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ABSTRACT 
 

When discussing advertising and marketing strategy today the discussion would be 
incomplete without considering the use of social media.   What is social media and why should 
companies be considering establishing a presence in social media?  The number of people who 
use social media is always growing rapidly.  Given this tremendous growth, companies are 
scrambling to try and figure how to utilize social media to reach the millions of consumers who 
use it on a daily basis. This paper examines how companies use social media in their marketing 
and advertising strategy by content analyzing the official Facebook pages of 70 global brands.   
It appears that companies have recognized the need to establish a presence in social media but 
use a variety of approaches with their Facebook pages.   
 

INTRODUCTION 
 

 When discussing advertising and marketing strategy today the discussion would be 
incomplete without considering the use of social media.   What is social media and why should 
companies be considering establishing a presence in social media?  Social media refers to 
“online tools where content, opinions, perspectives, insights, and media can be shared … (and) at 
its core social media is about relationships and connections between people and organizations 
(Nair, 2011, p. 45).  These tools include blogs, widgets, discussion boards, wikis, vlogs (video 
logs), consumer product rating sites, chat rooms, and social network sites.  Social media is 
becoming increasingly widespread and popular with consumers.  Social network sites, which are 
the focus of this study, allow users to create profiles on the site, to post information and share 
that information and communicate with other users of the site (Kaplan & Haenlein, 2010).  As of 
July 2011, the social network site Facebook claims to have over 750 million members and in 
terms of activity “There are over 900 million objects that people interact with (pages, groups, 
events and community pages), the average user is connected to 80 community pages, groups and 
events , the average user creates 90 pieces of content each month and more than 30 billion pieces 
of content (web links, news stories, blog posts, notes, photo albums, etc.) shared each month.” 
(www.facebook.com).   The social network site Linkedin had over 100 million members 
worldwide as of July 2011 (www.linkedin.com). 
 Social media is changing how individuals communicate with each other.  Social media is 
highly interactive and users share and process information with others (Aula, 2010).  It is also 
changing where and how consumers spend their time.  Consumers are accessing social media on 
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their desktops, laptops, and mobile devices.  Given this tremendous growth, companies are 
scrambling to try and figure how to utilize social media to reach the millions of consumers who 
use it on a daily basis.  Social media is unstructured and is focused on generating conversation 
and building community and may also have an influence on purchase decisions (Nair, 2011).   
 While academic research exists on individual consumers of social media there has not 
been extensive academic research on what companies are actually doing in social media.  Parise 
et. al. (2008) interviewed executives about their use of social media tools to generate some 
suggestions on how get the best results from social media.  Jansen et. al. (2009) evaluated the 
content of posts or “tweets” on the micro-blog Twitter on corporate accounts and discovered that 
consumer purchases are influenced by web communications and social media.  They also 
recommend microblogging as an opportunity for building brands and for developing 
relationships with customers.   Colliander & Dahlen (2011) compared consumer reactions to 
blogs and online magazines and found that consumers exposed to information on blogs and 
stronger brand attitudes and higher purchase intentions.  Phan (2011) investigated the use of 
social media for thirteen luxury fashion brands to determine if having a presence in social media 
influenced consumer perceptions of the brands and determined that social media had no impact 
on consumer purchase intentions or reputation. 
 

NATURE OF SOCIAL MEDIA 
 

 Traditionally, advertisers had control over where their message was placed and when 
consumers would have access to it but with social media advertisers may be able to only control 
the initial placement of information but not be able to directly control how that information is 
disseminated once it is placed (Mangold & Faulds, 2009).  Consumer use social media to keep in 
touch with friends and family and also for entertainment and while doing so may also be exposed 
to ads placed by advertisers.  For advertisers social media allows them to talk to their customers 
as with traditional media but unlike traditional forms of advertising the consumers can also talk 
directly to the advertiser and to an unlimited number of other consumers (Mangold & Faulds, 
2009). 
 Social media network sites allow individuals to create public or semi-public profiles 
within a system, to identify other individuals that they share a connection with and to view 
information about their connections within the system (Boyd & Ellison, 2008).  These profiles 
provide advertisers with a vast amount of useful information.  Social media users also generate 
content, engage in peer-to-peer conversations, collaborate, and share, tag, edit, or create 
information (McAfee et. al., 2011).   Consumers may also use social media to help them make 
decisions about purchases because they rely on recommendations from friends (The Economist 
2009). 
 

COMPANIES AND SOCIAL MEDIA 
 

 Companies are trying to encourage consumers to interact with them the same way they do 
with their friends and family.  Today’s consumers almost expect companies to have a presence 
online and in social media and the challenge for companies is how to get involved and establish a 
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presence (Nair, 2011).  From a corporate perspective, social media presents both a challenge and 
a tremendous opportunity.  Social media is not just another channel for distributing corporate 
information or an add-on to a firm’s current media offerings because it allows consumers to 
interact and participate with companies and brands and allows them to share their opinions with 
others which helps to influence corporate reputations (Aula, 2010; Nair, 2011).  Companies must 
keep in mind their strategic goals when making decisions to be establish a presence in social 
media and avoid creating a Facebook page or establishing a Twitter account just because 
everyone else has one without first determining strategically why these moves might be effective 
for the organization and what goals the organization wants to achieve (Bottles & Sherlock, 2011; 
Phan, 2011).    Choosing the right social media tool depends on the target market, the message 
being delivered, and the level of control over how the message is disseminated (Kaplan & 
Haenlein, 2010).   
 It is important to have a communication strategy for each social media tool used, to 
develop a style, to find a balance between selling and talking, to update content, and to 
discriminate between what information should appear on the website and what information 
should appear in social media (Ramsay, 2010).  As with establishing a website just having a 
presence in social media is not enough and companies must figure out how to attract visitors and 
how to talk to customers rather than talking at customers (Nair, 2011).  For example, if you 
establish a Facebook page it must have intriguing content, be current, and be responsive to 
customer queries (Phan, 2011).  Challenges include getting the consumer involved, giving the 
consumer a reason to participate, listening to the customer, resisting the temptation to focus 
primarily on selling, giving up control, and not being afraid to experiment (Parise et. al., 2008).  
It is also useful to investigate what others are doing within social media and to compare your 
strategy with theirs to help determine when to engage, how often to engage, and whether to be a 
leader or a follower in the social media space (Nair, 2011).  It is also strategically important to 
tailor the tone, content, and language to the audience to avoid alienating that audience (Ramsay, 
2010).    Kaplan & Haenlein (2010) recommend that companies should strive to be active, 
interesting, humble, less formal, and honest in social media.   
 Social media can provide a variety of options for companies who wish to establish a 
social media presence.  Due to its interactive nature, opportunities are available for companies to 
generate feedback from their consumers that can be helpful in product development, advertising 
campaign development, and marketing research (McAfee et. al., 2011).  Companies can develop 
applications or “apps” that allow users to customize their profiles, share movie preferences, chart 
travel histories and share information with others (Boyd & Ellison, 2008).  Social media also 
offers a platform for serving customers, listening to customers, monitoring customer feedback, 
encouraging dialogue, and establishing connections (Nair, 2011).  Companies must also try to 
integrate their social media activity with their activity in traditional media to increase the 
likelihood that consumers will be engaged with their brand and to present a cohesive brand 
image (Mangold & Faulds, 2009; Kapland & Haenlein, 2010).  Weinberg & Pehlivan (2011) 
examine the different types of social media and make recommendations on what types of social 
media might be most suited for achieving different types of marketing goals.  Social network 
sites, for example, are effective for influencing and tracking consumer beliefs and attitudes 
related to products and brands, while microblogs are useful for creating awareness and brand 
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recall for established brand and provide a fast option for companies to communicate brief 
information.   

 
FRAMEWORK 

 
 (Kietzmann et. al., 2011) developed a framework that identifies seven functional building 
blocks of social media.  These building blocks will help to guide marketers when developing 
their social media strategy.  These seven building blocks or functionalities include identity, 
presence, relationships, conversations, groups, reputation, and sharing.  Identity refers to the 
extent to which users reveal their identities within the social media network.  Facebook allows 
users to determine what information will be shared and who the information will be shared with.  
Presence refers to the ability of one user to know if other users are available.  For example, on 
Facebook users can click on a Chat button to indicate that they are online and available to 
communicate with other users.  Relationships refer to how people are connected to each other on 
a social network site.  Facebook allows users to identify family members and makes notes of 
mutual friends between users where applicable.  Reputation refers to the ability of users to 
identify the standing of others within a social media network.  For example, on Linkedin users 
can endorse other users and on Facebook users can “like” content and make comments on it. 
Groups refer to the ability of users to form communities and sub-communities.  Facebook users 
that “like” a certain brand are identifying themselves as members of a community of users who 
“like” the same brand.  Facebook users can also organize their friends into different groups.  
Conversations refer to the level of communication with other users on the same social media 
platform which could refer to the number or frequency of postings.  Sharing refers to the sending 
and receiving of content between users which could include photos, comments, videos, etc.  
According to Kietzmann et. al. (2011), Facebook utilizes relationships most strongly and also 
emphasizes identity, presence, reputation, and conversations.  
 The purpose of this study is to evaluate the content of official Facebook pages to evaluate 
what marketers are doing on their pages relative to the seven building blocks and to get a sense 
of how marketers are using Facebook to target and communicate with their customers in social 
media.  

 
METHODOLOGY 

 
 Facebook was selected because it has the largest membership and it is easily accessible.  
70 brands were chosen from the Interbrand Best Global Brands 2010 list and Brandz Top 100 
Most Valuable Global Brands 2011 list.  A total of 155 brands were found on the two lists.  The 
brands selected for the study are primarily consumer goods and represent brands that are easily 
recognizable to the American consumer.  These brands represent the following product 
categories:  alcohol and tobacco, automotive, clothing, consumer household products, cosmetics, 
entertainment, fast food restaurants, food and beverage, luxury products, phones, and 
technology.   (See Table 1 – List of brands Included in the Study) 
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Table 1:  List of Brands Included in the Study
Adidas Disney Kleenex Panasonic 
Apple Ferrari Lancome Pepsi 

Armani Ford L’Oreal Philips 
AT&T Gillette Louis Vuitton Pizza Hut 
Audi Gucci Marlboro Porsche 
Avon Heineken McDonald’s Red Bull 

Blackberry Heinz Mercedes Benz Samsung 
Budweiser Hermes Micrsoft Smirnoff 

BMW Hewlett-Packard Moet & Chandon Sony 
Burberry Honda MTV Sprite 

Campbell’s Hyundai Nescafe Starbucks 
Canon IBM Nestle Subway 
Cartier Intel Nike Tiffany & Co. 

Coca Cola Jack Daniels Nintendo Toyota 
Colgate Johnnie Walker Nissan Verizon 
Corona Johnson & Johnson Nivea Volkswagen 
Dannon Kellogg’s Nokia  

Dell KFC Pampers  
 
 Upon visiting Facebook, a search was conducted to find the official page for each of the 
70 brands.  Of these 70 brands, 65 had a dedicated official page on Facebook during the time 
period that this study was conducted.  There may have been other pages such as fan pages or 
community pages dedicated to these brands on Facebook but the focus for this study for 
comparability purposes was on the main official page sponsored by the brand/company.  Official 
pages provide information for users, offer opportunities for discounts, allow users to follow 
company developments, and also allow the companies to monitor and control the number and 
content of posts (Strand, 2011). 
 After identifying those brands that had official pages on Facebook, each brand’s official 
page was visited and evaluated on three different components:  content of tabs, number of likes 
on the main page, and wall content.  On every Facebook page there is a list of tabs on the left 
hand side of the screen (See Figure 1 – Sample Facebook Tabs – (Facebook © 2011) 
 A listing of the tabs on each page was recorded.  Some of the tabs appear on a high 
percentage of the pages while others were unique to a particular brand.  (See Table 2)  The 
average number of tabs per page was seven, with three tabs being the fewest appearing on a page 
and fourteen being the most number of tabs appearing on a page.   
 In terms of the tabs appearing on the official pages, all of the pages included information 
about the company.  A high percentage of the pages included tabs for photos and videos which 
provides visuals for the consumers.  Information related to the product and any campaigns and 
promotions the company was sponsoring commonly appeared as Tabs.  This suggests that the 
companies understand the opportunity to expand their marketing efforts into social media.  A 
moderate number of pages included tabs for discussions, notes, links, polls or quizzes and the 
opportunity to download applications.  Other Tab options were less frequently used.   
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Figure 1 – Sample Facebook Tabs 

 

 

Table 2:  Tabs included on Facebook Pages 
Tab Number % of 65 
Info. 65 100.0% 
Photos 59 90.8% 
Video  54 83.1% 
Promotion/product/campaign information 47 72.3% 
Event Announcements and Coverage 39 60.0% 
Discussions 36 55.4% 
Notes 28 43.1% 
Our Pages/Links 26 40.0% 
Polls/Quiz 26 40.0% 
Downloads/Apps/Games/Widgets 22 33.8% 
Welcome 14 21.5% 
Philanthropy/causes 13 20.0% 
Connect/Support/Questions/FAQs 9 13.8% 
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Table 2:  Tabs included on Facebook Pages 
Tab Number % of 65 
Local/international/My Country 9 13.8% 
YouTube 6 9.2% 
Twitter Feed 5 7.7% 
RSS/Blog/Live Stream 5 7.7% 
Store/Gifts/Shop Now/E-catalog 5 7.7% 
Responsibility/Policy 5 7.7% 
Careers/Company Jobs 4 6.2% 
Reviews/Tell us 4 6.2% 
Rules/community 4 6.2% 
Other (6 options) 9 13.8% 

 
 Related to Kietzmann et. al. (2011)’s framework, the tabs can be categorized in the 
following way.  Note that some tabs may help to establish more than one building block.  Tabs 
for information, photos, video, promotion/product/campaign information events, our pages/links, 
welcome, philanthropy/causes, local/international/my country, responsibility/policy, and 
careers/company jobs may help to establish a brand’s identity in social media. The tabs for 
RSS/Blog/Live stream and connect/support/questions/FAQ may help to establish the brand’s 
presence.  Tabs for discussions and reviews/tell us help to encourage relationships between 
brands and consumers.  Tabs for photos, video, events, promotion/product/campaign 
information, philanthropy/causes, responsibility/policy, and reviews/tell us could influence a 
brand’s reputation.  Tabs for discussions, polls/quizzes, connect/support/questions/FAQs provide 
opportunities for conversations between brands and consumers. And finally tabs for discussions, 
and reviews/tell provide the opportunity of sharing to consumers. 
 On Facebook users have the ability to express their opinion through the simple act of 
clicking on a button labeled “Like”.  This is often used as a way to evaluate the popularity of an 
overall page or of a particular posting on a page.  Each “like” represents a Facebook user who 
clicked on a Like button either on Facebook directly or in other online media.  For example, a 
Facebook user might read an online news article on CNN.com or watch a video online on 
YouTube and then click on a tab that says Like on Facebook.  For the 65 brand pages in the 
study, the average number of “likes” was 3,636,453.  The median number of ‘likes” was 
790,511.   The top five brand pages with the most “likes” were Coca Cola (31,582,837), Disney 
(26,529,422), MTV (24,997,944), Starbucks (23,483,269), and  Red Bull (21,141,583).  The 
bottom five brand pages with the fewest ‘likes’ were Kleenex (30,904 ), Johnson & Johnson 
(16,556), IBM (15,642), CanonUSA (10,957),  and Dannon (504).   
 Within every Facebook page there is a tab called “Wall” where the user can post 
comments, pictures, videos, links, etc…  For this study, the content of each brand’s wall on the 
official page was analyzed.  For individual pages, users can limit who accesses their wall 
content.  For commercial pages any Facebook user can access the wall and the posts on the wall 
are disseminated to the newsfeed of Facebook users who “like” that site as they are posted on the 
commercial page’s wall. 
 A listing was made of the types of postings appearing on each company’s wall within a 
one month period. All walls included photos.  Some walls were primarily dedicated to customer 
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comments and resembled an average person’s Facebook wall.  Other walls contained information 
originally posted by the company and covered a wide variety of topics.  After visiting each wall, 
the types of information posted on the walls was categorized into 20 different categories. (See 
Table 3 – Categories of Wall Content)   
 

Table 3:  Categories of Wall Content 
Category 

Ad campaigns/Product  information/Sponsorships 
Apps/Games/Downloads 

Calls for involvement 
Career/Business opportunities 

Celebrity/Athlete information/Acknowledgements 
Company information/News/History/Fun facts 

Contest/Sweepstakes 
Customer comments 

Entertainment related - TV/movies 
Events 

Holiday greetings 
Information about changes to Facebook page or website 

Links 
Live events/Live video 

Photos 
Polls/Poll questions 

Product reviews/Tips/Uses/Recipes 
Promotions/Coupons/Samples 

Social Responsibility/Charity/Philanthropy/Community 
Video/You Tube links 

 
 These twenty categories can be further classified using Kietzmann et. al.’s (2011) 
framework.  The type of posting may fit into more than one building block.  The following types 
of postings help to establish the brand’s identity on Facebook:  Ad campaigns/Product 
Information/Sponsorships, Company information/News/History/Fun Facts, Celebrity/Athlete 
information/acknowledgements, Events, Information about changes to Facebook page or 
website, Photos, Video, Product information, Entertainment related – TV/Movies, and Social 
Responsibility/Charity/Philanthropy/Community.  Postings about Live events/Live video help a 
brand to establish presence on Facebook as well as the number or frequency of postings (see 
below).  Postings sharing Holiday greetings, polls/poll questions, and calls for involvement 
represent an attempt to personalize the relationship between the company and the consumer 
represent relationships.  Reputation is partially determined by the number of Likes and those 
brands with the highest numbers of Likes appear to have established a solid reputation on 
Facebook.  By clicking on a Like button consumers are self-selecting themselves into groups.   
Conversations are a core component on Facebook and may be promoted by:  Calls for 
involvement, Customer comments, Polls/Poll questions, Product Reviews/Tips/Uses/Recipes, 
and Contests/Sweepstakes.  Company efforts that represent sharing include:  
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Apps/Games/Downloads, Career/Business Opportunities, Links, Photos, Product 
Reviews/Tips/Uses/Recipes, Promotions/Coupons/Samples, and Video/You Tube links.   
 The frequency of company generated postings within the one month period was also 
noted.   The average number of total postings per month was 24.  The highest number of postings 
was 127, the median number was 20, and 9 pages were almost exclusively dedicated to customer 
comments with less than a half a dozen company generated postings.  
 

CONCLUSIONS 
 
 An encouraging number of companies had established an official Facebook page at the 
time this study was conducted.  Companies are using Facebook for a variety of purposes but the 
focus seems to be more on trying to develop relationships with consumers rather than on simply 
providing information.  The Facebook pages have a different look and feel to them than the 
typical website.  The tabs used on the official pages provide the consumer with information as 
the tabs on websites do but they seemed more aimed at encouraging consumer to interaction.  On 
most of the official pages in this study, companies seem to control the wall content rather than 
allowing users to post directly on their walls without responding to a current posting.  Companies 
post on average 24 times within a month which implies that consumers receive a message in their 
news feeds from companies that they like every few days.  Companies need to be conscious of 
not bombarding users with messages.   
 The type of posting varies.  Some postings are product related and may either provide 
product information or ask users to talk about their experience with the product or vote on how 
they use the product or select their favorite aspects of the products.  Fashion companies tended to 
have postings that showed celebrities using their products at prestigious events such as movie 
premieres and award shows.  Polls and poll questions seem to be useful tools for marketing 
research.  Most companies posted some form of video on their official pages.  Videos of 
commercials offer an additional way to distribute advertising content beyond traditional sources.  
Content offering consumer incentives such as coupons, sweepstakes, and contents was also 
frequently used.  This type of content gets consumers involved and may get them to purchase the 
brand which is the ultimate goal of most marketing efforts.  Postings requesting feedback from 
consumers through multiple choice polls or by simply posing questions seem most appropriate 
for marketing research purposes.  Companies appear to be following Kietzmann et. al.’s(2011) 
framework of building blocks when using social media which suggests that the framework is 
relevant  
 Several companies have significantly large numbers of users who “like” them which 
suggests that the brand is popular but the sheer number of likes does not definitively measure 
sales figures or purchase intentions (Manjoo, 2011). The like button seems most suited to 
determining the success of sales promotions such as contests, sweepstakes, and giveaways as 
participation rates can be compared to previous promotions.   
 Future research could examine whether Facebook users respond to information that 
appears in their newsfeeds, whether they notice advertising on Facebook, and whether they are 
interacting with brands on Facebook beyond initially clicking on the brand’s Like button.   
Research could also investigate whether exposure to social media content influences purchase 
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intentions and actual purchases.  While the number of consumers using social media is 
continuing to grow, it remains to be seen whether companies can effectively tap into this market.   
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