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Abstract 

The digital economy, based on technopreneurship, requires data-driven strategies to promote brands 

in a competitive market effectively. Nonetheless, a considerable obstacle remains in accurately 

assessing social media engagement. This study examines the gap between the acknowledged 

significance of advanced social media metrics and their actual utilisation by technopreneurs. The 

research employed a quantitative methodology, involving a sample of 384 technopreneurs, and utilised 

correlation analysis, descriptive statistics, and mean score ranking. The results show a strong positive 

relationship (r = 0.61) between using advanced analytics and thinking that a brand is growing. There 

is still a significant gap in adoption, however: vanity metrics are widely used (M=4.25), while 

advanced analytics are used very little (M=2.78). The main problems that were found were "Lack of 

Technical Expertise" and "Cost of Analytics Tools." The study finds that technopreneurs struggle to 

utilise data effectively due to real-world limitations. This highlights the importance of having easy-to-

use frameworks and tools that effectively connect analytical potential and strategic execution in social 

media marketing. 

 

Keywords: Social Media Metrics, Technopreneurship, Brand Promotion, Data-Driven Decision 

Making, Advanced Analytics, Vanity Metrics 

 

Introduction 

Digital transformation and technopreneurship are the two primary forces shaping the modern business 

world. When technology and entrepreneurial innovation come together, they create new ways of doing 

business. Social media marketing is at the heart of this change. It has evolved from being merely a 
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means of communication to becoming a crucial component in building a brand, managing customer 

relationships, and driving sales (Chaffey & Smith, 2022). Social media is a great way for 

technopreneurs—business owners who utilise technology as a central part of their business model—

to start and grow businesses that can reach people worldwide with minimal upfront investment. 

However, the vast amount of data generated by these platforms makes it challenging to distinguish 

between meaningful engagement and mere digital noise.  

 

For a long time, things like "likes," "shares," and "follower count" have been the standard ways to 

measure success on social media. But more and more people are questioning how good they are in a 

time when businesses need to show a clear return on investment (ROI) and deep understanding of their 

customers. Tuten and Solomon (2020) say that these "vanity metrics" often don't have anything to do 

with important business results like customer acquisition cost, lifetime value, or brand loyalty. This 

gap shows how important it is to have more advanced, creative frameworks that can turn raw social 

data into useful business intelligence. Technopreneurs need metrics that are not only descriptive but 

also predictive and prescriptive. This lets them make quick decisions in a market that is always 

changing. 

 

The next big thing in social media analytics is to go beyond surface-level engagement and look at the 

quality of relationships and behavioral intent. To get a complete picture of the audience, you need to 

use advanced analytics like sentiment analysis, influence mapping, and conversion tracking (Kumar 

& Mirchandani, 2022). Also, the rise of AI and machine learning makes it possible to make dynamic, 

predictive engagement models that can predict consumer trends and customize brand interactions on a 

large scale. For today's tech entrepreneurs, using these new measurement frameworks is not just a way 

to improve things; it's a must-do. It is the basis for a brand promotion strategy that is based on data 

and is strong, flexible, and able to keep a competitive edge in the digital economy. 

 

Statement of the Problem 

It's clear that social media has become a key part of modern business. It gives tech entrepreneurs an 

amazing way to promote their brands, find new customers, and test the market. This digital ecosystem 

produces a large and constant flow of data, which is supposed to give us a clear picture of how people 

behave and how well a campaign is doing (Felix et al., 2017). But there is still a big problem: the 

metrics and analytical frameworks that are currently used to measure social media engagement are 

becoming less useful, and they don't give technopreneurs the strategic, actionable intelligence they 

need to stay ahead of the competition. Using easily measurable but often shallow "vanity metrics" like 
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likes, follower counts, and even shares can give the false impression of success that is not always 

linked to real business growth, customer loyalty, or financial results (Peters et al., 2013).  

This measurement gap is made worse by the fact that technopreneurs work at the crossroads of 

innovation, scalability, and rapid iteration. For these businesses, they need to carefully explain how 

they use their resources and make sure their marketing plans are flexible and based on data. Not being 

able to accurately connect social media activities to important performance metrics like lead quality, 

conversion rates, and customer lifetime value is a big strategic weakness (Wang & Kim, 2017). 

Technopreneurs risk making important business decisions based on false or incomplete information if 

they don't have a way to understand the qualitative differences behind quantitative data, like sentiment, 

audience motivation, and the strength of community relationships.  

 

Also, there isn't a single, easy-to-find model that combines new analytical technologies like AI-driven 

sentiment analysis and predictive modeling into a clear strategic guide for technopreneurship. There 

are advanced tools available, but they are often used in isolation or need skills that most startups or 

growing businesses don't have (Appel et al., 2020). Consequently, there is an urgent necessity to 

formulate and authenticate a novel framework specifically engineered to convert the intricate, multi-

faceted dynamics of social media engagement into a coherent, actionable, and data-informed strategy 

for brand promotion. This study aims to tackle this significant issue by examining the construction of 

a framework that enables technopreneurs to adeptly navigate the complexities of the digital 

marketplace. 

 

Review of Literature 

The existing body of research on social media metrics, technopreneurship, and brand strategy provides 

a foundational understanding of the landscape, yet it also reveals significant gaps that this study aims 

to address. This review is organized into three key thematic areas: the evolution and inadequacy of 

traditional social media metrics, the strategic imperative of data-driven decision-making for 

technopreneurs, and the emerging role of advanced analytics in measuring meaningful engagement. 

 

The Evolution and Inadequacy of Traditional Social Media Metrics 

Early scholarship on social media marketing rightly focused on establishing the value of online 

presence and basic interaction metrics. Kaplan and Haenlein (2010) established a fundamental 

definition of social media as an innovative medium for collaboration and communication between 

businesses and consumers. At first, metrics like the number of likes, shares, comments, and new 

followers were used as the main signs of success (Kietzmann et al., 2011). However, as the digital 
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ecosystem grew, it became necessary to take a hard look at these "vanity metrics." Tuten and Solomon 

(2020) contend that although these metrics are readily obtainable, they frequently function as 

inadequate indicators of authentic business results such as sales, customer loyalty, and brand advocacy. 

Peters et al. (2013) also created a framework that separates "popularity" metrics from "utility" metrics. 

They found that relying too much on the former can lead to wrong strategic decisions. This literature 

establishes a clear consensus: traditional metrics are necessary but insufficient for guiding modern 

brand strategy. 

 

The Strategic Imperative of Data-Driven Decision-Making for Technopreneurs 

The idea of technopreneurship is that new technologies and taking risks as an entrepreneur can come 

together to make new business models that change the game (Krauss et al., 2020). For these businesses, 

being flexible and using data to make decisions are the most important things. Studies show that 

organizations that use data are more likely to say they have big competitive advantages and are more 

productive (McAfee & Brynjolfsson, 2012). Wang and Kim (2017) discovered a positive correlation 

between advanced social media analytics and firm value within the marketing domain, underscoring 

the financial ramifications of measurement. Nonetheless, the literature identifies a challenge: 

technopreneurs frequently lack the necessary resources or expertise to deploy intricate data analytics 

systems (Appel et al., 2020). This creates a conflict between the acknowledged necessity for data and 

the actual capacity to produce and analyze it proficiently, a disparity that is especially pronounced in 

the domain of social media marketing. 

 

The Emergence of Advanced Frameworks for Measuring Meaningful Engagement 

Recent research has started to look into more complex and nuanced ways to measure engagement 

because traditional metrics don't always work. Researchers are now pushing for a move toward metrics 

that measure behavioral outcomes, like conversion rates, click-through rates, and customer lifetime 

value (Chaffey & Smith, 2022). In addition to these quantitative metrics, there is an increasing focus 

on qualitative aspects. For example, sentiment analysis and natural language processing are being used 

to figure out how people feel about a brand and how emotionally connected they are to it based on user 

comments and reviews (Kumar & Mirchandani, 2022). The idea of "engagement intensity" has also 

been put forward to tell the difference between passive consumption and active, valuable interactions 

that help businesses reach their goals (Felix et al., 2017). When you combine artificial intelligence 

(AI) and machine learning, you can make predictions about how your audience will behave and 

optimize content for each person at scale (Davenport et al., 2020). 
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Synthesis and Identification of the Gap 

In conclusion, the literature validates the essential function of social media in contemporary commerce 

and the particular significance of data for technopreneurs. It also makes it clear that traditional 

engagement metrics don't work well. Even though new analytical methods are being created, there isn't 

a single, easy-to-use framework that technopreneurs can use to fill this gap in the current academic 

and practical world. This framework would need to include moving beyond vanity metrics, using new 

analytical technologies, and being tailored to the fast-paced, resource-limited world of tech startups. 

This study seeks to contribute by proposing and assessing an innovative framework tailored to address 

this specific requirement. 

 

Research Objectives and Hypotheses 

1. Objective 1: To assess the relationship between the use of advanced social media metrics (e.g., 

conversion rate, engagement intensity) and the perceived brand growth among technopreneurs. 

2. Objective 2: To evaluate the current level of adoption of different social media metric types (Vanity, 

Performance, and Advanced Analytics) by technopreneurs. 

3. Objective 3: To rank the perceived challenges faced by technopreneurs in implementing data-driven 

social media frameworks. 

 

Analysis and Interpretation  

 Table 1: Correlation Analysis between Social Media Metric Usage and Perceived Brand Growth  

Variable 1 2 3 4 

1. Vanity Metrics Usage 1    

2. Performance Metrics Usage .28** 1   

3. Advanced Analytics Usage .15** .52** 1  

4. Perceived Brand Growth .15** .42** .61** 1 

Mean 4.25 3.41 2.78 5.20 

Standard Deviation 0.68 0.92 1.15 1.30 
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The correlation analysis provides critical insights into the relationship between different types of social 

media metrics and business outcomes. The results indicate a clear hierarchy in the value of these 

metrics. While the use of basic Vanity Metrics shows a weak, though significant, positive relationship 

with perceived brand growth (r = 0.15), the strength of the correlation increases substantially with 

more sophisticated metrics. Performance Metrics, which are tied to specific user actions, show a 

moderate positive correlation (r = 0.42). Most importantly, the use of Advanced Analytics—such as 

sentiment analysis and customer lifetime value—demonstrates a strong and significant positive 

correlation with perceived brand growth (r = 0.61). This finding powerfully validates the core argument 

that not all engagement data is equal; for technopreneurs, strategically shifting focus from superficial 

indicators to advanced, actionable analytics is strongly associated with greater reported business 

success. 

 

Table 2: Descriptive Statistics (Mean and Standard Deviation) for the Adoption of Social Media 

Metric Types (N=384) 

Metric Type Example Metrics 
Mean 

(M) 

Standard 

Deviation 

(SD) 

Adoption 

Level 

Vanity 

Metrics 

Likes, Follower Count, 

Number of Shares 
4.25 0.68 High 

Performance 

Metrics 

Click-Through Rate (CTR), 

Conversion Rate, Bounce Rate 
3.41 0.92 Moderate 

Advanced 

Analytics 

Customer Sentiment Score, 

Customer Lifetime Value 

(CLV), Engagement Intensity 

2.78 1.15 Low 
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The descriptive statistics reveal a significant gap between the recognized value of metrics (as shown 

in the correlation analysis) and their actual adoption in practice. Technopreneurs report a high level of 

adoption for Vanity Metrics (Mean = 4.25), which are often automatically available and easy to track. 

In contrast, the adoption rates for more insightful Performance Metrics (Mean = 3.41) and Advanced 

Analytics (Mean = 2.78) are markedly lower. The higher Standard Deviation (SD = 1.15) for Advanced 

Analytics further indicates considerable inconsistency in its adoption across the sample, suggesting 

that while a few technopreneurs are leveraging these tools, many are not. This "adoption gap" 

highlights a critical market inefficiency and points to a major opportunity for education and tool 

development aimed at bridging this divide. 

 

Table 3: Mean Score Ranking of Challenges in Implementing Data-Driven Social Media 

Frameworks (N=384) 

Objective 3: To rank the perceived challenges faced by technopreneurs in implementing data-driven 

social media frameworks. 

Rank Challenge Mean (M) Standard Deviation (SD) 

1 Lack of Technical Expertise 4.10 0.89 

2 Cost of Analytics Tools/Software 3.95 0.95 
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Rank Challenge Mean (M) Standard Deviation (SD) 

3 Data Overload / Interpretation Difficulty 3.72 0.87 

4 Lack of Time to Manage Analytics 3.55 1.02 

5 Uncertainty about which Metrics to Track 3.48 1.10 

 

The ranking of challenges provides the crucial "why" behind the adoption gap identified in the previous 

analysis. The top-ranked barrier, "Lack of Technical Expertise" (Mean = 4.10), directly explains 

why Advanced Analytics, which require more specialized knowledge to implement and interpret, have 

such low adoption. The second major barrier, "Cost of Analytics Tools/Software" (Mean = 3.95), is 

a common constraint for startups and growing ventures, making expensive enterprise-level solutions 

inaccessible. The subsequent challenges—"Data Overload" and "Uncertainty about which 

Metrics to Track"—further illustrate that the problem is not just access to data, but the ability to distill 

it into a clear, strategic framework. This ranking confirms that the primary obstacles are not a lack of 

interest but are instead practical and resource-based, centering on knowledge, cost, and clarity. 

 

Conclusion 

This study conclusively demonstrates that for technopreneurs, the path to effective brand promotion 

in the digital age lies in the sophisticated use of social media data. The analysis confirms a powerful 

link between advanced analytics—such as sentiment analysis and customer lifetime value—and 

positive business growth outcomes. However, the potential of these metrics remains largely untapped 

due to a critical adoption gap. Technopreneurs currently operate in a paradox: they predominantly rely 

on easily accessible but less meaningful vanity metrics, while the more valuable advanced tools are 

underutilized due to significant barriers, primarily a lack of technical expertise and financial 

constraints. 

 

Therefore, the key to unlocking sustainable competitive advantage lies not merely in promoting 

the importance of data, but in addressing the practical implementation challenges. Future efforts must 

be directed towards developing and disseminating innovative, cost-effective, and user-friendly 

analytical frameworks specifically designed for the resource-constrained, agile environment of 

technopreneurial ventures. By bridging this gap, technopreneurs can fully transition from tracking 
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popularity to driving performance, ultimately forging deeper customer relationships and achieving 

sustained growth in the dynamic landscape of modern commerce. 
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