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Introduction



Introduction

● Intended goals: Increase brand awareness of Connecting Dreams Foundation, 
Engage with the target audience i.e the youth.

● Overall No. of posts to be released: Release 20 posts in a week. 

● Aim: A comparative analysis of social media posts of Facebook, Instagram, X (formerly 
Twitter) and LinkedIn between Sept 25-Oct 2 and May 25-June 2.



Data tracking



Instagram performance

# of posts Net Followers 
Gain/Loss

Total Likes

11 16 (15.8% decrease) 208

20 34 (30.8% increase) 926

[Sept 25-Oct 2; in white] vs. [May 25-June 2; in 
green]

Top performing post 



Facebook performance

# of posts Total Likes Page Reach

12 20 900 (17.7% 
decrease)

23 135 2,041 (1.6% 
decrease)

[Sept 25-Oct 2; in white] vs. [May 25-June 2; in 
green]

Top performing post 

https://www.facebook.com/photo?fbi
d=722830293219650&set=a.63923820
4912193

https://www.facebook.com/photo?fbid=722830293219650&set=a.639238204912193
https://www.facebook.com/photo?fbid=722830293219650&set=a.639238204912193
https://www.facebook.com/photo?fbid=722830293219650&set=a.639238204912193


X (f.k.a. Twitter) performance

# of 
posts

Total Likes Total 
Retweets

Engagement 
Rate

12 17 5 5.1%

5 14 1 5.7%

[Sept 25-Oct 2; in white] vs. [May 25-June 2; in 
green]

Top performing post 



LinkedIn performance

# of posts Total Likes Total
Shares

15 220 9

20 195 16

[Sept 25-Oct 2; in white] vs. [May 25-June 2; in 
green]

Top performing post 



Analysis



Analysis

● After comparing the data of Sept 25-Oct 2 with May 25-June 2, what is evident that 
the overall engagement has sharply declined recently.

● The content being posted is not new. Apart from the Inclusion team (whose recent 
content reflects one side of CDF), there’s a lack of unique content showcasing the 
activities of CDF, due to which the target audience of the respective teams is losing 
interest.



Conclusion



Future strategies

What worked?
● Posting at different time intervals in the evening (so as to not overwhelm the 

audience)

What didn’t work?
● Posting everyday does not work when there is a dearth of on-ground activities 

undertaken by Connecting Dreams Foundation. 

How will we adjust our strategy in the future?
● Posting in the evening (5 PM to 7 PM), leaving some gaps is essential.



Action items

● We will focus on X (formerly Twitter). 

● Even though India is the country with the highest Facebook users (369.9 million, 
according to Oberlo), the youth uses Instagram (62 million) and LinkedIn (53 million) 
the most, so focus on Instagram and LinkedIn has to be maintained for brand 
awareness.

● Twitter’s usage can be essential if we have posted something that warrants a 
conversation, since it is a partially formal platform where people spread facts and 
opinions. Modifying the voice of the posts released by the verticals could be done to 
fulfill this purpose. 


