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Abstract

Social media has become an important channel for marketing. To summarize the effect of perfor-
mance measurement on social media marketing, an adjustment measurement model that is from
seven domains which are the key component determinants of social media marketing platform, in-
cluding layout arrangement, image and picture design, website establishing, IT integrating, search
engine optimization, interviewing and listening to the voice of the website membership users and
ordering marketing, is built. The calculation results of this model have verified the positive ad-
justment impact of performance measurement on the relationship between interviewing and lis-
tening to the voice of the member users and the marketing performance, but do not reflect the im-
pact of performance measurement on relationship between other component determinants of
marketing platform and marketing performance. In addition, the test results indicate that the sales
performance is relative to marketing platform, and further confirm the important adjusting impact
of performance measurement on sale output, as well as that the interviewing and listening to the
voice of the member users can improve the sale performance of marketing platform.
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Figure 1. Social media platform-marketing performance-the relationship of third-party variables
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Figure 2. Agricultural product marketing performance measurement framework model on social media platform
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Table 1. Assessment objectives of independent variables and their reference sources
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Table 3. Correlation of independent variables
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Table 4. Analysis of results of performance measurement adjustment model
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