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ABSTRACT 
Social network sites have become an integral part of consumers’ lives, yet should they also be integrated into formal education processes? The purpose of this paper is to advocate using Facebook within the marketing classroom.  Specifically, it explores not only the advantages and disadvantages of this new Web 2.0 medium, but also illustrates the different methods of course integration at an instructor’s disposal. An overview of how Facebook can demonstrate marketing concepts and provide opportunities for experiential learning is also provided. 
We live in revolutionary Web 2.0 times.  Consumers are immersing themselves in a myriad of Web 2.0 tools (e.g. Facebook, twitter, flickr, You Tube, wikis, and Second Life); discovering not only their social value, but also their ability to harness group knowledge, facilitate an online community, and increase an individual’s media literacy.  At present, relatively little empirical research has been conducted on the value of web 2.0 in education (Crook & Harrison, 2008).  Education research that has been conducted has concentrated its efforts on blogs and wikis. Within the marketing education literature, only wikis (Cronin, 2009; Workman 2008) and virtual worlds (Wood, Solomon & Allen, 2008) have been addressed.  Unfortunately, the educational value of social network sites has not been closely examined.  And while some education-related research on social network sites does exist (Cain, 2008; Griffith & Liyanage, 2008; Hewitt & Forte, 2006; Mazer, Murphy & Simonds, 2007; Selwyn, 2007; Towner & VanHorn, 2007) the field of marketing has not begun to explore its potential educational value. 
Social network sites, such as Myspace, Facebook, and Linkedin, have become immensely popular.  In particular, Facebook has had incredible adoption (i.e. 80-90%) and usage rates for college students (Arrington, 2005; Educause, 2007).  While many technological differences exist between these websites, social network sites (SNS) are “web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system (Boyd & Ellison, 2008, p. 211).  Individuals often use social network sites to maintain and/or strengthen their current, off line social networks (Boyd & Ellison, 2008). Facebook, specifically, has been found to be used to reinforce current offline relationships (Lampe, Ellison & Steinfield, 2006), making it an ideal SNS choice for use in the college classroom.
Currently, public opinion and literature on Facebook’s educational value is mixed.  Pedagogical advantages include increasing teacher-student and student-student interaction via its web-based platform (Griffith & Liyanage, 2008); provides an opportunity to create a learning community among students (Towner & VanHorn, 2007); empowering students to contribute relevant course related content; and providing a communication vehicle that is conducive to Generation Y learning styles and expectations (Drea, Tripp & Stuenkel, 2005; Palfrey & Gasser, 2008). Compared to other web courseware packages (e.g. Blackboard) there are also additional technological gain (e.g. video and photo sharing). Lastly, students can learn how to professionally use a social network site and increase their media literacy in the process (Cain, 2008). 
Numerous criticisms have been directed at implementing Facebook in the classroom.  Principle amongst them are concerns about privacy (Hewitt & Forte, 2006; Acquisti and Gross 2006; Gross & Acquisti 2005; Tufekci 2008 ), intellectual property rights (Stone & Stelter, 2009), the blurring of professional boundaries between students and educators (Hewitt & Forte, 2006; Lockyer & Patterson, 2008), and the opinion that faculty should simply avoid “educationally appropriating” these “backstage” social spaces (Selwyn, 2007).  Despite the disadvantages mentioned, there are a number of strategies that an instructor can employ to reduce or eliminate the pitfalls of using Facebook within the classroom. For example, an instructor can create a separate profile page for only professional, school related use. In addition, instructors can decide (and announce to students) that they will not view students’ personal profile pages, to not request students to be their Facebook “friends”, to make students involvement with Facebook optional, to use course group privacy settings and encourage students to use their privacy settings. 
Levels of Course Integration 
Integrating Facebook into a marketing class can occur through a number of different methods.  The Profile page is the simplest option to implement, whereas the integration of Facebook applications (in conjunction with the other methods illustrated) is the most comprehensive.
1) Profile Page:  An instructor can chose to create a profile page for him/herself. Students  can communicate with an instructor and also be exposed to relevant marketing information (i.e. videos, book lists, pictures, marketing groups, etc.). 
2) Creating a Group Page for a Class: A separate page can be created specifically for a course. Students can virtually find, learn about and communicate with other classmates through this page.  Discussions and class announcements can also be sent.
3) Replacing/Duplicating webcourse functions on Facebook: Instructors can post class information, lecture notes and websites on their profile and group page for students to download and use for class. Discussions can also occur through the class group page.

 4) Integration of Facebook Applications: There are a number of useful applications that will expand the functionality of Facebook for class (i.e. podcasts, applications that allow for student course tracking, document sharing, etc.)
Marketing Concept Examples and Experiential Activities 

Beyond using Facebook as a course technology tool, Facebook offers marketing courses opportunities to reinforce class concepts through illustrative examples and provides specific technologies that could become experiential class exercises. To briefly illustrate, students/professors’ profile pages can be used to demonstrate consumer behavior related topics, such as, self-concept, reference groups membership and reference group influence. Retail/Brand Fan pages can lead to a discussion of branding, brand communities, brand personality, brand loyalty, positioning, public relations, customer relationships, and integrated marketing communications.  Other topics such as viral marketing campaigns, word of mouth marketing, subcultures, cultural trends, cross-cultural difference and similarities (between countries), online advertising, and target marketing can also be easily relatable and teachable using Facebook
Outside of providing examples to illustrate marketing concepts, Facebook has technologies that instructors could use to craft experiential exercises.  Lexicon is a tool on Facebook that counts the number of times a word is posted on a Facebook “wall”.  In essence, it tracks “buzz” on Facebook over a period of time.  Students can also go through the steps of creating a social ad.  This process has individuals develop a title and copy for the ad, select their target market (and learn how many real Facebook users fit those parameters), decide on campaign/pricing decisions (pay per click or pay per impressions, scheduling) and learn the typical costs involved in placing an ad on Facebook. Lastly, students can craft a fan page for a student club or local business (provided they have permission). 
Conclusion 
Social network sites, such as Facebook, play a central role in students’ lives. Educators need to appreciate that social networking sites are not a fad, but an important vehicle for communication and information gathering and disseminating that has educational merit. Without question, there is much to learn about methods, specific uses and the effectiveness of implementing social network sites in higher education courses.  This paper serves as the first step in understanding Facebook’s role in the marketing classroom. 
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