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1 INTRODUCTION

In this section the core thoughts behind the reseaill be discussed. The reasons behind
choosing this topic, the research question, theuamethodologies, the limitations and

the whole background process will be talked about.

1.1 Research Topic

Use of Facebook to Boost Marketing.

1.2 Background

Marketing is the act of connecting the custometségproducts. In broader sense, the art
of marketing enables the customer to know abouesigtence of the company and its

offerings and in the long run, make them interestealse the product or service.

Over the last few years, the scenario in markeliag changed drastically due to the
familiarization and boom of the various Social Megdilike Facebook, Twitter and
YouTube to name a few. Today, most of the compasieses, brands have a Facebook
or Twitter and a YouTube channel run by their repragatives or PR team. These Medias
act as a huge portal for them to reach a tremendmaunt of audiences which was
practically impossible before in physical forms advertisement and even in digital
Medias like television or radio. The benefit of #bdvedia presence is that, it allows
both the company and the customer to interact eaith other like never before. All it
takes is to simply click on a Like or Subscribetbntand all the updates and offers starts

showing up in the viewer’'s home screen. So keeghiegustomers up to date has become
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a lot easier. Even it does not have to be the m&t® which can be counted as the only
target audience. Practically anyone can join tteaind due to the mighty power of word

of mouth the company can turn them into potentigta@mers in the long run.

But in real life it is not as easy as it soundstar theory. In fact, most of the companies
suffer tremendously due to lack of appropriatelskihd knowledge about the efficient

usage of these platforms. Because it is just notitabaving a page or posting updates at
the end of the day. So from here the scope ofdbearch gets shaped focusing on various

aspects of getting the very best benefits out oEBaok for a company or business.

1.3 Research Question

« How to get the very best usage out of Faceboo&rmg of Marketing?

1.4 Research Methods, Sources and Design

In order to collect Secondary data, this reseaashideen carried out with a huge amount
support from relevant and trustworthy referenceemiails like digital publications, online

journals, articles, websites and most importaftbgks related to the proposed research
area. A thorough literature review has been cordlichsed on some of the most popular

and well known books on Facebook Marketing.

It must be added that, a lot of information alsmedrom the researcher’s own work and
association with Social Media and knowledge fromsthpersonal experience has also
added up in the work.

A mix of both qualitative and quantitative approagére undertaken for the empirical
research. For the qualitative research, an unsietinterview based approach had been
used with a Bar located in Kontula named AapelimmBaFor the quantitative part, a

guestionnaire based survey was created by usingll&kmown online survey tool. The
8



questions were created to get an overview of pé&opf@nion and engagement with the
various marketing tools offered by Facebook. Dethdiscussion on those parts will be

presented in their respective sections (3.1 and 3.2

Though this research is not a sanctioned or conmwnmisd work, the research will draw
out a demo guidebook for the Bar which will be aaekin the Analysis and Discussion
section. The idea was to give a real world implaraexample for better understanding
purpose. A detailed plan will be made out compgsif theories from the Literature
Reviews, Real-world practice examples, Survey opisi Interview and the researcher’s
own work experience. Finally the mentioned straeguill include pretty much all the

standard procedures for any company to follow.

1.5 Significance of the Research

On paper, Facebook Marketing does sound like &btréorward walk in the park. But
in reality, it involves a lot of background worksdaclever usage of available options. A
bad Marketing strategy can hamper a company’'s aligihage and online presence
severely. Also it can account for a lot of work r@and monetary losses too. So this
research solely aims to pin point the various &ipd tricks and a standard strategy path
for any company to follow which will ensure thenmsaccessful digital marketing on
Facebook. Researchers who aim to conduct worksnaitas area can also benefit from
the information shared in this research in theriitivlost importantly, it can work as a

short guidebook for any startup who wishes to ereatimprove its Facebook alias.

1.6 Limitation

Both Digital Marketing and Facebook is a huge cphc8etting a grasp on them in a 50

some pages report is in fact very difficult. Therefthis research has tried to narrow
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down a lot of concepts and focused only on soma@icommon and mostly available
ways. Itis to be noted that, no other Social Metliannel apart from Facebook has neither
been studied nor compared to see how marketingnoesfon those. Bub be honest,
there are practically hundreds of other ways a @mpcan come up to boost their
marketing based on its individual preferences, irequents, financial situation, target
areas etc. Consequently this research does n@ aegycompany’s tailored needs. Also
marketing approaches can vary depending on thes kildusiness the company is in, the
location, customers and so many other things. Alsoto the short amount of time, the
literature review had to be kept short and con&sethese factors can be considered to
be the limitations of the research.

10



2 THEORITICAL FRAMEWORK

In this section theories relevant to the topic wél presented. Starting from the basics of
Social Media and Social Media Marketing, risks &eaefits as well as various Social
Media platforms. Finally Facebook as a Social Meatid Marketing Heaven will be

extensively covered comprising its various marlgtwols and such.

2.1 Paid, Owned & Earned Media

Before indulging into the details of Social MediadaSocial Media Marketing, some
focus can be given to the concepts of Paid, Owndd=arned Media which will provide
a good outlook into the digital media content sgat

2.1.1 Paid Media

According to Michael Brito (2013) of Hootsuite Blograditional Marketing can be
considered as Paid Media whereas there is a greaird of creative and administrative
control over the marketing for the advertiser. Tiyge of media can be found in banner
ads, search engine marketing, sponsorship and rdosyadication. Also according to
Carter (2012, p156), Paid Media includes all kinfipaid advertising, has a hard cost,
and its benefits stop when the paying is stoppee. @ the great things about Paid Media
is that it has a wider reach. If a message has to the masses, this type of media is the
one to go for. One the downside, such media capréity expensive and sometimes it
can get really difficult to grab the attention bkttarget population while there can be

even larger companies spending several folds noasehieve the same. (Brito, 2013)
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2.1.2 Owned Media

According to Carter (2012, p156), Owned Media iaagally identified as Permission
Based Marketing. This includes the regular FacelamakSocial Media Page, Its follower
or subscriber list, newsletter subscriber etc. Jieat benefit of Owned Media is that after
a follower is owned, it does not cost anything aoyerto get into direct communication
with him. Brito (2013) further describes that, isv@ed Media, there is complete control
over the marketing content and the content is majaherated for the existing or current
community. But he contradicts with a point of Cailltg arguing that, while in general
sense Owned Media is known to be free, it doesadké of work hours and man power
to create suitable content, build a thriving comrityuand also provide value to the
customer conversation. So this require a greatafgahnning and collaboration between

the marketing team.

2.1.3 Earned Media

Earned media is the natural result of various margeand ad campaigns, public relation
efforts, events and the content created withincdlveed media channels (Brito, 2013).
According to Erica Machin of Titan SEO, Earned naedi the word of mouth, usually

seen in the form of ‘'viral' tendencies, mention$iares, reposts, reviews,

recommendations, or content picked up by 3rd psitgs. This is both the fruit and

driving force of Owned Media. While the Word-of-Mibikind of benefits generated from
the Owned Media is called outcome, it is intergstio note that this outcome drives
newer people to get into the Owned Media’s subsectiilst. But Earned Media itself is

the final reward of for example, a great and effecPaid Media campaign like Facebook
Ads as well as great contents distributed by theFage in Owned Media. According to
Brito (2013), this kind of marketing effort is oadl ‘Converged Media’ which integrates
a good mix of two or even all the three channels.

12



DIGITAL MARKETING TRIFECTA

EARNED, OWNED & PAID MEDIA

Propel sharing & engagement
with paid promotion

SHARING
MENTIONS
SHARES

K4
REPOSTS PAID INFLUENCERS
REVIEWS EARNED PA|D F’:‘«[D CONTENT PROMOTION
SOCIAL MEDIA ADS
MEDIA MEDIA
)

SEO & brand content
drive earned media
(sharing) & traffic

Leverage owned, earned,
and paid media
for a comprehensive
marketing strategy

WEB PROPERTIES
WEBSITE
MOBILE SITE Gain more exposure to

BLOG SITE web properties with SEO
SOCIAL MEDIA CHANNELS and PPC

Figure 1 Different Medias (Erica Machin)

2.2 Social Media

Tim Berners Lee, the inventor of the World Wide Weize said, “I had (and still have)
a dream that the Web could be less of a televigiamnel and more of an interactive sea
of shared knowledge. | imagine it immersing usnaa warm, friendly environment made
of the things we and our friends have seen, hdmaitkve or have figured out. | would
like it to bring our friends and colleagues closerthat by working on this knowledge

together we can come to better understandingsvaifg, 2008, p. 21)

Social Media can’t be defined in a straight forwaray anymore as it has become a
huge sector over the years. It is also an evolseuajor where the definition also keeps
evolving along with the introduction of newer ptaths and ideas. Different persons
have defined the term from different point of view®wever, by looking at the very
word it can easily be said that Social Media hasetbing to do with being social, or
in clear words, it involves more than one peopleca@kding to Kaplan and Haenlein
(2010 p61), Social Media is built upon the techgae of Web 2.0. Web 2.0 is a term
invented by Tim O'Reilly in 2004 and it is consiglérto be the latest generation way
of using the World Wide Web. According to MargaRetuse (2011), one of the most
significant differences between Web 2.0 and thditicmal World Wide Web (Web

13



1.0) is greater collaboration among Internet us@is other users, content providers,

and enterprises.

To define Social Media, Opinions from a few PR psesiionals from some of the well-

known marketing consultancy farms should be preseas well. Heidi Cohen (2011) of

Riverside Marketing Strategies has described Sieaglia in a short but perfect words.

According to her,

Social Media are the platforms that enable theratéve web by engaging users to participate in,
comment on and create content as means of comntingiagith their social graph, other users and
the public. Social media has the following charastes:

Encompasses wide variety of content formats inolyitéxt, video, photographs, audio, PDF and
PowerPoint. Many social media make use of thesmmptby allowing more than one content
alternative.

Allows interactions to cross one or more platfotim®ugh social sharing, email and feeds.

Involves different levels of engagement by pardictp who can create, comment or lurk on social
media networks.

Facilitates enhanced speed and breadth of inforomadiissemination.
Provides for one-to-one, one-to-many and many-toyn@@mmunications.
Enables communication to take place in real timagynchronously over time.

Is device indifferent. It can take place via a caotep (including laptops and
netbooks), tablets (including iPads, iTouch andeah and mobile phones (particularly
smartphones).

Extends engagement by creating real-time onlin@tsyextending online interactions offline, or
augmenting live events online.

Sam Deckefrom Mass Relevance thinks thatSocial medias digital content and

interaction that is created by and between peogleam Decker as quoted in Heidi
Cohen, 2011). Whereas Ellison and Boyd (2013), neefi social media as a

Communication platform in which participants 1) Bawiquely identifiable profiles

that consist of user-supplied content, content idiex\ by other users, and/or system-

level data; 2) can publicly articulate connectitimst can be viewed and traversed by

others; and 3) can consume, produce, and/or intesrdt streams of user-generated

content provided by their connections on the <sitbris & Mari (2010, p24) also

expresses a similar view quoting, “The teswcial mediarefers to the collection of

technologies that capture communication, conterd,s® on across individuals, their

friends, and their social networks.”
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So Social Media depends completely on human caldiom and builds upon the
information generated and circulated from this camimation. To put it nicely, Evans
(2008. p57) described, Social Media to be using'tfisdom of crowds” to connect

information in a collaborative manner.

The definitions do vary based on the purpose adréiqular social media and its user
base. Depending on these purposes, there havedugtena few different Social
Medias available now-a-days. They have also gat tleen categories too. Like, Social
Networks (Facebook, Twitter, LinkedIn, Google+, tenest etc.), Blogs or Microblogs
(WordPress, Tumblr, Twitter, Plurk etc.), Traveldar.ocation Based (Path,
Foursquare, Trip Advisor), Digital Media Conten¥o(tube, Vimeo, Dailymotion,
Flickr etc.) and finally Business Based (Yelp, Amaztc.).

socil Plog® P(uh/\re‘)

wik( wrernet forums

video 0N i

. Plogy?
e odlogeVi wee

socifl bookmar kg ?Odc/wfﬁ

Figure 2 Types of Social Media (webdesigntalks.@0h3)

So it can be said without any doubt that, creagiegmpany image across each of these
Medias is practically impossible and unnecessanyels That's why the success of
Social Media Marketing depends a lot on the pedetdction of appropriate platform

too.
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2.3 Social Media Platforms

As the study deals with marketing in Social Mediks Facebook, it should be noted
that there is a slight difference between Sociatlisle@nd Social Network. Facebook
is generally considered to be a Social Networki&ddetwork is more like a branch
of Social Media. In regular life, a lot of peopleaynthink Social Media and Social
Network to be the same thing. To some extenttiuis. But from a larger perspective,
Social Network serves a more definite purpose. Atiog to Lons Cohen (2009),
“Social Media can be called a strategy and anedudtir broadcasting, while Social
Networking is a tool and a utility for connectingthvothers” Mark Stelzner (2009)
tried to simplify it by describing Social Mediale the tools for sharing and discussing
information whereas Social Networking is the usecommunities of interests to
connect to others. So Social Network always retéies common interests of its
connected users. It is true it can get confusingregs to differentiate between the two
as Social Network has become so diverse in prattiese days. But long story short,
Social Networks can be defined as online commugiitepeople with similar interests
or activities with an aim of aiding their commurtica by providing various tools and
functionalities. Antony Mayfield (2008, p. 14) deses,
Social networks on the web are like contained vassof the sprawling blog network.
People joining a social network usually create affie and then build a network by
connecting to friends and contacts in the networkhy inviting real-world contacts
and friends to join the Social network. These coniti@s retain the interest of their

members by being useful to them and providing sesvihat are entertaining or help
them to expand their networks.

Social networks mostly caters their services antttionalities towards registered
users. But they also provide access to non-regtpeople to have some basic bare

bone experience too.

Facebook is such a site which contains the besiedbioth world. It is at the same time
a private communication channel based on mutuatests (Social Network) and also
a great place to share information in a granddeg&ocial Media). It is so to speak,
the whole package of Web 2.0. (Cohen, 2009). Toemdikcussions easier, this
research has considered Facebook to be a SociahMed
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Figure 3 Various Social Medias (DigiMed, 2014)

Like mentioned above, there are varieties of Sddiadlias accessible in today’s date
for a business. Among them, Facebook is undouhtéuitylargest and most popular.
That's why Facebook is considered to be the mostneon and reliable place for

digital marketing and brand promotion. But thergenheen quite a huge active user
base on the other platforms too and in recent yeaesketing has been gaining
popularity on those areas in a slow but rising p&eeebook has 1.28 billion monthly
active users as of March 31, 2014 and (Statistichr®n the other hand Twitter has
more than 500 Million users with an astounding 58ion tweets made every day

(Statisticbrain), In the last couple of years, Gea service introduced by the giant
and Facebook’s biggest rival, Google has beenmgmiot of praises. Google+, unlike
Facebook, is integrated in practically every otheyducts and services offered by
Google. From its Search function to more privaten&t and Document platform,

Google Drive. As Google solely deals with digitdivartisements and has built up its
complete services in a package wrapped in layertagers of advertisement, Google+
can also be a great place to come up with markstiagegies considering the amount

of people using Google’s services.

In general idea, Social Networks are for individuabnnecting people from their
personal lives. But there are places for profesdsomoo like LinkedIn. It mostly
represents an individual in his professional idgntd connect with employers or
colleagues. LinkedIn's user base now stands at mhare 259 million people and

counting, up 38 percent year-over-year. (CMO.codi, 3
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SOCIAL MEDIA USER STATS

Asof Sapt. 2005

' 500 Million SENEREN @ 7oMidion

Figure 4 User Base of Different Social Media (DnstV. Stout, 2013)

2.4 Social Media Marketing and Why Join it

“Social media marketing refers to the process @hmg website traffic or attention
through social media site” (Wikipedia). But onlyetsite traffic is not the end of the
story now-a-days. Social Media marketing todayasonly about selling a product,
but also an image. According to Whatis.com, Soukdlia marketing (SMM) is a form
of Internet marketing that utilizes social netwaorkiwebsites as a marketing tool. The
goal of Social Media Marketing is to produce contiat users will share with their
social network to help a company increase brand®xe and broaden customer
reach. Stephanie Chandler (2013) of Forbes descti with Social Media, the
company gets to decide how they want to positieir tompany and what they want
people to know about what they do. By providing domsumer great content, the
company can actually build a reputation for thendraround company’s values,

benefits, and advantages.

Social Media allow firms to participate in directdatimely conversation with its end-
customer in an efficient and cost-effective wayisTihakes Social Media relevant not

only to the larger corporations, but also SME’sesen nonprofit or government
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organization. Even though the usage of social meahgprove to be difficult at times,
but the ultimate gain at the end of the day, istigoto ignore. (Kaplan and Haenlein,
2010, p67). According to Evans (2008, p. 59), aamy can choose whether or not
its customers will see it on TV. But it cannot ceeavhether or not customers will see
it on the Social Web. They will, because they wilt the company there. The company
can only choose whether or not it will joihem there. As such, for contemporary
brands aiming for long-term success, not partiangaits not an option. The best part
of Social Media marketing is that it relies heavig word of mouth marketing.
According to Haydon (2013, p33fonsumers are more likely to make purchase
decisions based on recommendations from people khew than from a brand’s
marketing materials. But with the enormous powevaid-of-mouth, the consequence
of a campaign can either be hugely beneficial @ohltely disastrous in a matter of
days. Because the Social Media itself is so huglyamics, it takes just a few clicks
for a news or a product to spread across millidreomputers like wildfire.

Social Media Marketing is also a great cost-effextpol for any business to promote
itself. For example, the majority of Facebook ménrgetools do not cost a cent. Social
Media is also a perfect synchronization point fer tompany and consumer to interact
and exchange information. According to Stephaniadter (2013), “There is nothing
like social media when it comes to cultivating ancounity. When your followers
become part of your community, you gain instaneasdo them. That means you can
find out what challenges they are facing and whay like and don’t like about your
offerings. You can engage in ongoing dialog that lsa more valuable than any kind
of paid market research.” This encourages the ldpweent of newer ideas and
improvements of existing ones. Also providing casto service has never been easier.
She goes on giving examples of a crowd. When pesgdea huge crowd, they become
interested to see what'’s going on over there. owd brings more crowd. The larger
the audience a company can capture through SocaliavVMarketing, the further
newer opportunities of vast brand exposure, meoh@mge, business expansion and

ofcourse potential customer base gets created.

More and more companies have started to realize by truth that Social Media
marketing is the way to go now in order to succaed the result is clearly visible in the
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graphs created by Michael A. Stelzner of Social idtkaminer. In their 2013 Social
Media Marketing Industry report, more than 3000 pamies were surveyed. Their
responses give a great understanding about theugatenefits of Social Media
Marketing.

Benefits of social media marketing

0% 10% 20% 30% 40% 50%  60%

70% 80% 90%

Increased exposure
Increased traffic

Provided marketplace insight

Developed loyal fans
Generated leads

Improved search rankings
Grown business partnerships
Reduced marketing expenses

Improved sales

Figure 5 Benefits of SMM (Stelzner, 2013)

Some key responses from the report are presenttketbfurther lights on the

discussion:

* 89% of respondents said that social media markéi@isggenerated more
business exposure

*  69% said that it provided them valuable marketghsand 65% were able to
develop a loyal fan base.

* More than half of marketers who have been usingabotedia for atleast 3
years said that it has helped them improve sales.

* With as little as 6 or more hours per week, the weggority of marketers
(92 %+) thinks that their social media activitiesulted in increased exposure

for their businesses. Nearly all marketers (95%h9 Wwave been engaged in
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social media marketing for two years or longer reg@enerates exposure for
their businesses.

« More than half of marketers who've invested attléagar in social media
marketing also report that new partnerships wengegia

+ 64% saw lead generation increase by using socidianGehours or less per day

+  62% of marketers using social media for 2+ yegpsnted a rise in search

engine rankings.

+  62% of businesses with 10 employees or less raptrt social media has
reduced marketing expenses. (Stelzner, 2013)

2.5 Risks Involved In Social Media Marketing

Business itself is all about taking risks, going/éods the uncertainties with a hope for
larger rewards. Like any other traditional adverients and marketing campaigns,
Social Media Marketing comes with some of its fairare of risks. The usual PR
nightmares, Customer backlashes- all these arewech in the queue if it is not planned
and researched well. There is always the finamsialtoo. Peter Muir, a speaker on social
media and related topics stated,
With the up-tick of social media in the businessldyg/ou need to be prepared for the risks social
media can pose. If your company is using socialiameat thinking about jumping in, you need to
understand how it will be used by your employeeas leow to do so safely. Most users don't truly
understand how their own behavior can and will ictpne company. Since people will use social
media, with or without company approval, it is daldo understand the line between social and

business. Knowing the risks and establishing compgaidelines is a step in the right direction. (&et
Muir as quoted in Relegioncommunicators.org).

Craig Robinson from Qwaya.com which is a Market8aftware Developer explained

the various risks involved with SMM in bullet pasnt

* A Public Relations Crisis: The very first drawbafkSocial Media is that it takes

only a second for something to go absolutely crazg viral. So in traditional
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form where a mishap can be covered up is a hushiw®gpcial Media things can
turn up very ugly. For example, if a false or makkdormation is shared during
the campaign or something is shared which shoutchawe shared in the first

place, there will be a huge amount of negative eguences.

« Offending Audience: An information which may haveeb shared or created in
good intent, can end up offending one or a groupealple. Not everybody has
the same level of tolerance and sense of humas tot possible to make
everybody happy. But it is true that no matter wiha company do, there will

always be someone who gets offended.

» Sticky-Fingered Competition: The problem with opegb is that, a brilliant idea
can get replicated and nothing much can be donetab&o a great marketing
campaign or tactics can be emulated by any competbmpanies and they can
keep getting benefited from it. There are copyriglatters, but such practices are

not very uncommon.

* Legal Implications: Internet is a permanent placg @ach action will be a part of
the web for indefinite amount of time. These adiicare subject to legal
scrutinizes as well. A poor handling of law can s&a big trouble even after

several years after a campaign. (Tailwindapp Blog)

2.6 Facebook

According to Haydon (2013, p29), If Facebook weo®antry, it would be the third most
populous country in the world, just behind India &hina. General people use Facebook
as a mean to keep in touch with their friends amdilfy, to discover what is going on in
the world around them, and to share and express maters to them with the people

they care about. It also offers businesses a gmeabination of reach, relevance, social
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context and engagement to market itself to the rg¢nsers. (Reuters). So Facebook is a
great gathering point for both men and businesses.

As a social networking website, Facebook was cteate2004 by a kid at Harvard
University named Mark Zuckerberg. In the beginntritad the name “Thefacebook” and
was only intended for the Harvard students withdvilarvard credentials so that they
could communicate in house. But it caught on likeildfire and quickly spread beyond
the boundaries of Harvard. First to other closeensities, then across state, then finally
it exploded all over the world. Now, in just a ddeat has become the largest social
networking site in history. There were of courseeotsimilar sites available before and
after Facebook. But none of them got even closevhat Facebook has achieved.
Facebook houses over 1.2 billion people and thebeuns still growing. (Haydon, 2013
p30). Facebook filed for a $5 billion IPO on Febguast 2012 and valued the company
at $104 billion. (StatisticBrain)

login register about

i
[ Welcome to Thefacebook ]

Thefacebook is an online directory that connects people through social networks at colleges.

We have opened up Thefacebook for popular consumption at Harvard University.

You can use Thefacebook to:
® Search for people at your school
#® Find out who are in your classes
® Look up your friends' friends
® See a visualization of your social network

To get started, click below to register. If you have already registered, you can log in.

[ Register J{ Login |

about contact fag terms privacy
a Mark Zuckerberg production
Thefacebook © 2004

Figure 6 Original Facebook Homepage (Wikipedia)

2.7 Facebook User Profile, Interface and Features
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The following information have been gathered froeang of personal observation and
also The Beginners Guide to Facebook by Stepham& B2012)

In order to get access into the massive world aebaok, A person has to create an
account by providing some basic details like Nabate of Birth, Gender, E-mail and
finally a Password. Usually this can be done invitiy front page of Facebook. Though,
unregistered users can always see other peoplengpany’s page. But to actually use
the various features and tools, registration isaatory. Facebook recommends a user to
always use his real name while creating an acca@\ter creating an account a user can
then add a picture to his profile. Then informatiitkee age, present living area, city and
country of origin, education and work history, telaship status, religious and political
views etc. can also be added. However none of tihés@re obligatory and a user only
provides these if he chooses to. A user can maksgetinformation visible to specific
groups of people. It can either be to some of lisecfriends which he has to select by
himself, the whole friend list or completely publide can also change these info and
sharing preferences anytime he wants. Finally,il@etanformation like favorite books,
music, movies, TV shows, games, celebrities anglpesports team etc. can be added

to the profile too.

The concept of Facebook is to add other usersesdf who then appear in the user’s
Friend list. To add someone as a ‘Friend’, the hissrto send a ‘Friend Request’ to that
user. If that user accepts that request, the wisragNotification’ and that person is then
added to the list. The same applies to if somear@sto add the user a friend. After that
they can stay in touch with each other by usingwhele array of tools provided by

Facebook to make communication a breeze.

The interface of Facebook has changed drasticaklly the years often to a lot users’
dissatisfaction. In fact, it doesn’t have a singkual similarity to its original interface.
But ultimately everyone gets used to the interfamgvay. But then a new changes come
and the discontent rises again. (Newman, 2011)I&iwninew features gets rolled out

pretty frequently. But the core concept and faedihave remained somewhat unchanged.

“All Facebook users have a Facebqmfile, which includes a main image avatar; a
Timeline listing their latest activities and comrteerfrom friends; and a sidebar that

includes tabs for photos, personal information, atier apps.” (Haydon, 2013 p9) The
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very first thing a user sees after logging in s ‘Hlomepage’. Here all the new updates
of his friends are shown. These updates rangesstatus updates, pictures and albums,
videos etc. which his friends have allowed to berett with him. From here he can then
interact with these updates by commenting on thedhmaost commonly by clicking on
the ‘Like’ button on the posts which fancies hirmfbrtunately there is no feature to
‘Unlike’ the posts which he does not appreciataus&r can always hide the updates he
doesn’t wish to see. From this homepage the useupdate his status. Facebook asks
‘What's on your Mind?’ and wants the user to pasictically everything going on in his
mind. Then there is a user’s ‘Timeline’. This isuadly the user’s profile page and all the
details and updates of him shows up here. Throhghtimeline user can go back to a

person’s old posts.

One of the most popular feature of Facebook iplisto sharing facility. A user can
upload as many photo as he wants without worrybayptany kinds of storage quota. He
can then sort them into albums by giving them nadate, location, description and
various details. The best feature is the ‘Tag’ wwhere he can tag his friend on a photo
if that person is in that image. Facebook has dotlet an exceptionally powerful and
accurate algorithm to auto recognize the varioaedan a photo and it suggests a friend
to tag by matching their face. It makes the whatgying process a whole lot easier. After
a friend is tagged, the friends of that personaiaa view the image if the user allows it.
Recently, Facebook has introduced a review optmthat a user can verify these tags
before they show up in his profile to avoid any am@issment or such concern. A user
can also upload video in addition. Also he caneliae posts of other users or absolutely
anything from the internet like webpages, artictedine Medias etc. into his ‘Timeline’

so that his audience can see those.

Another popular service of Facebook is its chaliea Users can have text conversations
with each other in real time using this facilityely recently extensions like video calling,
group chat, file sending ability has been addetiservice which has turned itself into
one of the most powerful and reliable service ararket which gives huge competition
to other stand-alone services like Skype, Viber Ataser can usually receive message
from everyone. But he can also tweak his privadtirggs so that messages only from
friends gets shown in the regular inbox and texishfeveryone else ends up in a separate
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folder. He can shut down the ability to receiveissages from stranger altogether too. In
order to give rivalry to the common players likedgte, Yahoo or Microsoft in their E-
mail business Facebook introduced a feature to Bemdil straight from its Chat section.
Under this feature, every user have his own useenamch is usually the username of

his Facebook account and anyone can send him Etonlaié_username@facebook.com

address. Though this feature did not gain that npegiularity as people did not consider

Facebook to act as a professional tool like E-mail.

Facebook recommends other user to be added addrjedging on various criteria like
mutual friends, common work or study place, logatiic. User can also import his E-
mail contacts to add as friends. Finally, theralvgays the ability to search for a person
from the search box. Recently the search box has benverted into ‘Graph Search’.
According to Pinkham (2013), Graph search is diketregular Google search but here
it lets the user heavily customize the queriessérwcan write more common phrases like
‘People named X who went to Y school in 2000’ Be'ople who likes the movie ‘Titanic’
etc. The goal is to narrow down the search basechane precise keywords and make
finding a person easily.

2.8 Mobile Services by Facebook

The first and foremost mobile service provided lagébook is their mobile website or
app. This website is accessible from absolutely aropile device with an internet
connection. Whereas the types of apps vary on tht@lenOS platform. But the apps are
available in pretty much all the OS there are ia tharket at present. According to
Stephanie Buck (2012), the apps present a scaled-déews Feed and simplified
Timeline, but still offers a surprising amount aflfform desktop features. So Facebook
has made it really easier for anyone to go mobwWenEfor developing and under-
developed countries where net access is costlyebeak introduced a magnificent
service called Facebook Zero in conjunction with ¥arious mobile operators of those
countries where a user can access the mobile Falcdio going to 0.facebook.com
without any cost. Though it comes with some limifedctions like no image and such.
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But now even the people from somewhere remote lsancannect to people they know
and care about without any cost. (Murlidhar, 2010)

Facebook also offers its chat and messaging apiplicgalled Facebook Messenger
across the different mobile OS. It is basicallyshene chat service from the web version.
But in recent times Facebook integrated it with gular phone number so that it can
replace the traditional SMS and text messaging lfo@.phone number is registered, a
user can be reached on this Messenger 24/7. Algpih 2014 Facebook introduced
international voice calling within to this appli@at. Though for this the both the caller
and receiver have to have the messenger app all@tsin his smartphone. (Google Play
Store)

In order to strengthen its mobile offerings, Faadbalso acquired two very powerful
players in communication field. One if Instagram foBillion Dollar which is a photo
sharing service and the other is WhatsApp for 1lfoBiwhich is an instant messenger.
Both these have over 300 Millions of users and tmyplement the already vast user

base of Facebook to a greater extent. (Jose Vil@@dst)

2.9 Marketing on Facebook

“The new Facebook marketing paradigm is rewrititighe rules. As marketers scramble
to understand how best to leverage this powerful cemmunications channel, those
who don’t jump on board risk being left behindfa station.” (Haydon, 2013 p35)

The best part of marketing on Facebook is thaffére practically every company the
golden opportunity to market their products or ekpe to a tremendous amount of
potential audience. Facebook advertising can beuted with many great tools
developed by Facebook such as: Groups, Pages, rbadwertising, competitions and
finally Facebook's own advertising feature. Alma#itof the options are free except
Facebook’s paid advertisement system. It may be pait it provides far greater
opportunity to get a message heard and attracbrmess than the rests. Also Facebook

heavily relies on word of mouth advertisement aftdnp a message can reach audience
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to such an extent that they might not have be¢harprimary target group at all. “Word
of mouth is the most powerful way to market anyibess. In fact, many studies have
shown that consumers are more likely to make pusehdecisions based on
recommendations from people they know than fromeadis marketing materials. Each
time a user likes, comments on, or shares conteRacebook, that action spreads to his
network of friends.” (Haydon 2013 p33)

This is extremely beneficial for small and starswgho needs this kind of marketing to
get noticed. Facebook marketing has become so targdhat, a lot of company design
their marketing strategies solely based on Facebook

2.9.1 Facebook Check-in

One key feature of Facebook Marketing ‘Check-ifiisTfeature uses the user’s present
location and lets the user list himself as presetitat spot if it is enlisted in the maps. It
allows everyone to see his presence in that pladetanakes it really easy for business
owners to notice their customer presence and soeial activity in their premises. In the
voice of Stepahnie Buck (2012)iHe major distinguishing feature of Facebook mobile
is the "check-in." While you still have the capd#ito check in via desktop, mobile users
use Facebook’s location feature far more frequefdlyobvious reasons. Visiting your
favorite restaurant or taking your kids to a thepwk? Let everyone know your
whereabouts, and even tag friends who are with’yioturther opens the door to provide
catered ‘Deals’ and offers for the checked in corgtis. More on this will follow in the

discussion section.
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Figure 7 Facebook Check-in (Author)

Facebook has location based place discovery setaice’Facebook Nearby is a local
search and discovery feature in its IOS and AndFadebook Mobile apps. “Nearby”
allows users to search for specific places, brolusgness categories, or see what's
around them on a map, and it's organized by thigindls’ recommendations, check ins,
and other social cues.” (Pinkham, 2013) This alenth the graph search mentioned
above can be a great marketing tool for any businEsr example, if a restaurant
optimizes its Facebook visibility by adding detdilmformation of its menu, pictures,
services and most importantly its location in Faxs page and regularly maintains its
customer check-ins, reviews and feedbacks; a uberisvlooking for a restaurant his
friends have visited or liked or just simply res&ts near his place via graph search will
be able to see that restaurant if his friends ltdneeked-in there or if it is in the user’s
radius. (Pinkham, 2013) This is a great potenyi&it attracting newer customers for any

business.

2.9.2 Facebook connect and Application Platform

Facebook has created a way to make the whole webnige more interactive by
introducing the Facebook Connect. It is a serviteckv makes the User Profile core
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source of information for websites or other onlplatform to utilize and then cater a
tailor made service to the user based on his profibrmation. It has completely removed
the need of creating separate user accounts foy site a person visits. All he needs to
have is a Facebook account and he can login jusilibly on the Facebook Connect
button. “Businesses use Facebook to reach poteatid current customers by using
Facebook’s plug-ins to make their websites moréasbfHaydon, 2013 p29) and this

allows the content or service provider to captwdience by providing exclusive offers

or recommendations.

Also Facebook has its Application and Social Garpkgform where application

developers can create apps based on differentcesrwhich will use the user profile
information to further enhance their marketing \atigs. For example, a clothing can
have its own application which will then allow acédook user to buy or send clothing
and gifts straight from the application. His prefeces will be saved and the algorithm
can keep on recommending special products and daakd on that preference in the

future.

2.9.3 Groups

The first tool for mass communication is Groupsisltone of the oldest services of
Facebook. Groups can be created by giving a natmggfadescription, address etc. Then
other users can be invited to join the group. Bhiaip can be open to the public or closed
so that only people with the invitation can joiredRest can be made to join a closed

group as well. Upon joining, the users can shastgpamages with other members.

“A very common mistake businesses make is to eradtacebook Group to market their
products or services. The problem with this is (iadups are intended for Facebook users
to connect with each other — not to receive ndatiins about promotions or new
products from businesses.” (Haydon, 2013 p77) @sos a very straight forward and
basic place to communicate. It does not offer @ gasunt of functions to work as a
marketing tool to be honest even though it is fidlso Groups does not show up that

easily in other search engines like Google or B®w.groups are mostly intended for a
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small set of people for example, batch-mates oleagles to communicate among

themselves and share ideas. But maybe not a gieafor a Business to promote itself
through this.
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Figure 8 Facebook Groups (Author)

2.9.4 Pages

According to Levy (2010, p61), Facebook describ@ge as “a voice to any public
figure or organization to join the conversationhwitacebook users. A public profile lets
users connect to what they care about.” He funtiemtions that, Facebook Pages are
used by celebrities, bands, sports teams, corposatfilms, nonprofits, and those users
who have exceeded the friends limit on their peskprofile page. John Haydon (2013,
p36) expressed in his book Facebook Marketing famBries that the core facilities

which makes the Facebook Page practically thedpgin for advertisers are:
The Publisher: The Publisher serves as the fundamental compoharRage and allows

the Page administrator to post status updatespphatieos, and links etc. These actions
generate updates and display as stories on theNens Feeds.
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Like button: When someone clicks a Facebook Page’s ‘Like’ butto or she is
expressing his approval of that Page. That actieates a story in his News Feed, which
is distributed to his friends, who are then mokelj to like the Page because they trust

his recommendations.

Cover image: It is the very first thing someone sees while ingjta page as it is the

biggest image on top of every page. This is vemyartant as a picture can say a thousand
words.

Views and applications:Facebook Pages include various tabs like Photasnt&yand
Videos in the dashboard. Other applications likeSR&ols, newsletter or promotional

tool can be added as well according to necessity.

Message featurePages include an option to allow the followers aliehteles to send
the page owner a direct messages. This messagedtemnd only the page owner can

see this. This is a great measure to get into @ pensonal connection with the customers.

THREADLESS. CO

Threadless < Uked
You are Threadless. You make the deis, you pck @
what we sl you're why we exiie, Joln us, why don't -
Yo $5 1 ) '~ |
About toton de shoy .

Views and apps

Figure 9 Facebook Page (Haydon, 2013, p37)
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2.10Facebook Advertisement

2.10.1 Posts

The very basic type of marketing on Facebook cashlaging posts. According to Megan
Marrs (2013), ultimately a company should consigbat its key audience would want
to see. Sharing images, links, videos, anythindpag as it is connected to the business
and something the target audience would enjoy & lest idea. According to
Tryitlocal.com (2013), conversation starters can doeat idea in this regards like
Questions or Fill in the Blanks. Like, if it is alp or bar, the fans can be asked, ‘What
drinks you have not tried out yet?’ Or ‘There istjone thing | want to do in a bar apart
from drinking which is (blank)’. Also a visual post always better than a plain text.
According to Mashable.corRosts that include a photo album or a picture gegaebout
180% and 120% more engagement than the averageeppsttively. But whatever it is,
a ‘3R’ approach should be undertaken. Scott AyféXostplanner.com expresses it nicely
that, while growing a fan base things must be Rz, Relevant and Relaxed. Panicking
must be avoided when the sales figure is not comhiagsoon enough. Blasting audiences
with constant sales post will drive them away frim page in a heartbeat. So in the
beginning the frequency of such posts can be keptmzed. Consistency is important
but what attracts the audience more is the qualitile content. After a while when there

is a good crowd gathering, regularity of post mérkgcan be increased.

2.10.2 EdgeRank

Before going into the details of paid advertisemé@cebook’s own algorithm called
EdgeRank should be discussed a bit. AccordingnoLdidico (2011), Facebook looks at
everything published as “objects.” So all thosd@ustaipdates, links, photos, video or
anything posted by the pages receives a ratingdb@as¢he EdgeRank algorithm, which
determines whether it will show up in the follonseriewsfeed or not. Objects with a high
EdgeRank appear “Top News” feed. Objects with a EdgeRank will not. So this is

very important to note that, a page’s post may ex@n show up in its subscriber’s
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newsfeed even after the subscriber has liked the p&dgeRank does not think the post
to be eligible to show up.

From Jim Ludico’s (2011) writings, further detaiddout EdgeRank can be found.
According to him, while judging a post, EdgeRankes into account three types of

criteria.

. Affinity

A post’s affinity point is based on a user’s higtand frequency of interaction with the
creator of that post. So the more a fan is in @gybu interaction with the page, the
higher it is likely that the page’s post will sha in that fan’s feed. A page receives a
higher affinity score every time a fan visits thage, interacts with the published contents

by clicking, liking or commenting etc.

* Level of Interaction

EdgeRank also compares the weight on various itiers too. Activities that require
higher levels of user engagement get a higher sharethose that don’t. So commenting

on a photo takes more effort on the user’s part jhst clicking the “Like” button.

* Timeliness

The freshness of the content is also considereglvell objects have a better chance of

showing up in the news feed than older ones.

So a page has to keep these three factors in Fiieduent content post is necessary. But
efforts must be spent on increasing liker's engagemwith the page’s posts. So posting
interesting content is one option. Also fans cam$leed to add the page in their interest
list from so that it bypasses the algorithm and sfeiwn up regardless of any points.
(Facecrooks, 2012). But Facebook Ads can be a gtealto forget about every filter
altogether and reach a broader range of existidgoatential audience.
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2.10.3 Marketplace Ads

According to Matt Weltz (2013) the most basic Famdbad is one that leads to another
website. These ads appear on the right hand-sitleea$creen, in a user’'s News Feed,
or both. Advertising in the News Feed is more berafthan the other as users are more
used to reading their News Feed as part of themabFacebook routine, ads contained
in it feel more natural and less commercial thas @gpearing to the right. But the more
common practice of advertising in Facebook is thktrsidebar ad. “Facebook offers its
own form of advertising with Facebook ads, whiclpegr in the side columns of the
Facebook site. These classic ads are referred te specifically as Marketplace Ads.
They include a headline with copy, an image, andigk-through link to either a
Facebook page, a Facebook app, or an outside web@tarrs, 2013) Also the ad title
has a 25 characters limit while the body text camjp to 90 characters long. Only static
images can be used, and the display dimensior® mx@ls wide x 72 pixels tall. (Wix
Blog)

Update Status [§ Add Photos/Video

']
i ps a |
SINCERELY, "'5; -

@ P

Figure 10 Marketplace Ads (Wix.com)

Facebook also had a great ad service called spmhstwries. “Sponsored Stories are a

type of Facebook ad that shows a user’s interagtguch as a Facebook like, to the user’s

friends.” (Marrs, 2013) But unfortunately from Ap©™ 2014, Facebook has been
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discontinuing this service in favor for ‘Suggesteassts’. (Mashable.com, 2014) Unlike
‘Promoted Posts’ of the past that required a friehithe user to have liked the company’s
page before targeting the user, companies promutgge ‘Suggested Posts’ require no
connections with the user now in order to takepgre on newsfeed. It will show up just
as any other posts. “This ad unit makes quitet @fosense for Facebook. The traditional
ads on the sidebar can be easily missed and SgohStories simply can’t reach all of a
target market. By promoting a natural Facebook pomhds can interact with a greater
array of users in a much more holistic fashion taamaditional ad.”(Finn, 2012) Also

according to Wix Blog, suggested posts that appepeople’s feed are generally more
successful than standard marketplace ads as pe@tention is always focused on the

newsfeed.

/"} Silja Line Suomi i

Koe kaksi laivaa ja vietd enemman aikaa )
Tukholmassal! Varaa kiertoristeily
kevaiseen Tukholmaan jo tanaan. |

S i) A:‘ Kiertoristeily Helsingista
iy :* Tukholman kautta Turkuun
‘%?, alk. 60 €/hytti

— — IB‘>‘K'

Lahde kiertoristeilylle!
Uudenlainen risteily Helsingista tai...

I Like Comment Share

Figure 11Suggested Posts (Author)

According to Facebook, while creating an ad varidamographics factors likes age,
gender, location can be used to narrow down thgetagiudience. The target can be
narrowed down even further to specific interests laave the ads appear to people who
have are interested in topics that match the basirfeacebook then estimate the size of
the target audience and tells how many people bellpotentially exposed to that
advertising. Eventually, the number of Facebooksigdno actually view the ad depends
on the budget. (Wix Blog)
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What kind of results do you want for your ads?

M Page Post Engagement
fs Page Likes

Clicks to Website
Website Conversions
App Installs

App Engagement

Event Responses

- Offer Claims

Figure 12 Create an Ad on Facebook (Author)

While creating an ad on Facebook, it asks the aiseve question regarding the types of
ad which needs to be created. From here, a congangelect whichever best suits its
need. For instance, to increase page followersebend option ‘Page Likes’ can be
chosen. A sample advertisement creation procedurae of the page the author

administers called ‘Bad Alarm’ will be shown.

TEXT AND LINK S Help:
AD PREVIEVWV AND PLACEMENT 2

Headline @

BAD ALARM + Desktop News Feed —

Mahiyan Mahbub likes this

7 BAD ALARM
Text @ (1
ow Snooz: Loose

ou Snooze, You Loose

Sleeping is my Drug
Show Advanced Options my bed is my Dealer
and my Alarm clock
is the police

BAD ALARM

Community

- v Liked v
27 likes

Figure 13 Ad Creation Basics (Author)

After providing basic information like Ad HeadlinBgscription and Images, user will
be able to select between different types of adsDiesktop News Feed ad which

shown up as Sponsored or Suggested Post, Mobiles Read where this ad will show
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up in newsfeed of non-followers in the mobile op arsion and finally the traditional
Right Column story. It has to kept in mind thagti column ad i.e. Marketplace ads
only show up in the desktop version of Facebookurtrer to reach mobile audiences,
News Feed ads has to be selected. But this typewartisement is more expensive than
the right column ads. According to Facebook (20&4)the cost of distribution for
Facebook ads is determined using an auction systaving specific types of ad
placement becomes more expensive. The price aftdison is influenced by a variety
of factors, especially how much other advertiseesbédding for the same ad placement
for the target audience the advertiser have sgeci$o the price gets higher if the News
Feed placement is being bid up by more advertisarging their ads to run there.

AUDIENCE Help: Choose Your Audience

Locations Finland, Southern Finland

Helsinki + 25 mi . .
Audience Definition

Age ® | 18+ |-| NHomax~ /'_\ Your audience is
defined.
Gender “ Men | Women { x
Languages @ Audience Details:
= Location: Helzinki (+25 mi), Southern
More Demographics ~ Finland, Finland

= Age: 18 and older
= Mot connected to: BAD ALARM

Interests § Browse Potential Reach: 680,000 people

Behaviors § Browse

Connections All

= Only people not connected to BAD ALARM

Advanced connection targeting

Figure 14 Choosing Demographics (Author)

In the next section, various demographics factars lze selected. Keeping all options
open shows a larger reach of audience. But in cimleeach a more narrowed target
audience, different filters like ethnic backgrouaducation and work, relationship,
political views even special life events could hpleed. Based on the filters used,
Facebook shows the estimated potential reach.Xamgle, potential reach in Helsinki,
Finland is 6, 80,000. By applying filters like inésts, language, age, gender- this number
can be manipulated. The more filters selectedsthaler the population will be. But, the
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conversion rate will be higher most likely becaubey are focused on target
demographics. (Levy, 2010 p103)

After creating the ad and deciding on the targdtence, next thing is to create the actual
campaign and set pricing. According to Levy (201@3% 104) Facebook provides the
option to set a daily or lifetime budget and alko@se whether the ad runs continuously
or between certain dates and times. These facémsnd on the type and purpose of the
ad and can be very helpful. While deciding the ladand the frequency of the ad,
advertiser need to choose what they want to pagdawvell. Facebook allows to choose
between paying per thousand impressions of th€B# and paying per click on the ad
(CPC). Because both options rely on what othersbéiding for the same targets,
advertiser need to set what his maximum bid iseback always gives suggestion on the
bid range based on the other bids it currently fas. decision of how much to bid and
whether to go CPM or CPC depends on the advertisésndtimate goals and available
budget. If the sole purpose is to promote a welasitethe success is calculated based on
the conversion rate, it is better to select CPCit Aspay per click, so the advertiser only
pays whenever someone clicks through it. It is tthenadvertiser’'s job to set up that
internal or external landing page properly to giadir attention and convert them, Now,
Then if the aim is to actually promote the compang build brand awareness, it is a
good idea to go for CPM as the target is to reaamany audience as possible. However,
both the options should be selected to get an asimabout the conversion rate and
according to Wix.com, “No one gets it perfect fhrst time. Facebook ads, like any form
of online marketing, require some trial and ersarkeep in mind that you’ll have to test
different types of content at different hours o tihay just to see what works best. After

some experimenting and optimization, you'll fine thest formula for your business.”
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Campaign

Account Settings

Account Country

Account Currency

Account Time Zone

Ad Set Hame

Budget

Schedule

BIDDING AND PRICING

Bidding

BAD ALARM - Page Likes Change Campaign

Finland

Euro v

Europe/Helsinki ¥

Fl-13+

Lifetime Budget~ | €500.00

Start 572014 [E 1:40PM
4 1208 P4

End

Bid for Page likes =

Estimated Daily Reach

11,000 - 28,000 people

This is only an estimate. Numbers shown
are based on the average performance of
ads targeted to your selected audience

Help: Bidding and Pricing

Pricing “Your bid will be optimized to get more Page likes. You will be charged every time
someone is shown your ad

Figure 15 Choosing budget and lifespan (Author)

The above image shows that by having a lifetimegetidf 500 EURO and a campaign
lifespan of one month, the Bid for Page likes wathch 11,000-28,000 users on an
average per day. By having more budget or lesgidarahis reach could be increased.
Carter (2012, p164) provided some benchmarks tsuneavhether the ads are doing

well or not.

Click-through Rate (CTR):
* Below 0.1% is low.

* Above 0.25% is good.

» Above 0.5% is great.

Cost Per Click (CPC):
» Below $0.10 is low.

 Above $1.00 is high.

Below some Pros and Cons of Facebook Ads accotdiritapil Jeikishan (2013) of
Socialmouth.com are noted:
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Facebook Ads

Pros Cons

> Budget friendly > No guarantee on clicks

> Cost subject to results > Users find them annoying

> Simple to establish > Can come across as spam
= Ability to test a number of ads
> Quick way to generate more Likes

> Facebook offers Analytics

Figure 16 Pros and Cons of Facebook Ads (JeikisB@h3)

2.10.4 Promoted Posts

Francisco Rosales (2013) describes Promoted P®sisnaething which is in between a
standard post and an advertisement. Unlike Adsetiseonly a lifetime budget but this
can be as little as $5, however, a lower budgets&sss people are likely to see it. Once
a post is promoted, the post will be labelled ap@nsored post and the target audience
will be limited to people who already like the pagel their friends in addition. This can
be a great tool for making any new announcemenéxample- launch of new store or
product, sales etc. Also paying to promote a pasthe a great idea if there is a good
amount of fan following. The reason behind thigasnd in Carter (2012, p128), that
most fans usually never return to a page afterlikeyt and even more surprisingly posts
by pages are seen by less than 30% of their famdeWhis may not be applicable to
every case scenario, but promoting an important wilsreach the audience to their
fullest.

Facebook has a great illustration on how the prechpbst system works in their website.

It says that when a page is promoted, more peagléogsee it in their news feed thus

resulting in more interaction with the page’s positimately these interaction also
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cultivates expands the audience reach as the fiehthe likers also get to see these

updates.
Here’s how it works
FACEBOOK
1B+ PEOPLE
AUDIENCE
WITH
PROMOTED
POSTS AUDIENCE
Boost an important post Get more views in News Feed Expand your audience
On your Page. add a budget to a new or Showing your posts to more people in When people engage with your post, their
existing post so more people who like your desktop and mobile News Feed will friends may see it as a story in their own
Page and their friends see your message encourage likes, comments and shares News Feed. This means you'll reach more

people

Figure 17 Promoted Post (Author)

2.10.5 Ad Rejection

“With advertising come rules, and Facebook hasfylef guidelines” (Chapman, 2012).
These guidelines specifically points out the vasisaasons for which an ad can get
rejected. Among them, the most common and importaasons according to Eric
Chapman (2012) are,

e Capitalizing every word or an entire word: In tinéernet, A sentence written in
capital often means shouting or being loud. Thisget very bothering to a lot of

people. Thus it's a very common reason for ad tejec

* Misleading ad text: The ad can get rejected ifdhscription of the ad doesn’t

clearly states the purpose and most importantlyt vghaeing advertised.

» Deceptive offers: Similar to the previous one, afistic or too good to be true

offers are usually not allowed.

* Inappropriate images: Unless the image is not 18€lévant to the ad, any kind

of inappropriate image will cause the Ad to geecegd.
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* Ad destination. This is pretty much the number mrason for ads to be rejected.
According to Facebook, “Products and services ptethm the ad copy must be
clearly represented on the landing page, and teend¢ion site may not offer or
link to any prohibited product or service.” So wsdéhe final landing page is the
Fan Page itself, topmost care should be put inrélgards. Any kind of pop-up or
fake window is strictly prohibited. Also the landipage absolutely can’t force
any kind of downloading as well.

2.10.6 Ads Manager

Facebook provides an excellent monitoring tool ®asure the performance of the ad
campaign. This is very important as by analyzing thal time performance of the

campaign, the advertiser can make necessary adjnttrand addition. This reduces the
risk of excessive monetary waste as the advertaersee in near real time whether the

ad is getting appreciation or lagging behind.

From the Facebook Ads Manager dashboard, any chdikgebudget, duration, filters
can be made to a campaign according to changingrezgents. Also performance
indicators like Clicks, Impressions, CTR % (Cli¢iedugh rate), Avg. CPC, Avg. CPM,
and Amount Spent can be viewed easily from thisldaard. The result can also be
viewed as different graphs for a campaign baseditbier clicks, impressions, or CTR.
Past campaign activities and their performanceatsm be found here. Along with the
regular information Facebook provides some veryfulsgata about the audience and
respondents like their demographics. This enabilesatlvertiser to adjust targets or
optimize text or to understand who is attractethtoads. Also Facebook gives a report
on the Responder Profiles which provides informmatibout the types of users who see
or click on the ads based on interests that the tiated in their personal Facebook
profiles. (Levy, 2012, p105-106)
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2.11Benefits of Facebook Marketing

As a Social Media, Facebook has all the great litsreeid perks mentioned in the earlier
Why Join Social Media section. According to Scoyres, Co-author of Facebook All-
In-One for Dummies and Writer in Postplanner.comedbook continues to be the best
place to set up camp on as a business. He conttoygd point some benefits of having

a marketing campaign on Facebook.

* Increased Exposure to Potential CustomersAs there are more than 1 billion
people on Facebook, there is always something &eeny company to harvest.

e Gather More Leads It enables the company to create a communicai@tfiorm
further the boundary of Facebook. The company santg existing fan base to
build up a long lasting customer group by varioostests, giveaways, promotions

and the usual newsletter subscription system.

« Lower the Cost Starting a Facebook page costs the maximum air6.Esetting a
Page running, doing regular basic communicatioh #ie customer does not cost
anything at all. It is such a great benefit fooadf company with small budget that
it kind of sweeps away the floor from a lot of atleestly mediums. Ofcourse a
company can always go for the paid advertisemestesyand then it starts charging
real money, but it should not be forgotten thataddot of company, paid

advertisement is not necessary at all if theirgaggoup is not that hard to reach.

Campaign:
[12/29/2013] Promoting Fans of Bigfoot #

Status Budget Duration (Pacific Time) Potential Campaign Audience”

$10.00 | # Dec 29, 2013 4:01pm —- Jan 7, 2014 11:59pm | # 540,000 people

0l P d -
Ui Fause Daily

Results? Cost? Campaign Reach?  Frequency’  Total Spent?

1,410 $0.02 20,521 2.2 $34.36

Page Likes Page Likes

Figure 18 Sample Campaign (Scott Ayres)
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Above is a sample promotion created by Scott Aywkigh shows that by spending
only 34 Euro he reached more than 1400 succeskéd in just more than a week,
That’s only .02 cent per like. This is not applileato every company and campaign
out there ofcourse. But just to get the idea, cangsaspending more effort, plan and

money can end up with audience much larger thannimo time.

Word of Mouth : “Peer referrals and recommendations aren’t pagipening
through one-on-one personal interactions, theynappening online, in a social
forum, where multiple people can give their feedbacd share recommendations.
For businesses that have an active Facebook P#aganvengaged fan base, this
form of word-of-mouth is a huge advantage and #véept opportunity to reach

next great customer.” (Pinkham, 2013)

Facebook Insight Facebook has an amazing tool for advertisersaaihsight’.
According to Elizabeth Joss (2012) By using Fac&dosights, a company will

able to determine the best time of dayost, the best day of thesek to post and
what type of contens most popular, With this tool a company can kieapk of all
the necessary details and trend regarding theelieank page ranging from the
number of likes, the average reach of a post, pedtrmance, demographics of the
audience etc. This allows the scope of furtherymmsbf market data to get proper
image of the company’s reputation and track sucddege details on Facebook

Insight will be discussed in its own header later o

[EEZTT) ukes Reach Talking about this  Check-Ins

& ExportData || # «
2921 4 1,087,190 3738 1220 51,8624
M Fosis? 7 M 'wWeekdy Total Reach”

0000+ 0000 20000

Fage posts
Figure 19 Facebook Insight Overview (Elizabeth J@84,2)
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» Diriving traffic to website: "Smart Facebook page owners use their pagesie d
traffic to their websites. If all you're doing orm€ebook is getting engagement on

your posts, then you're really just an entertatrenot a marketer.” (Scott Ayres)

E PRIYO.com via Priyoclife
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Like - Comment - Share - €29 11

Figure 20 Full-fledged post (Author)

Above is post from a news site. It is showing & péits latest post with a full image.
Clicking anywhere will direct the user to the ongi website of the source. It is a
good strategy to build a perfect symphony betwbemtebsite and Facebook page.

» Go Mobile: Like mentioned previously, Facebook Pages getmaatically
optimized for Mobile and are searchable from théieglatform. A well
maintained Facebook page with locations, phone eusnleviews etc. allows

greater interaction and customer satisfaction.
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Figure 21 Konstan Mélja (Author)

The above is favorite restaurant of the authois la good standard for a finely
optimized Facebook page for any restaurant. Frora has possible to check-in,
write reviews, know more about the direction an@éropg hours and also link to
contact them. It also has good logo and cover imagdy creating a Facebook Page
for Business in the website automatically allowes tbmpany to tap into the mobile
user base as well where Facebook does the hetiay liff optimization. (Ayres)

2.12Facebook Insight

Facebook has developed an amazing platform caisidHht which page owners can use
to get absolutely every kinds of details and infation about the page, its audience,
performance of the published contents, populantygrowth. In addition to these general
information, from Insight minute details like thergler, locations narrowed down to

country or city, language can also be found.
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E Android er duniya (# Ads Manager | ¥ Export Data

Overview Likes Reach Visits Posts M People

Your Fans People Reached People Engaged

Women
1% 46% - -
Your Fans All Facebook 2% " 0.2% 0% 0% 0.2%
1347 1824 2534 544 4554 5564 85+
Men — | 0.2% 0.2% 039
8% 0.9% 02% 0.2% 0.3%
5
B 89% 54% e
Your Fans All Facebook
69%
Country Your Fans City Your Fans Language Your Fans

Figure 22 Insight Dashboard (Author)

In the above picture an insight data of one of gepadministrated by the researcher is
shown. As we can see most of the people are fronglBdesh and India and it has more

male audience than female.

Some aspects of this Insight data is very cruoi&leep an eye on the performance level
of the page and overall acceptance of the variongeats. Also it is very important for
any page owner to know how far his posts are regdmd how good they are performing.
Insight has made it really easy to obtain thesa ile& very nice numerical and graphical
form. These data can be sorted by date and aleggmeted to excel for further analysis.
But the tool itself has great analysis capability #he presented data are enough for a lot

of company to be satisfied with.

* Fan Reach

According to Emeric Ernoult (2013), one very crligkement of any page performance

is its reach. Reach or more specifically Fan Restie number of fans of the Page who

have seen any given post. These people are daedrd reach is recorded only when

the view has occurred directly, and not througlaetivity update on post of a page). Fan
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Reach information can’t be found directly from tinsight dashboard and can only be
accessed through the exported excel worksheet.ig ey important to measure as Fan

Reach reveals how appealing a content is to th@wels. (Cohen, 2013).

* Organic Reach

Then comes the second important measure whichleddae Organic reach. The real
difference between reach and organic reach isttigmetric is that the organic reach
includes views of people that are not fans of tageFbut have directly accessed the Page

or seen its content in a widget. (Ernoult, 2013).

l Android er duniya [ Ads Manager & Export Data

Qverview Likes Reach Visits E Posts People

All Posts Published
February 26, 2014 to May 27, 2014

Reach: Organic / Paid | v Post Clicks & Likes, Comments & Shares | v

Published ¥ | Post Type Targeting | Reach Engagement Promote

0

03/27/2014 #Did_y.uu_knuvﬁ Your android »‘ers?un has a logo! Go 7 4 Post
5:50 pm to Settings:=About Phone Double triple tap on ' 2
02/24/2014 Nokia has finally announced three Android Phones - 64
B —
1:05 an [* ] Nokia X (£89) Nokia X+ (£99) Nokia XL (£109) -) B 29 s

000

02/2312014 E Sunday Ques: Which Custom ROM u r currently 5

using? :D admin #Rais (Was busy with studies, still 1 wll

Figure 23 Organic Reach (Author)

In the above picture, a post’s organic reach ibMsThis data is straight from the Insight
tool. It shows that for the latest post the Orgarmch were 75 whereas in the previous
post it was 654. It should be noted that, this nemsbinclude reach from both existing
likers and non-likers. Ernoult (2013) also pointed that, if there is very little difference

between the amount Organic Reach and Fan Reawbaits that there is less window for
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non-fans to get exposed to the page’s activitiesgdt more organic reach, the fan page
has to be promoted in the page owner’s other markehannels like websites, blogs etc.

The goal is to bring more new non-likers into thanity of the page.

 Engagement

This is a very straight forward measure. Accordmgrnoult (2013), Engaged users are
people who have clicked on the content from anyeh@&ngagement shows how many
people have taken some type of action. It's an nmamo indicator of your Facebook
content’s ability to connect with its potential @mte and motivate them to doing
something. Specifically, this translates to likingpmmenting (positive or negative),
sharing, viewing videos, and/or clicking on younkls, photos and comments.” (Cohen,
2013). So it basically means the number of peojle mkave done any kind of interaction
with the page. In the previous figure, just neag@ic Reach- Engagement numbers can
be seen. Engagement rate is very important asiingly not enough to have to reach an
audience. Without any fan interaction the EdgeRaarkget hampered a lot. So the aim
is to make sure that the contents of the pageasasting enough to motivate the audience

to participate in it. Engagement Rate measuresuheess of this aim.

E Android er duniya & Ads Manager =~ ¥ Export Data
Overview Likes Reach Visits B Posts People
Published ¥ | Peost Type Targeting Reach Engagement Promote
S || | e e s 33 Boost Post
02/24/2014 Mokia has finally announced three Android Phones 654 10 Boost Post

[*_*] Mokia X (£89) Nokia X+ (£99) Mokia XL (£109) :-)

Figure 24 Engagement Rate (Author)

In the above picture, near the reach numbr, engagepercentage can be seen. So in the
second post, from the 654 people of Organic ReHt¥ had some kind of engagement

with thaat post. Which means 10% of them foundtiriesting enoug to interract with it.
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* Negative Feedback

According to Ernoult (2013), this metric counts thanber of users who really did not
like the content or the fact that it appeared &irthewsfeed. So the decided to hide it, or
report it as a spam to Facebook or did any kingegfative activity with the post. Insight
shows the number of users who have given Negateedlbacks on a post near the
Engagement rate. It is also very important to mesaas Facebook gives serious focus on
the outcome of this metric. Posts with a high negdeedback number will have much
less exposure through EdgeRank and Pages with enager negative feedback that

remains high will have less and less reach oveg.t{arnoult, 2013).

Apart from these Click Through Rate (CTR) can aeoa good thing to measure.
According to Heidi Cohen (2013), this is the numbigpeople who have clicked through
on the contents posted by the page to consumkeitvisiting a link, viewing a picture,
playing video etc.
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3 RESEARCH METHODS AND RESULTS

3.1 Survey

The first part of the empirical study involved a @titative Research. According to
SnapSurvey.com which is a leading Survey Softwasm@any, Quantitative research
can be greatly useful when there is the size ofdhget population is considerably large.
In Quantitative Study the respondents are randaalgcted and structured techniques
like online based questionnaire can be used. Thétsecan then be conveyed in various
tabular figures like graphs, charts etc. and atmllys more expressive than other study
forms. It can be a great addition to regular Qatlie Research to dig out even more
information. In case of this research, as opinlwage needed from as many as possible
participants and they didn’t have to be from angcsiic group, Quantitative Method
seemed like the best way to gather response. Themation just had to be large in
number in order to get a proper overview of peaptgdinion. Also the necessity of the

data to be presented as percentage also encowgaigedfor this method.

There are quite a few methods to conduct this kingsearch. But among them, Survey
is undoubtedly the most useful and effective. Adawg to Kendra Cherry of About.com,
A survey is a data collection tool used to gathérimation about individuals. A survey
may focus on factual information about individualsit might aim to collect the opinions
of the survey takers. The most common practicainfey is questionnaire based where
a few questions regarding the research topic iatedeand distributed among some
participants. Kendra Cherry also pointed out souhaatages of survey. Surveys are
enables the researcher to collect a larger amaatatid a lesser amount of effort and
time. They are also reasonably cheaper than méey mesearch methods. The good thing
about surveys is that they are very easy to craatecontrol. Conducting them and
gathering data can be easily administrated as \Weiklly, surveys can be used in

practically any kind of research and still be fiwlienough.
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For this part, an online based questionnaire wagyse a widely popular survey tool

called SurveyMonkey.com.

The survey did not have to be very specific abawt demographic factors like age,
gender, amount of time spent of Facebook etc. 8qjtiestions were formulated in such
a way that, they remain straight forward enoughdise at the same time, be exact about
the issues regarding Facebook marketing. The quesstiovered the most common and
known practices in Facebook now-a-days and aimdthtbabout audience’s opinion
about them. Also the questions were expresseddmr@nological order based on the
requirement of user involvement. For example, thst bne was about the visibility of
the advertisement in the news-feed which requisze mser involvement as they will
show up there anyway. Then the last one was abseit participation in various
sweepstakes or competitions which required thedsighmount of user interaction.

The survey was created online and invitation otip@ation were posted in various
Facebook pages, groups, the researcher’s own il was also sent to friends and
family via E-mail. The responses required were camchnd anyone could participate.
The survey neither asked for any registration noy personal details. It was just 9
questions requiring either¥es or No answer. So it could easily be completed in less
than 20 seconds. Options to answatybe or sometimeswere avoided as the type of the
questions were such that they needed strictly ipesdr negative answer. In-between
answers would only complicate the data. Finallg, shrvey was kept open for a couple
of days, after that it was taken down for furthealgsis purpose. At the end of the day,
114 responses were collected. The only limitatioth this survey was that, as it was

done on a free account, it limited the final an&lys the first 100 respondents.

n SU rveu Monkegﬁ, nahiyan@outicok.com ~

Home My Surveys Survey Services =  Plans & Pricing *Create Survey

You have 3 BASIC account | Toremove the limits of 2 BASIC account and get unlimited questions, upgrade now!

Current Folder: | — View All Surveys — ¥ Manage Folders Title Search: Search
Survey Title Sort Created Sort Modified Sort  Design  Collect Analyze Sort Actions

-
SMM May 4, 2014 1:11PM 1 day ago B ii &l 114 Clear Transfer Delete

Figure 25 The Survey (Author)
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The survey tool itself provided a great algorithon &nalysis and the results could be
viewed in various ways like percentage, graphsitstec. So in this section, productions
from the survey tool will be presented exactly bheyt were collected without any

modifications. Also along with the results, ardigpth thought and analysis will also be
provided with each results. Suggestion and tipkhweilprovided whereas necessary.

3.1.1 Question 1: Have you noticed the various sugg ested post or

advertisements showing up in the same news feed alo ng with your

regular friend’s update?

Customize Export -

Have you noticed the various suggested
post or advertisements showing up in the
same news feed along with your regular
friend’s update?

No
0% 10% 20% 30% 40% 50% 60% T0% 80% 50% 100%

Answer Choices Responses

Yes 84.69%

No 16.31% 15

Total

Figure 26 Question 1 (Author)

Here both the question and answer were pretty olsvieacebook has ensured very well
that, the suggested posts will show up rather &atjy along with regular updates and is
not possible to block via any Ad-blocking extensi@o 85% of the respondents have
noticed such advertisement showing up in their femd. The other 15% may not have
noted this due to the lesser amount of suggeste@stn the web version of Facebook.

Usually it shows up more in the Mobile version @nelse 15% may not use that service.
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3.1.2 Question 2: Do you like suggested post or adv  ertisements getting

shown up in your newsfeed?

Customize Export -

Do you like suggested post or
advertisements getting shown up in your
newsfeed

No
0% 10% 20% 30% 40% S0% 80% T0% 0% 90% 100%

Answer Choices Responses
Yes 33.33%
No 66.67%

Total

Figure 27 Question 2 (Author)

Here, the preferences of the users were enquirethehthey would actually like to see

these kinds of advertisements or not. Naturallguad 67% said they do not. This is very
understandable as most of the users look for aeriend personalized experience in
Facebook and advertisement showing up straight imtonews feed is no less than
hindrance to that experience. But from a businemspective, this has been very
beneficial for both Facebook and the advertisessth&se kinds of posts are unavoidable,
the users are seeing them even if they do nottbkeee it. And that's the message
delivered for the companies. For example, maybeftar is going in a clothing brand

and this ad shows up in the news feed. The uselgaming about the offer without any

kind of effort or interaction. So this fulfills tharget of the ad to the T. It should be noted
that, these suggested posts are often based aumséns location, interests and other
relevant information. So at the end of the dakintl of enhances the experiences if done
on a balance and is kept simple. But if it stadtsbécome spam then there is huge
possibility of user backlash. Also the advertisetrsould feel more natural and avoid

sounding too salesman. So for newer companies guggested that, this kind of
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advertisement should be done with a smaller budgsér frequency as experiment in the

beginning.

3.1.3 Question 3: Have you ever clicked on a sugges ted post?

Customize Export +

Have you ever clicked on a suggested post?

Ho
0%  10% 20% 0% 40% 50% 80% T0% B0% 90% 100%

Answer Choices Responses
Yes 53.18% 58
No 40.82%

Total

Figure 28 Question 3 (Author)

This kind of goes in hand in hand with the previgusstions. But it is interesting to
note that, close to 60 percent of the people ackisf on the ad when the majority of
the same people said earlier that they do notitilsee these ads. It is because, the
relevance of the commercials. By clicking on thethd user will be directed to the
company’s Facebook page or website where the patefiturning this user into

customer is much higher.
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3.1.4 Question 4: Do you ever click on ads displaye  d on Facebook which

is shown beside the sidebar?

Customize Export =

Do you ever click on ads displayed on
Facebook which is shown beside the
sidebar?

No
0% 10% 20% 30% 40% 50% 80% 0% 80% 90% 100%

Answer Choices Responses
Yes 24.49%
HNo 75.51%

Total 98

Figure 29 Question 4 (Author)

This is also advertisement, but the differencéa they show up near the sidebar of the
newsfeed and are called Marketplace Ads. They sually rather short in size and can
be easily missed or even hidden with various Adtkileg utilities. So it is not

surprising to see such high amount of negative arsWwom the participants which is
around 75%. But again, same hypothesis can beeaplife question 2. These kinds of
ads has been there since the very early age obak@nd were a sole source of
revenue for the company for a long time. Also thistill one of the most common
means of advertisement for a lot of companies sebaok. The target is to get the
message reach its audience and even if no onieksng on it, they are seeing the
information anyway. So maybe this is not as effects suggested posts, but can still

be counted as an option.
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3.1.5 Question 5: Have you heard of Facebook Check- in?

Customize Export «

Have you heard of Facebook check-in?

No

Answer Choices Responses
Yes 82.65% a1
No 17.35% 17

Total 58

Figure 30 Question 5 (Author)

This was inevitable as this Check-in tool has gaimege popularity over the last few
years. A lot of companies are actively using arahpoting this service now-a-days. So
almost 83% positive response is not surprisindlathis service is very easy to use
and also a great tool for companies to boost thestomer experience. Especially this
has become almost mandatory for companies wharefyroviding direct services like

store, restaurants, pubs, entertainment spots etc.
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3.1.6 Question 6: Do you check-in into restaurants

you go on Facebook?

Customize

Do you check-in into restaurants or shops
or the places you go on Facebook?

Ho

Answer Choices

Yes

Ho

Total

Almost 59% users use the Check-in tool to sharne kbeation with their friends. This is

a pretty good amount for companies to consideriasds of these 59% people will be

Responzes
58.76%

41.24%

Figure 31 Question 6 (Author)

or shops or the places

Export +

50% 100%

able to see the company’s nhame, location, reviewlseaery other details from that

Check-in. So in reality the audience is far mo@ntthis 59%. Also it should be kept in

mind that, not everyone is comfortable with shatimgr location as there is always

privacy concern. A lot of the user may not botleecheck-in as it mostly is a mobile

based service and they may not even own a capabieedor internet connection. So

from there comes the rest of the 41% negative vopood tip for a company will be to

offer free Wi-Fi in their shops and encourage usetheck-in and leave feedback.
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3.1.7 Question 7: Would you be interested into gett

based on your check-ins?

Customize

Would you be interested into getting deals
and offers based on your check-ins?

Ho

Answer Choices

Yes

No

Total

Around 58% people said that they will be interesied getting deals based on their
Check-ins. Again, for the rest of the 42%, it canshid that a lot of people who were in
the previous list of not checking-in, are also urdgd here. The aforementioned reasons
can be applied here as well. In addition it shal$® be noted that, not all company
offers discounts or deals based on their custonesbesk-in. This kind of strategy may
not even apply to a lot of places. But for themngrom it does apply, this is always a
good idea to get more check-ins and reviews. Tellanvestment might inspire

customers to let their friends know about such igpeicscount by sharing this message,

Responses
57.73%

42.27%

Figure 32 Question 7 (Author)

which ultimately will bring in more customers.
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3.1.8 Question 8: Will you be interested into getti  ng deals and offers from

brands or companies you like on Facebook?

Customize Export -

Will you be interested into getting deals and
offers from brands or companies you like
on Facebook?

No
0% 10% 20% 0% 40% 50% 60% 0% 80% 50% 100%

Answer Choices Responses
Yes 75.76%
No 24.24%

Total

Figure 33 Question 8 (Author)

Now comes the fruit of all the previous effortsdizdvertisements, check-ins etc.
combined. After a user clicks on the Like buttoragifage, he is expressing his likeness
or appreciation for that particular company or hass. This is already a huge battle
won for a lot of company as from that point, ai thpdates from the page will start
showing up on the liker user’'s news feed witho@rgping a cent. But this does not
necessarily end here. The fact is, a liker is nmistomer. A company can have a
million people liking its page but if those people not converter into buying customer,
the whole effort is pointless. So in order to kéepuser engaged and excited, to make
them interested into spend money for the servicefiaally to make them return for
more; a company has to run certain promotionaViiets even for its existing fan base.
The result of the survey shows that 75% percethepeople will be interested into
getting some kind of deals or offers from the papey have already liked. This will
keep them satisfied and in order to find newerrsfféhey will keep on checking the

updates of the page. So the company can definisghthis attention in their favor.
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3.1.9 Question 9: Do you participate into the vario

us campaigns or

competitions arranged by the brands you follow on F acebook for

prizes?

Customize

Do you participate into the various
campaigns or competitions arranged by the
brands you follow on Facebook for prizes?

Ho

Answer Choices

Yes

No

Total

Responses
27.27%

72.73%

Figure 34Question 9 (Author)

Export «

90% 100%

The result of the final question is very interegtikven though 75% the people would

love to get some deals or similar offers from thggs they follow, 72% of the same

population will not participate in any competitiofgut it has often been seen that, these

kind of activities end up with huge amount of papants anyway. Because when there

is a possibility of reward and the entry is frebowvon’t be motivated to join? Yes it is

true such activities should not be rolled out fneguent basis. Perhaps, click to get a

5% discount kind of post is what people prefersan®hen simple sweepstakes like

providing email and get an entry to win some kihgrze could also be done.
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3.2 The interview

For the Qualitative study, an unstructured intewigas conducted with the owners of
the Aaplein Baari over a course of a few persomt to the place during March. The
owners have been acquainted with the researchavtarthree years and are from the
same country. “"Unstructured interviews have thesmrelaxed rules. In this type,
researchers need only a checklist of topics todvered during the interview. There is
no order and no script. The interaction betweerptrécipant and the researcher is more
like a conversation than an interview.” (NadiaP2 This kind of interview was chosen
due to the familiarity of the researcher and therinewee. And also because “the benefit
is that unstructured interviews often uncover infation that would not have been
exposed using structured or semi-structured irggrsi”’ (Nadia, 2009) The interview
was conducted in the native language Bengali. Tineo&the interview was to find out
what the bar looks forward to in their digital matikg strategies and how do they plan

to carry out that strategy.

3.2.1 Aapelin Baari

Aapelin Baari is a very traditional Finnish bardted in the eastern Helsinki near the
Kontula Metro Station. The bar was previously owbgdhe S group i.e. Hok Elanto. In
September 2013, it was sold to a private compameovby Mr. Jahir Ahmed. He is from
Bangladesh and has been living in Finland more thdecade. He is mainly a PHD in
Chemistry from the University of Helsinki, but ihe later years he has been very
interested into having his own business along withresearch works. So he decided to
get into the pub business. The bar is jointly owhgdim and his wife, Mrs. Nurjahan
Begum, who is also a researcher in the Univerditid@sinki. The family resides in
Kontula. Both of them are from a completely difi#resector than this bar business.
Naturally, even though they had gathered the cautadpuy a bar and start a business,

they have very little experience or knowledge ofketing or to be more specific Social
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Media Marketing. Mr. Jahir does not own a Facehmuwitile. Mrs. Nurjahan is personally
active on Facebook but that is also in a very blesiel. They do not have an in depth
knowledge about Facebook as a Business platfornthém it is a tool just to stay in

touch with friends and family.

The bar itself has quite a decent customer base.also very popular and well-known
among the residents of Kontula and nearby aredmaslta good reputation of having a
nice and safe environment. Usually people from a@te areas prefer to come and sit
for a drink here rather than the other noisy surding bars. The bar is located on an
upper level than the rest of the bar and shoppiegseof Kontula station. It is both a good
thing and a bad thing. Good thing is that, it mased from the crown and people who
prefers a quiet environment will love this placéeTbad is that, it is often a bit difficult
to locate it for newcomers. But it has indeed depet a loyal recurring customer

following. So the business is fine enough.

The bar owns a pretty large space. It has privakidg areas as well as large gathering
places. It has indoor sports facilities like bilia darts etc. Also quite a few lottery
machines are also available. The bar shows vagpogs channels and usually has a
grand hosting whenever there is a Finland gameo Alsholds karaoke nights and
occasionally hires bands to perform live music.Sgheights are often very crowded and

people really enjoys the various facilities provddsy the bar.

3.2.2 Present Situation

Now the burning truth is that, as they have a ssnthey have to do social media
marketing. That's where the bar falls short. It BagOpen Group for its customers which
was probably created by the previous owners. Thapyhas been there for quite a few
years already. But it did not have any fan page gitoup has very basic outlines and is
only being used for the customers to communicatevden each other. People
occasionally posts photos and news. But it doeshawve attractive pictures, videos or
links. The cover picture itself is very dull andedanot even show the bar premises. So in

short, it is not serving any marketing purpose \sbaver.
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AAPELIN BAARI Members Events Fhotos Join Group | 4 Create Group | % | q
Perttu Lunkka shared The Tuners's event. “EOUT 250 members
May 14 st 12:48pm Open Grow

oksizsllz 3 mizzd

hitps:/fwww . facebook. com/events/557 3441033585001/ 7 fref=ts

The Tuners@Aapelin Baari, Kontula LA 31.5.

Sat 31 at

Join

Figure 35 Aapelin Baari Group (Author)

They don’t even have any website up and running Me¢y did recently create a basic
Fan Page which just has some basic informationaavnague profile picture. No cover

image or no element to capture attention is visible

Aapelin Baari | ¢ Like | | Message # ¥

k - Azpelin Baari was merged with this page [7] - 2 kes - 13 were here

% Bar

@ Ostostie 4, Helsinki, Finland
L 0100 1231234

@ Today 10:00 am - 12:00 am

About - Suggest an Edit Photos Likes Events

Figure 36 Aapelin Baari Fan Page (Author)
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3.2.3 Owners’ Thoughts

The new owners does feel the necessity and urgehbgving a well- structured and
attractive Fan Page which will allow them to re&atther customer base as well as utilize
existing ones to the fullest. The group can stayedlserving its purpose as more in house
conversation and communication platform. But thgePshould serve as the bar’s digital
persona. For now, the page is maintained by thteeihder as the owners have very little
idea about managing a fan page. But they are veen ko have a good Marketing
campaign and a well-planned advertisement strafBggy intends to spend a good deal
of money on the paid advertisement tools whichenecessary. But they think
unfortunately the efforts in this regards have lmegn serious at all yet. They expressed
concerns that even though there are a lot of ewnt€xciting activities going in the bar,
people who just happens to come to the bar omptiréicular day, gets to know and take
part in those. The rest who didn’t come, don’t peknow anything about it. So a huge
chunk of potential customers are missing. If thpseple knew about the various offers
and events, atleast a few of them would have camesdre which would ultimately
resulted in more sales. They are not concernedtaabes that much yet. He just wants
to get the message out in public. Their targeb iprovide a place where his customers
can interact more with the page. They can shaieuigsvs, concerns, complaints and all
other feedbacks so that he can have a good undeirsgeof their customer’s satisfaction
level. They said they want the page to be engaghmye people should be curious to see
what's happening in the page as well as the bao Akople from nearby areas should
know about the place and get interested into chectie bar out whenever they are in

Kontula.

They went on to share their future plan regardisghsiness as well. The bar has its own
kitchen facility. So the owners intend to open upestaurant service along with the
regular bar. They aim to serve Finnish cuisine Whwdl further compliment the alcohol
business. So they believe, creating a good foothioldacebook and having a good online
presence and image will help them in the futuggrtamote his restaurant business as well.
They anticipate to reach as much as likers andhpateustomers possible as it will set
up the base for future consumer trust. They thirtkey can cultivate large fan base now,
when they have a restaurant it will be very eas\ttiem to promote the new offerings
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and service to a large audience in the beginning thinimizing the initial marketing
cost.

They accepted, they still need a bit more timedbeyerything under control as so
many things are new for them and it is very diffi¢a get accustomed to the Finnish
Business Law and Environment. Right now, they aneeniocused on keeping the old
customers in grip and provide the same value andcsethey got from Hok Elanto.
They were interested to know if support from anyeatising farm is necessary for
promotional purposes. But they were happy to kriwat these things can be done by
themselves from the pleasure of their home. Adliit take is time and practice. Once
they can realize the mind set of their customerthadricks of customer engagement,
they can too start promoting their venture fromc¢bmfort of home.

4. DISCUSSION AND SUGGESTION

This part combines all the knowledge and informatadbtained from the theoretical

framework, survey, interview and most importanthergonal experiences and
observations. It includes all the methods and ogtiavailable in Facebook to market a
business and summarizes them as a guideline im twdget the very best usage out of

them.

The bar already has a Facebook Page set up. Semhérst thing they have to let the
everyday customer know about their existence irebagk. They customers have to be
encouraged in shop to Like and participate in theebook page. It can be announced as
an in house banner ad that joining the Faceboole Ral§ grant them access to some
exclusive offers and contents. Also the Facebaau@does have close to 290 Members.
290 is a very good number start a Fan Page withitawdl not be a difficult task to

migrate these people to the fan page.

In terms of optimizing the fan page, in the begngnihey need a good cover photo. Now
this image can be a photo of the bar or the log.tBe best idea will be to spend some

money for a well-designed photo by a professiomaplgics designer. This is a clever
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investment as the cover photo is the very firstiglsomeone sees while visiting a page.
So having a creative and attention grabbing phatodefinitely attract the audience.
Whatever it is, the photo has to capture the spimit main theme of the bar.

Timeline About Photos Likes

PEOPLE B Post

35K lilkes Write something on this Page...

Figure 37 Attractive Cover Image (Author)

Profile picture is also very important. Again, hayia professional made picture will be
the best thing to go for. But as profile pictureisially advised to be changed according
to various occasion and events, it can be justlataleen photograph. In the above figure,
a Page of a restaurant in Dhaka, Bangladesh isrsHotas striking cover image and an
even more attractive profile picture. It truly cags the essence of the shop and will
definitely make everyone feel hungry just by loakat the pictures. So having engaging

pictures is the topmost priority.

For Facebook Check-in, the necessary informatika #iddress, contact info, opening
hours, prices etc. should be updated. It will altbv bar to be picked up by the Check-
in algorithm and people nearby will be able to gee their Facebook App when they
search for places nearby. Also it will allow thestamers to check-in while they are in
the bar and post ratings and reviews. When a custenti contribute by checking in or

posting reviews, all his friends will be able tesbe update along with a direct link to
the Facebook page of the bar. So the potentiahresaconsiderably higher already.
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Check-in tool will also keep a history of all thieeck-ins in the bar. So people will be
able to see that their friends had previously chddk the bar. This paves the way of
attracting newer potential customers as people belimore interested into visiting the
places their friends have visited. The more thektes, the higher the possibility to be
shown up on top of the graph search results. Bél@an be seen that by searching for
Restaurants in Helsinki, the top result shows tiesavhich has friend check-ins or likes.

Burger King Suomi
i1~ Food & Restaurant

Mannerheimintie 12, Helsinki, Finland

Restaurant - Food &

Restaurant

e Like | @ Map 1 Choudhury and 3 other friends like this

Hard Rock Cafe Helsinki
/-\ ik~ Restaurant - Event Venue
MM Aleksanterinkatu 21, Helsinki, Finland
= a Hard Rock Cafe, Helsin
W 00 am - 12:00 am - +358 (0)9 4282 6228 _
e Like | @ Map isan Jewel and 2 other friends like this

HELSINKI

Figure 38 Restaurant Search Result from Graph Seékathor)

A special notice should be given to the descripsection. Here all the facilities offered
by the bar can be noted for example the indoor ganrenks menu, the kind of music
offered etc. The best idea will be to either useplication or a photo aloum. Facebook
provides a whole array of applications to show adhtents. It is more like a digital
brochure and can be used as a tab in the dashfwaydick access. For example, this
Facebook page below has two other tabs visiblet &ean Photos and Videos. Clicking
on Treats on Us! will open a digital brochure. Nitwg brochure must be compelling and
attractive. It also has to be well thought-out ayjufgeously designed. So having a

professional support is compulsory here.
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We've reinvented
a classic favorite

NEW

MIX & MATCH
FAJITAS

Chili's Grill & Bar @ | 5 Like | | # v

4,004,133 likes - 11,314 talking about this - 11,540,789 were here

% Local Business
@ Find your ozl Cl
L +1E00-%83-4837

About - Suggest an Edit

Figure 39 Application in Dashboard (Author)

Then comes the regular post and photo updates. rhietioned earlier, post updates
should be kept in a balance and relevance. Onay eag or every second day can be
good as a start. But they always have to be tpoivd. Posts about upcoming events like
music nights or karaoke competitions can be podted.target is to keep the followers
always up to date with all the happenings. A goestan be asked too to engage followers
into conversation. Or fill in the blanks kind ofegiion is another good idea to increase
follower interaction with post. Polls is also aditrick. Users can be asked about the
beverage or the activity they like the best ete@ ithportant part is to know the right time
and frequency to post. For example, the bar shpal updates in the morning when
people checks the Facebook so that by the aftertimynare curious enough to visit the
bar. Special nights should always be posted abdbtexciting details and photos with
possible offers. More on the offer later. Followeas be asked to add the page to their

interest list from the page’s menu so that it isfcaned that they receive all the updates.

Posting pictures is another top priority. Visuadlgpealing picture should be posted to
grab the attention of the followers. For examgie, below figure shows a very delicious
looking cocktail offered by a pub with a sales naggs So striking image along with

properly worded posts will definitely attract mqreople.
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Brendan's Irish Pub and Restaurant

Enjoy our new Spring/Summer cocktails at the pub like the
Strawberry Lemnon Drop made with fresh strawberries and
lemons!

Figure 40 Attractive Photo Post (Author)

Along with photos of offerings and such, photosrrearious events and special nights
is a must share. The best is to create an albunprising of several photos. So people
present in those occasions will definitely checktbe page in the following morning and

if they like an image they will interact with byking, commenting or even better, by

sharing it with their friends. A person can alsadgged in the photo. Then their friends
get to see that too. This is a great thing for piddé customers as exciting event photos
is an amazing tool to make people feel regret waewot present there. So it will ensure
that the next time those people will feel the utgattend the events and to keep them

informed, regular posting about update is to betroead again.

Video is a more dynamic form of update which gitress people the vibe to be present in
that moment. So videos of special events along phthtos is also a must share. If the bar
decides to have a Youtube page as well, the vida@ode uploaded there at first and then
shared as a link in the Facebook feed. Then thetubeuapp must be added to the
Dashboard so that all the videos and links carobad easily from the page. This is to

be noted that, blurry and out of focus mediasdsraplete no go.
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Special News about the Page is a must share. Bon@g, reaching a milestone of 500
likers should be written about and the appreciasioould be given to the followers. By

this way, people will take notice that the commumstgrowing.

Figure 41 Photos which should not be posted (Byis2612)

Then comes the various marketing tools to keepihgldn the present followers as well
as attracting newer ones. The bar already haseaVifieFi facility. So this should be
advertised both on Facebook and in the premises.clistomers should be encouraged
to check-in if they have a smartphone. If they dbhave an internet connection already,
they can make use of that complimentary Wi-Fi. Theck-in tool can be milked further
by offering a deal based on Check-in activity. feieaf check-inners can be given VIP or
Gold status and offered price reduction or occadioefreshment. Also deals can be
posted as offers which can be redeemed by thenletowhen they are in the pub. This
kind of deals should be posted as status updatesaamalso be promoted by paying. If it
Is a special deal and is expected to attract a mudeber of customers then it is suggested
to run this as a promoted post or suggested pbsésad can also be Like-gated, which
is in order to get this deal the user has to Iileefan page. So it serves both purposes by

creating new followers and also potential visitwtte bar.
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Customer view before check-in

50% off any dinner special (Limit 1
per customer)

Check in to claim

Customer view after check-in

50% off any dinner special (Limit 1
per customer)

Present this screen to cashier

Expires in 3 hours - 1/ 100

Figure 42 Check-in Based Deals (Loomer, 2013)

Competitions like a photo contest can be arrangegledl. Customers should be asked to
upload a photo of a certain special occasion. Est photo or the photo which gets the
most likes, can get rewarded. The latter one igramore engaging concept where the
friends of the customers also get involved intogjnd the pictures. So ultimately it
ensures higher exposure for the place. A photoesbrtan be created very easily with
tools like Wishpond.com. It can also be a simplap®n This contest. Where a photo
will be uploaded by the bar to ask the followergjitee a funny or interesting caption to
the photo. The best caption gets something. Itrdbascessarily have to be expensive.
Maybe a free drink or branded bottle opener. Tlagseaall some great ideas to increase

liker interaction and engagement with the contents.
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Sum:l Bowl o‘f Chlnn

It's your time to shing! Join gur phote meme
weekly contest and ger a chance 1o win PS00
worth of Super Bow! gift certificate,

i
.' Iy ;. x ' s All you need to do |5 submit your phaoto through
: ejl?_\_.d J‘aofﬂ ; R vl ¥ an FB réisage dong with your winning peds
s i " = T Capticm. We will then post it on the Super Bowl
Photo Meme Contest F 3 Facebook fan page open for “likes".

The phote meme that gets the most "likes” for
the week wins the GC.

& Mary Grace Agudlar Fortumato lies this.

Take a photo of you with your 1peso order and caption it.

The funniest, mosrumquecaptlnn that garners the most )
number of likes wins 500 worth Super Bowl GC. Spomsored Create Ad
Show Me U'r IlN m.:p

The photo will be submitted to us. We will convert it into a meme e Imprcve ROVWEh CrATYED:

and post on Super Bowl FB page open for “likes”. 3 » Hearmapa. Free na sbigation trial

and simple 30 second sebup.
#SBChinaResto #pisoweekdaydeals

Figure 43 Photo Contest (Aaron Lee, 2013)

Special offerings like music or game night can &dls@romoted as events. The people
who are interested to attend can click Join to stimwthey are going. The users can be
asked to also share this with their friends so tivatattender number gets increased. It
also allows their friends to see that he is gong tertain event. Again, some kind of
offer can be posted based on the joining list # fine idea to add the Event as a Tab in
the top of the dashboard besides photos and videos.

9, CafeBarNo9
February 9

Virva Svala: Helsinki by night. Opening today at 17->,
welcome!

https:/ /v facebook.com/events/667825336503327/7
ref=22

Virva Svalan taidendytelyn avajaiset, Ginen
Helsinki [Helsinki by night, Virva Svala's Art

exhibition opening -
Sunday, February 9 at 5:00pm
Cafe Bar No 9 in Helsinki, Finland

34 people went

Like - Comment - Share Q2

Figure 44 Events Post (Author)
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It is a great idea to make use of the Facebookoatl SEpecial Night posts should often
be promoted. The offers can be posted as MarkeeRlds or Promoted Posts whereas
the events can go to the Suggested posts or PrarRosts. The bar can target the people
living in Eastern Helsinki like Itédkeskus, Kontuldyllypuro, and Mellunmaki who are
aged over 18 as potential target group. The buslgetld be kept minimized in the
beginning and experiments can be done with diffevanables. The best idea is to keep
the reach very specific and concise and run a aghtampaign. The money should be
spent on the increased frequency of the ad inélgenhing. After having a good amount
of follower the cost of ad will decrease a lot fasvill be all about encouraging those

followers to spread the word. But initially spenglion paid ads is a better investment.
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4 CONCLUSION

The Study was intended to come up with the bediblesusage of Facebook to market
a company. It is true that the discussions maiotp$ed on the potential strategies and
path for the bar to follow. But to be honest, tleé\aties were drawn out in a standard
structure and mentioned in such a way that, theybeaused as a trail to follow for any
beginners. In fact, majority of the tactics carubed by practically any relevant business
categories like restaurants, stores and such. Bakekds happened to be a powerful tool
to reach a wider audience and is highly recommemalég used if the budget allows it.
As there are several kinds of ads, there is alvsaysething to use for every company.
But the goal of this study was also to talk aboaysvof marketing even without paying
for any ads. While the reach can be short, bus idefinitely possible if the page is
optimized perfectly and good contents are shared uBimately at the end of the day,
the service a customer gets in store or real logas what matters the most. A satisfied
customer will probably like or engage in the paggveay. All they need is just a little
push.

4.1 Further Research Scope

This research only dealt with Facebook as a margeGhannel. Even though it is
technically the best way of marketing in a Sociaki®rm in today’s date, platforms like
Google AdWords, Twitter or Youtube can also provebe a good place to market a
business. Especially Youtube, as these days asleeméint starts playing before almost
any video. This is very frustrating and most oftihges a user waits for the option to skip
the ad video to show up without fully watchingSo it will be very interesting to work
out how a business can market themselves effegtorely outube without annoying the
users. Also location based services like Yelp, Bquare or Tripadvisor has been gaining
momentum quite a lot over the last few years. SteBaok marketing in conjunction to
one of these services may prove to be even morefibeh. A details research can be

done in this section as well.

76



5 REFERENCE

Carter, B, 2012The Like Economy: How Businesses Are Making Moy w
Facebook1st ed. USA: Que Publishing. p156

CMO.com. 201315 Mind-Blowing Stats about Linked[ONLINE] Available at:
http://www.cmo.com/articles/2013/11/4/15 _Stats_ledk.html [Accessed 05
February 14]

Craig RobinsonThe Risks Associated with Social Media Marketj@iNLINE]
Available at:http://blog.tailwindapp.com/risks-of-social-mediarketing/ [Accessed
16 March 14].

Elizabeth Joss. 2012 Beginner’'s Guide to Facebook Insigi©NLINE] Available
at: http://blog.kissmetrics.com/guide-to-facebongights/. [Accessed 10 April 14].

Ellison, N.B. & Boyd, D. 2013Sociality through Social Network Sites Dutton, W.
H.

Emeric Ernoult. 2013 Facebook Metrics Marketers Should Be Measuri@iLINE]
Available at:http://www.socialmediaexaminer.com/facebook-pagéricsd. [Accessed
08 April 14].

Eric Chapman. 201Z.op Five Reasons Your Facebook’s Ads are Beingteeje
[ONLINE] Available at:http://socialmediatoday.com/social-denizens/67 1ipp6five-

reasons-your-facebooks-ads-are-being-rejefAmtessed 01 April 14]

Erica MachinWHAT IS EARNED, OWNED & PAID MEDIA? THE DIFFERENCE
EXPLAINED.[ONLINE] Available at:http://www.titan-

seo.com/NewsArticles/trifecta.htnjAccessed 2 January 14].

Evans, D. 2008Social Media marketing- an hour a ddyst ed. USA: Wiley
Publishing, Inc. pp 21-59

Facebook. 2014acebook AAJONLINE] Available at:
https://www.facebook.com/help/49436855724438A¢cessed 28 March 14].
77




Facebook. 2014&acebook MessenggONLINE] Available
at: https://play.google.com/store/apps/details?id=cacelbook.orcqAccessed 13
April 14].

Facebook. 2014Rromoted Post§ONLINE] Available
at: https://www.facebook.com/business/promoted-pdsiscessed 28 March 14]

Facecrooks.com. 201 Facebook Now Charging Page Owners to Interach\Wheir

Fans?[ONLINE] Available at:http://facecrooks.com/Scam-Watch/is-facebook-now-

charging-page-owners-to-interact-with-their-fansih{Accessed 15 February 14].

Fransico Rosales. 20140 Facebook Ads You Should be Running Right Now
[ONLINE] Available at:http://socialmouths.com/blog/2014/05/06/10-facebadk!/
[Accessed 28 March 14].

Greg Finn. 2012.http://marketingland.com/facebooks-suggested-pdsteips-push-

page-content-no-connection-required-25060 [ONLINE] Available

at: http://www.wix.com/blog/2013/06/facebook-advertigifor-small-businesses/
[Accessed 15 April 14].

Haydon, J, 2013Facebook Marketing for Dummiedth Ed. New Jersey, USA: John
Wiley & Sons, Inc. pp9-77

Heidi Cohen. 2011. 30 Social Media Definitions [ONLINE] Available

at: http://heidicohen.com/social-media-definitiofAccessed 03 January 14].

Heidi Cohen. 2013.4 Facebook Metrics to Track.[ONLINE] Available
at: http://heidicohen.com/4-facebook-metrics-to-trableit/ [Accessed 08 April 14].

Jared Newman. 201Eacebook Redesigns: A Long History of PointleskBabes
[ONLINE] Available at:
http://www.pcworld.com/article/240327/facebook_reidas_a long_history of pointle

ss_backlash.htm[Accessed 15 February 14].

Londico. 20116 Tips to Increase Your Facebook EdgeRank and Ex@o©NLINE]

Available at: http://www.socialmediaexaminer.com/6-tips-to-in@eg/our-facebook-

edgerank-and-exposurg¢Accessed 15 February 14].

78



Jose Vilches. 2014&acebook buys WhatsApp for $16 billion, suddendyagram's $1b
acquisition looks like a bargaifONLINE] Available
at: http://www.techspot.com/news/55737-facebook-buysitadpp-for-16-billion-

suddenly-instagrams-1b-acquisition-looks-like-agaam.html [Accessed 13 April 14].

Kaplan, Andreas M & Haenlein, Michael. 2010. Usgfrthe world, unite! The
challenges and opportunities of Social MeBlissiness Horizar{Online]. 53(1), pp 61-
67. Available athttp://www.sciencedirect.com/science/article/B6\WAG-F2S0-
1/2/600db1bd6e0c9903c744aaf34b0blfAxicessed 03 January 2014].

Kendra Cherry. What Is a Survey? [ONLINE] Availakle
http://psychology.about.com/od/researchmethodsifésuhtml [Accessed 25 May 14].

Lons S. Cohen. 200%s there a Difference between Social Media and&oci
Networking? ONLINE] Available at:http://lonscohen.com/blog/2009/04/difference-

between-social-media-and-social-networkirjgccessed 06 January 14].

Margaret Rouse. 2011. Whatis.com. What is Web@&.0\(eb 2)? [ONLINE] Available
at: http://whatis.techtarget.com/definition/Web-20-oelvV2 [Accessed 03 January 14].

Mark Stelzner. 2009s there a Difference between Social Media and&oci
Networking? ONLINE] Available at:http://www.examiner.com/article/social-media-

vs-social-networking-what-s-the-differendAccessed 06 January 14].

Mashable.com. 2014acebook Set to Eliminate Sponsored Stories inl A@NLINE]
Available at:http://mashable.com/2014/01/09/facebook-elimingi@isored-stories/
[Accessed 28 March 14].

Matt Weltz. 2013What Are Facebook’s Ad Types and How Should Yourbiem?
[ONLINE] Available at:http://www.marketing-mojo.com/blog/what-are-faceks@d-

types-and-how-should-you-use-thef#ccessed 28 March 14].

Mayfield, A. 2008 What is Social Medidcrossing, e-book, Available at:
http://ebooksoneverything.com/marketing/WhatisSdtéalia.pdf (Accessed on 5
January 2014)

79



Megan Marrs. 2013 Ways to Use Facebook for Marketifi@NLINE] Available at:
http://www.wordstream.com/blog/ws/2013/04/15/facabbonarketing [Accessed 28
March 14].

Michael A. Stelzner. 2013How Marketers Are Using Social Media to Grow Their
BusinessedONLINE]. Available

at: http://www.socialmediaexaminer.com/SocialMediaMairkgndustryReport2013.pd
f. [Accessed 15 March 14].

Michael Brito. 2013Your Content Strategy: Defining Paid, Owned andriearMedia.
[ONLINE] Available at:http://blog.hootsuite.com/converged-media-britoHddr

[Accessed 02 January 14].

Nadia Santiago. (2009nterview types: Structured, semi-structured, andtructured.

Available at:http://www.examiner.com/article/interview-typestsitured-semi-

structured-and-unstructureldast accessed 15th Feb 2014

R. Levy, J, 2010Facebook Marketing Designing Your Next Marketingrpaign 2nd
ed. USA: Pearson Education, Inc. pp61-106

Religioncommunicators.org.op 10 Risks of Social MedigDNLINE] Available at:
http://www.religioncommunicators.org/top-10-riskksmcial-media[Accessed 16
March 14].

Reuters.com. 2014. Facebook Inc. [ONLINE] Availaale
http://in.reuters.com/finance/stocks/companyPr@8ianbol=FB.O[Accessed 12
February 14].

Ryan Pinkham. 201®ne Benefit of Having a Facebook Page That Mosirgss
Owners OverlookONLINE] Available at:http://blogs.constantcontact.com/product-

blogs/social-media-marketing/benefits-facebook-hess-page[{Accessed 13 April
14].

Scott Ayres. 2014. Top 10 Benefits of a Faceboogimss Page. [ONLINE] Available
at: http://www.postplanner.com/top-10-benefits-facebbokiness-pagefAccessed 01
April 14].

80



Sid Murlidhar. 2010Fast and Free Facebook Mobile Access with 0.fackloom
[ONLINE] Available at:https://www.facebook.com/notes/facebook/fast-ame-fr
facebook-mobile-access-with-Ofacebookcom/39129536.7Accessed 10 March 14].

Snapsurvey.com. Qualitative vs Quantitative Resed@NLINE] Available at:

http://www.snapsurveys.com/qualitative-quantitatiesearch/[Accessed 25 May 14].

StatisticBrain. 2014Facebook Statistic§ONLINE] Available

at: http://www.statisticbrain.com/facebook-statistig@&ccessed 05 February 14].

StatisticBrain. 2014Twitter StatisticS{ONLINE] Available
at: http://www.statisticbrain.com/twitter-statisticfAccessed 05 February 14].

Stephanie Buck. 201Zhe Beginner's Guide to FacebopRNLINE] Available at:
http://mashable.com/2012/05/16/facebook-for-begisite. [Accessed 13 February
14].

Stephanie Chandler. 201Bne Hidden Benefits of Social Media Marketing: Wioyr
Strategy May Be Working Better Than You ThiGi®NLINE] Available

at: http://www.forbes.com/sites/work-in-progress/2083312/the-hidden-benefits-of-

social-media-marketing-why-your-strateqy-may-be-kiuug-better-than-you-think/

[Accessed 08 January 14].

The Oxford handbook of Internet Studies. Oxfordfd@a University Press. pp, 151-
172

Treadaway, C, & Smith, M. 2016acebook Marketing- an hour a dayst ed. Indiana,
USA: Wiley Publishing, Inc.

Tryitlocal.com. 20135 types of Facebook posts to use on your busireegs [©NLINE]

Available at:http://www.tryitlocal.com/home/Marketing/facebooksis-best-ideas-for-

businesseqAccessed 28 March 14].

Wikipedia. 2014 Social Media MarketingfONLINE] Available at:
http://en.wikipedia.org/wiki/Social_media_marketifiiccessed 06 January 14].

Wikipedia. 2014 Social Media[ONLINE] Available
at: http://en.wikipedia.org/wiki/Social_medipAccessed 03 January 14].

81



Wix Blog. 2013.Quick Guide to Facebook Advertising for Small Basses
[ONLINE] Available at:http://www.wix.com/blog/2013/06/facebook-advertigifor-

small-businessesJAccessed 28 March 14].

5.1 Figure References

Aaron Lee. 2013Facebook Photo ContegONLINE] Available
at: http://cdn.postplanner.com/wp-content/uploads/209/84cebook-photo-contest.png
[Accessed 20 May 14].

DigiMed, (2014),Social Medig ONLINE]. Available at:http://www.digmed.in/wp-
content/uploads/2013/10/sm.{Hccessed 10 January 14].

Dustin W. Stout. 2013ocial Media User StatfONLINE] Available
at: http://dustn.tv/wp-content/uploads/2013/09/sociadm-user-stats-2013.jpg?4f3d0e

[Accessed 08 January 14].

Elizabeth Joss. 201EZacebook Insighf ONLINE] Available

at: http://blog.kissmetrics.com/wp-content/uploads/20%2access-facebook-

insights.png[Accessed 12 March 14].

Erica Machin, (2014)Digital Marketing Trifecta] ONLINE]. Available

at: http://www.titan-seo.com/images/trifecta2.gigcessed 02 January 14].

Grant Brissey. 201Blurry Edition [ONLINE] Available at:
http://www.thestranger.com/images/blogimages/208/2&Y1336241485-photo-60.jpg
[Accessed 20 May 14].

Haydon, J, 2013Facebook Marketing for Dummieéth Ed. New Jersey, USA: John
Wiley & Sons, Inc. p37

82



Jayanth majety. 2018. Facebook Metrics Marketers Should Be Measuri@iNLINE]

Available at:http://www.webdesigntalks.com/how-to-develop-ysocial-media-

marketing-strategy-for-2014fAccessed 04 January 14].

Jon Loomer. 2013Facebook Check-in Before Aft¢©ONLINE] Available

at: http://www.jonloomer.com/wp-content/uploads/2013f@debook-check-in-deal-

before-after.png[Accessed 20 May 14].

Kapil Jekishan, (2013);acebook Ads Pros and Cof@@NLINE]. Available
athttps://s3.amazonaws.com/SocialMouths/facebook pads _and_cons.jpjgccesse
d 28 March 14].

Michael A. Stelzner. 201How Marketers Are Using Social Media to Grow Their
BusinessedONLINE]. Available

at: http://www.socialmediaexaminer.com/SocialMediaMairkgndustryReport2013.pd
f. [Accessed 15 March 14].

Scott Ayres, (2013),ow Cost of Facebook Page liKEINLINE]. Available at:

http://cdn.postplanner.com/wp-content/uploads/2014dw-cost-of-facebook-page-

likes.png[Accessed 12 March 14].

Wikipedia, (2009);ThefacebookONLINE]. Available
at: http://en.wikipedia.org/wiki/File:Thefacebook.Agcessed 05 February 14].

Wix, (2013),Marketplace Ad$ONLINE]. Available at:http://www.wix.com/blog/wp-
content/uploads/2013/06/facebook-adds[#sccessed 28 March 14].

83



