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Abstract: Purpose - Social media has increased as a marketing channel, and Facebook is the biggest social
media company globally. Facebook contains both positive and negative information about companies; therefore,
it is important for companies to manage their Facebook page to best serve their own interests. Although most
users are familiar with business and marketing activities on Facebook, they use it primarily for fun and personal
purposes. The most effective methods for companies to use Facebook have not been clear. The personal
nature of Facebook presents unique challenges for companies by raising ethical and social responsibility issues
that are important to users. The purpose of this paper is to discover how companies can optimize their use of
Facebook as a marketing channel. Design/methodology/approach - A survey was conducted. The respondents
were 158 users of Facebook in Sweden; complete answers were provided by all respondents. In a series of
specific questions and comments, the respondents were asked to describe an optimal marketing solution on
Facebook for companies. They rated different functions, which were illustrated with pictures, to help in the
cognitive process and to avoid misunderstandings. Findings - Most users who have an opinion on the issue
accept marketing on Facebook, but only in the right amount. There are basically two groups: those who think
that companies have no place on Facebook and those who want companies to be active on Facebook. The
latter group emphasizes the importance of meaningful posts without unsolicited sales messages, and would
prefer to search for the companies themselves rather than being bombarded by company messages. By far,
status updates and pictures/images were found to be the most important functions to respondents. Research
limitations/implications - The sample consisted of only Swedish users. Another limitation was that, since many
Facebook users do not normally think about the implications of being exposed to marketing on Facebook, they
have difficulty taking a position on many issues related to the service. Practical implications - The results give
companies a clear idea of how to effectively use Facebook in their marketing efforts. Originality/value - A large
number of companies are currently asking themselves, "How can we use Facebook in an optimal way?" The
results in this study answer this question and lead directly to saving time and resources for these companies.   
Links: Check for Full Text @ JMU 
Full text: 1 Introduction  
Mark Zuckerberg started the social network Facebook at Harvard University in 2004. Its original purpose was to
help students at the university to better communicate with each other ([7] Krivak, 2008, p. 1). Today, Facebook
is the world's most successful social networking company. Facebook receives its income from companies that
want to access members through marketing and advertising activities on the web site ([8] Lilley et al. , 2012, p.
83). Marketing via Facebook is a well-functioning concept. Through this channel, it is possible for companies of
all sizes to achieve marketing and branding goals at a relatively low cost. There are a number of different
marketing options to choose from on Facebook, and no previous studies have been conducted that have
concretely evaluated each of these options. The main goal of this paper is to identify the options that provide the
best marketing results for companies. We begin with consumers' preferences and then answer each of the
following research questions:  
RQ1. What functions do consumers think are the most important?  
RQ2. How do consumers think that the optimal company profile should look like?  
RQ3. How does a company optimize its use of Facebook as a marketing channel?  
1.1 Facebook  
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On Facebook, users create an account with a public or semi-public profile; they then have the option of showing
the identities of their friends, and sharing photos and activity feeds ([11] Palmer and Koenig-Lewis, 2009, p.
165). In this way, users can publish their own information, share with it others, and receive information about
other peoples' lives. This leads to a form of collaboration which creates new content ([2] Coulter and
Roggeveen, 2012, p. 79). The users are usually not on Facebook to make new contacts, but rather to share and
keep in touch with friends and family. Most of the communication is between users who also know each other
offline. To quote the founder of Facebook, Mark Zuckerberg, in a statement that is found on the Facebook
homepage and is ubiquitous throughout the internet, "Facebook helps you connect and share with the people in
your life[1] ".  
A study shows that Facebook is attractive to users because it builds on:  
- curiosity, we look at photos of friends and other people's profiles;  
- enjoyment, we are able to communicate with others; and  
- excitement, we can send gifts and play games with others ([11] Palmer and Koenig-Lewis, 2009, p. 171).  
The average Facebook user is active for 32 min a day, and most log on to the site at least once every day ([12]
Park and Cho, 2012, p. 403). A previous study from 2009 shows that more than half of Facebook users have
clicked on a company's Facebook page, and that 16 percent of them had sent a message to a company ([11]
Palmer and Koenig-Lewis, 2009, p. 168).  
Facebook is a consumer-oriented network. The social media web site, LinkedIn, is an example of a more
business-oriented network ([11] Palmer and Koenig-Lewis, 2009, p. 165). Because Facebook is consumer-
oriented, this affects the way that users perceive Facebook and the ethical standards that they demand from the
service. Most members see Facebook as a free-service network; however, as [8] Lilley et al. (2012, p. 83)
points out, they are still affected by advertising from companies. For example, banners and ads on Facebook
encourage users to click on them, and spend money to buy the companies' products.  
[9] Lutze (2010, p. 48) notes that there are two major ways to use Facebook, i.e. to fulfill private and job-related
needs. Achieving and maintaining a satisfactory balance between these two needs can be difficult on Facebook.
In fact, it can become a serious burden for users, making it virtually impossible for them to separate private from
job-related messages and contacts. According to [9] Lutze (2010, p. 46), one solution to this problem is to have
two different accounts with different purposes, one for private contacts and one for business contacts. This
solution is not feasible, however, because business contacts may not respect this distinction and contact a user
on his or her private profile. Although most users have a Facebook account primarily to keep in touch with their
friends and family, they are well aware that Facebook is also used as a marketing channel for companies.
Companies are able to spread their messages, make contact with customers, and build relationships on
Facebook. Since Facebook has more than one billion active users, companies can no longer afford to ignore
the service as a major marketing channel ([10] M.G., 2012, p. 1). This again raises a number of ethical and
social responsibility questions that companies cannot afford to ignore if they want to succeed on Facebook over
the long term.  
1.2 A service trying to adapt to new mobile devices  
Cheap access to the internet has opened up social media marketing and made it possible for companies to
reach out directly to millions of customers in a way that was not previously possible. Speed is an important tool
for marketing on the internet, and especially so in the case of social media. Many consumers think that a
marketing message is better when it is hidden in social media than when it comes in the form of direct
advertising ([11] Palmer and Koenig-Lewis, 2009, p. 165). The increasing usage of smartphones and tablets
has also made social media much more important ([15] Yang, 2012, p. 50). A study by [5] Kaplan (2012, p. 129)
shows that 90 percent of Americans currently have their own cell phone, and a third of these are smartphones.
This development is motivated by the need to have continuous access to the internet. This desire has become
an important part of our lives ([5] Kaplan, 2012, p. 130). The problem that this presents for companies is that, as



the screens become smaller, so does the amount of attention paid to other functions on Facebook. New
suggestions for services in pop-up like messages which are recommended by friends are often hidden on
smartphones and tablets. These messages are still seen as annoyances. With new handheld devices with
smaller screens, this problem has become even more serious.  
1.3 Why companies use social media as a marketing channel  
An editorial article in the journal, [4] Strategic Direction (2012, p. 25), describes how marketing on Facebook is
basically free: costs, such as mailings and expensive advertising fees, do not exist. The companies can reach
millions of customers, and it is no longer the size of the advertising that counts; rather, what matters now is how
quickly it reaches the target customer. One major advantage of using Facebook as a marketing channel is the
customer's ability to communicate with the company about his or her wants and needs. When a company
markets through a social media service, it has the opportunity to influence the quality of customer services.
Companies that use social media services are also better connected to market trends because they are
receiving consumer input and feedback in real-time ([4] Strategic Direction , 2012, p. 26).  
The fact that information can be shared between users on the internet and on Facebook makes it work much
like word-of-mouth marketing (WOM). In WOM, information, such as product reviews and recommendations are
spread from one person to another, affecting both retailers and brands ([12] Park and Cho, 2012, p. 405).
Consumers' buying behavior is strongly influenced by traditional WOM; this is increasingly so in the case of
social media. WOM has always been an important marketing channel and has often been taken more seriously
than mass media advertising. Before the internet and Facebook, WOM was primarily characterized by exclusive
meetings and face-to-face contact, and it was simple to identify a clear sender and receiver. Today, we
experience WOM more like an open public-domain. Companies have begun to use this form of marketing to
influence consumers to make purchases, mainly through their product-related pages. These product-related
pages allow customers to become attracted by both traditional and WOM advertising ([2] Coulter and
Roggeveen, 2012, p. 80). Knowledge-sharing of products through communication is increasing this awareness.
There is a sender behind every message, who encodes the message; that message is then sent to a receiver,
who decodes it. Factors, such as the source and the channel, affect how we perceive and interpret the
message. In social networks, we are affected as consumers by what others like and what networks they join.
We can also express our own liking of a product by joining a network. After we have purchased something from
a company, we can then post pictures of us using that product to confirm our satisfaction with it. This is a
marketing boon for companies because a study shows that consumers rely more on information and reviews
from consumers who have already used the product than from professional critics ([13] Seung-A, 2012, p. 689).
Another study on social network sites concluded that 64 percent of users visit an online site if they see a friend
who has done the same ([11] Palmer and Koenig-Lewis, 2009, p. 168).  
The possibility of entering a sender's profile and finding information about him or her is what most distinguishes
a social network from other types of web sites, such as Hotmail.com. Most members post an accurate
description of themselves on Facebook, including their age and gender. This is an advantage that Facebook
uses to sell "authenticity" to potential advertisers. Since members use Facebook as an authentic part of their
lives, companies can match their products to the most appropriate customer with the information provided about
them by Facebook ([8] Lilley et al. , 2012, p. 84). Since many users choose to join different groups within the
same network, it is possible to see each person's activities and membership choices. If a member of a group
comments on or "likes" any of the groups (Facebook's "like" function), such as a restaurant, this information is
immediately spread to the newsfeeds of that person's friends. This, in turn, affects the friends' attitudes towards
the company or product. If the consumers write positive comments about certain brands, those brands benefit
by the effect that the comments have on that consumers' friends ([13] Seung-A, 2012, p. 688). Although most
users who visit a company's Facebook profile are mainly looking to get information about product news and
updates, and see if there are any campaigns running, they also check out films and communicate with other



customers or potential customers. Successful integration of social media by a company gives the customers the
feeling that they belong to a group with a common interest. Starbucks, for example, created
"MyStarbucksIdeas," where consumers get the chance to express their opinions, share information, vote, and
discuss Starbucks. This type of social media marketing creates a definite sense of belonging for potential and
current customers ([11] Palmer and Koenig-Lewis, 2009, p. 167).  
1.4 Connection with customers  
Companies want to create dialogue and relationships with their loyal customers through Facebook and in other
social media. Customers help promote the brand through their commitment to Facebook and the brand's page.
Companies also want to build a Facebook page to encourage their customers to return and use it for online
shopping ([13] Seung-A, 2012, p. 689). Companies can also use their Facebook page to glean valuable
information from consumers by reading their comments and conversations; this information can then be used to
target customers and receive feedback from them. They can also use their Facebook page to provide
information about upcoming product introductions, changes, and updates. Thus, a company's Facebook page
creates a collaborative space where companies and customers can have rich interactions ([11] Palmer and
Koenig-Lewis, 2009).  
Companies are interested to know what the consumers think about their overall profile, updates, profile pictures,
product information, user comments, and also to be able to see how many people "like" them. It is also
important to know what consumers' attitudes are to the brand starting to use social media, if they are going to
use social media to get information about the brand ([13] Seung-A, 2012, p. 690). Starbucks, for example, uses
social media to show their popularity, expressed by how many fans they have and how many people are
following them.  
The power of social media allows companies to use the data as a tool find out how popular they are, and then
compare that with the popularity of their competitors ([11] Palmer and Koenig-Lewis, 2009, p. 166). The
consumers attribute bigger networks with providing more valuable information and having more credibility than
smaller networks ([2] Coulter and Roggeveen, 2012, p. 80). For a customer to receive a compelling experience
during his or her visit to a company's Facebook page, commitment, excitement and a positive correlation
between the visit and the consumers' recreational use of the internet are required ([11] Palmer and Koenig-
Lewis, 2009, p. 168).  
Members can, through their commitment to the internet and Facebook, be both producers and consumers on
Facebook. They are consumers by using Facebook's services and producers when their activities contribute to
Facebook's earnings. Critics argue that Facebook exploits its members through a series of exposures to
commercial messages. They argue that users should have the right to have control over who can see their
information and that social media should create a stricter and more comprehensive level of privacy ([8] Lilley et
al. , 2012, p. 90).  
1.5 Difficulties with social media  
Luxury brands are identified with attractive stores and excellent service, but have difficulty keeping up with
social media trends. Although they want to reach out to their customers quickly, they also want to preserve their
luxury image in their direct market; that is, they want to be perceived as being exclusive. Thus, they encounter
problems when they attempt to manage their relationships with customers using social media ([13] Seung-A,
2012, p. 695). There are also differences in legislation with respect to the presentation of advertising in social
media, compared to print media. In Britain, for example, it is important to have a clear demarcation of whether
what is being shown on television is editorial or advertising in nature. Thus, a viewer can be confident that
product-placement of a brand in a television show is not paid advertising. With social media, however, the
consumer cannot always identify a sponsored message ([11] Palmer and Koenig-Lewis, 2009, p. 163). This
raises a series of ethical questions, which the actors have yet not found any good answers to.  
1.6 Negative effects on companies  



While consumers can help in the promotion of positive comments, they can also post negative comments. Many
consumers write complaints to companies on the companies' Facebook pages when they are dissatisfied with a
product ([13] Seung-A, 2012, p. 688). This kind of negative and public feedback can damage a company's
reputation ([11] Palmer and Koenig-Lewis, 2009, p. 167). There are people who will only friend or like a
company in order to gain access to the company's comments section and then express their negative opinions.
Research has shown that the best way for companies to deal with these negative comments is to not delete
them, but rather try to answer them as well as possible and show the customer that the company takes
complaints seriously ([1] Champoux et al. , 2012, p. 29). A problem arises, however, when a company receives
a larger number of complaints from many members. Companies who experience this usually choose to shut
down their Facebook page immediately. The page can be reopened later, when the situation improves; this is
similar to when the stock market temporarily stops the trading of a company's stock when there is dangerous
instability in the market.  
Disgruntled customers can also make companies change their behavior. For example, due to the massive
criticism that HSBC received on their Facebook page regarding an upcoming change in students' free-interest
overdrafts, it decided to eliminate the idea ([11] Palmer and Koenig-Lewis, 2009).  
There are also many cases where companies try to use people from the public to make favorable postings on
their page, either paid or otherwise encouraged to do so. This raises a problem of ethics on the internet in
general. In China, people who write positive comments about the Communist Party can receive 50 cents per
comment. Because of this, the Communist Party is sometimes jokingly referred to as the "50 Cents Party."
Likewise, many companies pay users to write positive reviews in exchange for money or goods. In terms of
credibility level, reviews by users are now more important than experts' comments; this is a result of diminished
confidence in companies. People who travel frequently rely on users' photos from destinations, such hotels on
Tripadvisor.com or purchases on Pricerunner.com. A reason for this is the feeling of distrust in the believability
of professional photos and reviews presented by the company. When companies are suspected of using
"internet moles," their credibility is questioned ([11] Palmer and Koenig-Lewis, 2009, p. 167). Because many
people rely on the past experiences of users, there is the additional risk that consumers will be influenced by
unreliable users. For example, it is possible for people to nominate themselves as experts and then have a
major impact on how a brand is perceived externally ([11] Palmer and Koenig-Lewis, 2009, p. 170). Marketing
through social media means that there are more reviews of products to take advantage of and, thus, the
customers' buying behavior has changed ([4] Strategic Direction , 2012, p. 25).  
1.7 The combination with other services  
Facebook bought the company, Instagram, which is a mobile application that allows users to upload pictures to
an account; users can then follow each other and communicate through pictures. The economic justification for
the deal is that Facebook wants to expand its influence over active smartphone users. Because of this
acquisition, brands that want to make use of visual marketing can now create an impressive combination of
several different social media ([14] Tansey, 2012, p. 16).  
When consumers' ways of communicating become more mobile, marketers have to adapt their strategy
accordingly just to remain competitive. Using a combination of Facebook and Instagram is becoming more
attractive for companies because it is an efficient way to quickly reach out to many more customers in a
dynamic and interactive way ([14] Tansey, 2012, p. 16).  
2 Methods  
The goal of this research is to discover how a company can optimize its use of Facebook as a marketing
channel. We have chosen to identify the options that Facebook offers and engage in an empirical study to
discover which options customers most prefer. We analyzed the empirical data and drew conclusions using
simple statistics.  
2.1 Defining the functions  



In order to select and define the options that are available for a company to use for marketing on Facebook, we
used examples from a number of different companies in different industries, such as Redbul, Stayhard, Skistar,
and Swedbank. We identified 21 different main marketing functions available for companies to use on
Facebook. Each function was clearly explained to avoid misunderstandings. This overview of functions was
used as a framework for our research. For a full list of functions, see Table III [Figure omitted. See Article
Image.].  
2.2 Empirical study  
To discover what Facebook consumers think of marketing on Facebook, we chose to do an empirical study in
the form of a questionnaire. We specifically chose a survey because we wanted to reach out to users and get a
direct view of their attitudes towards Facebook advertising. The questionnaire begins with a few control
questions about the respondents' use of Facebook (Table II [Figure omitted. See Article Image.]). The
respondent can then his or her opinion about the 21 different Facebook marketing functions that we have
identified (Table III [Figure omitted. See Article Image.]). The answer choices are presented on a Likert scale,
where the respondents choose an answer between 1 and 5. 1 means that the function is insignificant and 5
means that the function is absolutely critical. Above the description of each function, there is a picture that
shows what the end result looks like when a company uses the function. This was done to avoid confusion
about what the function actually accomplishes. The questionnaire was originally made in Swedish, to avoid
misinterpretations, because most Swedish users will interact with Facebook in Swedish. We also identified the
companies that consumers most associate with marketing on Facebook. To do this, we asked consumers to
identify companies that they felt are more visible than others on Facebook and in what industries those
countries belong. We also asked the respondents to write suggestions for how to make a contest on Facebook
maximally attractive (an open-ended question) and how they feel that Facebook should best conduct its
advertising program overall. This was done to give further support for the first findings which were analyzed with
the help of statistics.  
We chose active Facebook users as the sample because we believe that only this population has a clear
understanding of the questions in the questionnaire. The survey was sent out on Facebook. We chose the city
of Halmstad, Sweden, to draw some generalized conclusions about Swedish Facebook users. Halmstad was
used to represent an average of the Swedish population. We found that we needed answers from about 200
respondents. We sent the survey to 350 participants, however, in the hopes that at least 200 would respond.
We also assumed that there is no significant difference between the Swedish sample and members of other
nationalities with a similar knowledge of social networks. A 95 percent confidence interval was used. The goal
when selecting the targets for our survey was to capture honest responses from Facebook users, divided
equally in terms of age and gender. We believe that the real target group ranges from 15 to 65+ years, with
most users being around the ages of 25-34 years[2] .  
The authors used people from their own personal profiles as respondents, which included both personal and
job-related contacts of different ages and of both genders. From around 1,250 contacts, we selected 350 based
on the above criteria and a random selection within the pool. The survey was made in the Enalyzer platform and
sent as a link in an event created on Facebook. After we received the responses from the respondents, the data
were analyzed in a diagram to discover which functions are most useful for marketing on Facebook. As an extra
control and to avoid biases, we weighed in the respondents' comments, to get a clearer view and understanding
of the ranking of the 21 functions.  
We received 158 complete responses, which represents a response rate of about 45 percent. The answers
were evenly divided between female and male users (Table I [Figure omitted. See Article Image.]), and the most
common age range was between 15 and 24 years old (Table I [Figure omitted. See Article Image.]).  
158 respondents out of a total population of Facebook users of 45,000 individuals gave us a confidence interval
of 8 instead of 7. To discover how active our respondents are on Facebook, we asked them how often they log



on to their profiles. Most of them visit the site several times every day and primarily use Facebook for personal
use (Table II [Figure omitted. See Article Image.]). These figures show that 50 percent say that they do not care
whether or not there is marketing on Facebook, and 30 percent say that it is a positive experience. Most
respondents are neutral and do not hold any strong opinions on the question of company presence on
Facebook (Table II [Figure omitted. See Article Image.]).  
3 Results  
The results from the empirical data show which functions that our respondents think are most important. We
also receive a clear picture of which companies appear most often on Facebook.  
3.1 Functions of marketing on Facebook  
The respondents were asked to answer questions about how they assess the value of different functions for
marketing a company on Facebook. Their responses were given on a Likert scale from 1 to 5. Table III [Figure
omitted. See Article Image.] shows the responses as a percentage of how the respondents evaluate the various
functions. We see from the table that marketing in the form of "status update" is the function that the
respondents considered to be the most important/valuable in terms of marketing; 79 percent think that the
function is very important and absolutely critical. Having a well-designed company profile was considered by the
respondents to be very important or absolutely critical for marketing (64 percent).  
The responses show that the function "make friends with a private profile" was considered to be insignificant. 49
percent answered this question and only 6 percent felt that it was absolutely critical. Contests on Facebook
were also not something that our respondents valued highly. Only 17 percent answered that contests were very
important and absolutely critical. We had a follow-up question concerning contests, in the form of an open-
ended question, where respondents were asked to describe what they think a good contest on Facebook
should look like. The majority of respondents thought that the type of prizes begin given out was the most
important component for the success of this function. They thought that a contest should be simple and clear,
and that it should make people want to participate in the contest. To make it trustworthy, the companies also
have to show who won the contest. Some respondents did not think that contests should exist on Facebook.
They expressed not being interested in knowing if their friend either liked or participated in the contest; they
found receiving this information annoying. Many also felt that the prizes are not sufficiently attractive. Because
of this, the contest was perceived as being more of a sales gimmick or trick. When it comes to the function
"spread information," meaning that activities on Facebook are spread to other news feeds, the respondents'
answers varied widely. 15 percent thought that it was absolutely critical, 34 percent thought that it was very
important, 26 percent thought that it was important, 11 percent thought that it was somewhat significant, and 13
percent thought that it was insignificant.  
Companies putting pictures on their Facebook pages were something that the respondents thought to be very
important: 72 percent thought that it was very important or absolutely critical. Being able to send messages to
companies was also ranked highly: 79 percent ranked it from important to absolutely critical.  
3.2 Companies associated with marketing on Facebook  
We asked respondents to write down the names of companies that popped up in their minds when they use
Facebook. This result will differ from country to country. In Sweden, the most common companies were ICA,
McDonalds, H&M, Nelly.com, and IKEA; all big companies with well-known brands and a clear internet
marketing strategy. It was also possible to see which types of industries dominated Facebook in the minds of
the respondents. The answers were grouped by industry into apparel, food, health, banking and insurance,
travel, and dating sites. Generally, most were clothing and food companies; however, several banks were also
present among the answers. There were even many local companies that are not known outside of the city of
Halmstad. One was an entertainment company in Halmstad and another was a hotel in Herrljunga. Several
respondents had difficulty remembering companies by name. It was easier for them to write the type of industry.
There were also many who wrote that they had never seen company marketing on Facebook. One possible



reason for this is that many users are not on Facebook to look for companies but rather to chat with friends;
everything else is seen as a disturbance, and thus not strongly encoded in their memory.  
3.3 The optimal way  
The respondents were asked an open-ended question, to describe the optimal way that marketing should be
done on Facebook and how they would like companies to act on Facebook. The answers can be categorized
into two different views: one side supports a lot of activity from companies and the other side is completely
against it. Those who want a lot of activity like the idea of active company profiles with many status updates,
events, and contests. Many of the respondents with this view think that "more is better" because they have
more fun when there is a lot of activity on the company's page. Respondents who were against there being
many activities on company pages think that the marketing should be short, simple, and consistent. They feel
that statuses must be readable and that the offers must be useful. They think that a company's Facebook page
should look serious, and that the company owners should be careful to use appropriate language and choose
only the best opportunities for status updates. Respondents with this view are willing to build a relationship with
the company on Facebook, but they do not want the marketing to take up much space in their main or home
views. There are also those respondents who stated that they are not susceptible to marketing on Facebook
and, therefore, it does not matter how the marketing is designed. This difference in perception warrants further
study.  
4 Discussion  
This part presents a discussion of the results and an interpretation of why consumers think as they do,
according to the survey. We also compare our findings with theory.  
4.1 Function of marketing on Facebook  
According to [12] Park and Cho (2012, p. 401), a substantial amount of marketing information is spread through
WOM. A study on social networking sites shows that 64 percent of users visit a site on the internet if they see
that one of their friends did the same ([11] Palmer and Koenig-Lewis, 2009, p. 168). We also acknowledge the
importance of WOM, or word of web (WOW), on Facebook.  
When beginning the study, we initially expected the respondents to think that the function "spread/share" was
going to be important, much along the lines of WOW. However, this was not the case. Instead, we saw that the
comments indicated that many respondents found this function to be annoying. They were not at all interested
in seeing what other people like. At the same time, the function seems to be valuable for companies, as many
people did notice companies in this way. In future studies, psychologists may be able to explain this
phenomenon in more depth. Overall, although it seems that most people do not like to see what their friends
like, they check it out regardless.  
It was not a surprise that status updates were considered to be the single most important function. It is the
function that works the fastest and is the most direct way to reach out to customers. It delivers a message,
offers a view of activities, and can inspire customers. A status update can also be combined with one or more
pictures to achieve a more persuasive message. Previous research shows that customers highly value a picture
or photo ([11] Palmer and Koenig-Lewis, 2009, p. 171). A previous study shows that users enjoy seeing pictures
of friends; this same inclination may explain why they also like seeing pictures from companies. We can
conclude that the status updates, along with descriptive and inspiring pictures, are the most important function
on companies' Facebook pages. The respondents also thought that the design of a company's profile was
important. This was also linked to the function, "pictures." Thus, we may conclude that the selection of images is
the most critical component of setting up a successful company profile on Facebook.  
We were again surprised with the respondents' reactions to the variable "messages" functions. [4] Strategic
Direction (2012, p. 25) considers the fact that customers can communicate with a company to be a major
advantage of using Facebook as a marketing channel. Marketing in social media offers companies the
opportunity to provide increased customer service ([4] Strategic Direction , 2012, p. 27). In our study, the



respondents considered the function to make friends with private profiles to be less important. Contests were
not very popular with users, either. According to respondents, contests need to be taken more seriously by
companies if they wish to attract a substantial number of participants. The respondents felt that there are
currently too many contests that lack substance; they did not like that the contests popped up on their screens
uninvited and offered prizes of low value. In our study, this function has a low level of credibility.  
4.2 Companies associated with marketing on Facebook  
Noting which companies and industries appear on Facebook, and which are best remembered, is interesting.
There are many users who recall the same companies. When so many users notice the same companies'
Facebook marketing efforts, it is a sign that these companies are both putting substantial resources into being
seen and that their efforts are successful. Companies in the fashion and beauty industries were recalled the
most by respondents. The reason for this may be because these industries have simple products to market in
social media and that their main customer targets are a majority of Facebook users. According to [13] Seung-A
(2012, p. 693), it is more difficult for luxury brands to succeed in social media. This makes sense, since luxury
products are, by definition, reserved for the few who can afford them. Social media and, in particular, Facebook
is free to use and available to most people. Thus, it is more difficult for companies selling luxury products
through Facebook to maintain their image of exclusivity. At the current time, therefore, these companies face
the risk that their presence on Facebook could damage their brand.  
The return of local companies on our Facebook pages is a sign that the search engines and web analytics
capabilities of Facebook is getting better and the advantages of using Facebook for local marketing has become
acknowledged, also for smaller companies. When Facebook is able to know where we are located, they can
customize marketing to our geographical location. When members post exact descriptions of themselves on
Facebook, the site can match the right information with the right product and allow it to be marketed to the right
customer ([8] Lilley et al. , 2012). This means that, as Facebook collects more information about users, users
will receive more accurately-targeted information. This will then lead to users being less likely to be annoyed
with the marketing that they receive; they will see it as generally more useful to them as individuals. This is truly
the marketers' dream, to be perceived as delivering information, as opposed to useless and annoying
information.  
4.3 The optimal marketing mix  
Our respondents can be split into two groups of opinions. One group thinks there should be a lot of activity on a
company's Facebook page and the other does not want to be bombarded by companies' messages. According
to [11] Palmer and Koenig-Lewis (2009, p. 170), this is an important issue with the increasingly rapid spread of
activities on Facebook. The more activities that are disseminated, the easier it will be to reach target customers.
Some users see this as positive, but many do not want to be exposed to countless messages from companies;
they therefore categorically refuse to visit these sites. Since this last group is the largest one, companies must
understand that behavior on the internet is not currently static; therefore, the best strategy for companies on
Facebook is to maintain a balance of activities that focuses more on delivering quality and value to the users
than on the quantity of information. Consumers want readable status updates and attractive deals. This strategy
is likely, in turn, to increase the credibility of companies' Facebook pages.  
4.4 Dealing with negative effects  
Strategies for dealing with negativity on companies' Facebook pages was not a focus of this study;
nevertheless, but information as top this problem was given in forms of comments in the survey. Previous
research shows that the best way to deal with negative comments is to answer them directly. [3] Dekay (2012,
p. 289) conclude, in their study, that companies should refrain from deleting negative comments and respond to
them instead. When done properly, this may in fact create goodwill towards the company and enhance its
credibility, especially when the company is in the right. One exception may be when the company is clearly in
the wrong. The best reaction to a storm of negative comments may be to shut down the company page on



Facebook. This has happened numerous times over the past year when companies are in trouble. The site may
then be reopened when the situation has calmed down and the company feels that it can meet the criticism
successfully. Our study found that users are very sensitive to how companies handle criticism.  
4.5 Development and criticism  
While this study has been conducted, the development of Facebook and its functions have continued to
advance. One new function that has been added is that it is now possible to pay for a status update or a
message to be placed at the top of many users' newsfeeds. One may suspect that this function has come about
as stockholders put pressure on Facebook to increase its profitability after the company's IPO. There is a risk
that new functions, which are intended to generate more income for Facebook, may be perceived as annoying
by consumers. This may, in turn, increase the likelihood of a massive flight to competing social media sites,
even though there are none currently clearly visible in the social media market. New internet services, however,
are literally created overnight. Many Facebook users think that Facebook should be restricted to friends only,
and that companies should be excluded. For them, companies have their own sites, such as LinkedIn. Another
interesting, but potentially risky, development is the combination of services, like Facebook+Spotify (music
sharing), or more related to companies' marketing for this study, Facebook+Instagram (photo sharing). Many
authors have pointed to the ethical problems of linking such services, such as making peoples' photos easily
available to so many people and companies. [14] Tansey (2012, p. 16) argue that Instagram and Facebook
being used together is a harmful combination for Facebook members. More and more companies are beginning
to use Instagram and becoming more active in uploading pictures as a strategy to acquire new consumers.
More and more sites are also now allowing visitors to log in with their Facebook password, making it possible
for these companies to have access to customers' personal information. Recently, Facebook has tried to
address this criticism by giving users more control over "who sees what"; so far, however, this has been
designed more as an opt-out function than an opt-in function. Thus, the ethical discussions about the
implications of these combinations are likely to continue for some time into the future.  
5 Conclusions  
The research questions for this study are answered based on the answers from the survey and previous theory.
 
RQ1. What functions do consumers think are the most important? Consumers consider status updates,
pictures/photos/images, and how companies' profiles are designed to be the most important functions.  
RQ2. How do consumers think that the optimal company profile should look like? Consumers consider the
optimal company profile to be an active profile. Each activity should have a clear purpose and be useful to
members. The company should be committed to sending out new and timely information, and must not be seen
as bombarding the consumer with spam. Contests should have rewards that are perceived as being valuable.  
RQ3. How does a company optimize its use of Facebook as a marketing channel? The company is best
advised to create a company profile where the design is in line with the company's overall profile, in the form of
pictures and statements (consistent with overall marketing communication). The site has to be an active profile,
where the company is seen as being involved and providing up-to-date information about technological
developments; for example, new functions and applications. As an example, the company could use Instagram,
a free photo-sharing program and social network, and Facebook together to broaden its involvement in social
media. Photos and statuses are important to provide information and create inspiration for consumers. Each
update should have a clear purpose that will not be lost among other updates. If consumers write negative
comments about a company on its page, the company should show that they take the consumer seriously. In
short, companies can optimize their use of Facebook in marketing through consistent, clear messages, where
each activity is well thought out and shows a serious and clear purpose, as well as a respect for users.  
5.1 Suggestions for further research  
Below are listed a number of suggested studies within this field:  



To study the combination of Facebook and other services, such as Instagram, to discover the marketing effects
of the combinations.  
To study how luxury brands think about their use of Facebook for marketing. Luxury brands are concerned
about selectivity, that is, exclusion for certain groups; Facebook, on the other hand, is mostly about inclusion.  
To study what actions that the companies who dominate in the consumers' recall exercise take and what they
think about Facebook. It would be of interest to discover why they do what they do on Facebook, how they
collect their experience, and to what degree it builds on previous marketing research and a process of trial and
error.  
We also suggest using other nationalities as samples and using larger sample sizes. There may be differences
between different nations based on the level of available internet technology and economic prosperity. This
opens up the possibility of a number of interesting correlation analyses.  
Footnote 
1. The quote is from Facebook.com (accessed December 21, 2012).  
2. Demographic on Facebook users for Sweden are gathered from www.socialbakers.com/facebook-
statistics/sweden (accessed December 21, 2012).  
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