand reputation: social media helps to improve brand reputation by allowing 

users to respond to both positive and negative feedback, showcase brand values, and 

increase brand visibility. 

Traditional Media ROI vs Digital Media ROI 

 Traditional Media 

1. TV 

2. Radio 

3. Print 

The return on investment (ROI) for traditional media is calculated by comparing the amount 

of money spent on marketing campaigns to the amount of revenue generated by those 

campaigns. The following formula is commonly used to calculate ROI. 

ROI = (Sales Growth - Marketing Cost) / Marketing Cost 

 Digital Media 

1. Website 

2. Social Media 

3. Image, Audio & Video 

Return on investment (ROI) from digital media is calculated based on the cost of creating and 

deploying the campaign as well as the profit or revenue generated. 

ROI = Net Profit / Total Investment * 100 

or 

ROAS = Revenue / Spends 

2. Theoretical Background 
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The philosophy of social learning theory holds that people can learn from one another through 

observation, imitation, and modelling. Albert Bandura, a psychologist, proposed the concept, 

which combined ideas from behaviourist and cognitive learning approaches. The goal of social 

learning theory is to investigate socialisation and how it affects human behaviour. Attention, 

retention, reproduction, and motivation are four social learning principles that emphasise the 

conditions required in any form of observing and modelling behaviour. The advantage is that 

it offers insight into how people learn from others, as well as suggestions for incorporating 

effective elements into your scenarios. The limitation is that it is not a model for how everyone 

will behave; rather, it is a guide that can predict behaviour. 

3. Content Analysis 

Content Analysis is a research method used to analyse data by categorizing and interpreting 

the content of texts or other forms of communication. It is used to answer a variety of research 

questions and can provide valuable insights into it. This has been used and applied for the 15 

research papers taken for the project and an in-depth analysis of it is below: 
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