Running head: FACEBOOK  			1
FACEBOOK                                                                                                                              6





Facebook
Student’s Name
Institutional Affiliation


















Question One
One of the key strategic initiatives of Facebook is to capture the advertising market. The term strategic initiative involves various actions or programs that an organization implements to achieve certain objectives. These initiatives can also aim at bridging the gap between the proposed target and the current performance of a company. In this context, Facebook strives to improve the delivery of its mission by engaging in advertisement as a critical project in contemporary society. Facebook has allowed more marketers to run advertisements, including video ads on its website (Vinerean, 2017). It is evident that Facebook tries to manoeuvre this competitive market by trying as much as possible to outshine other social media rivals such as Twitter. Facebook proposed that the cost of running a video ad will depend on the size of the audience. On the same note, Facebook tries as much as possible to play these ads at a specific time, not forgetting the aspect of age and gender. Facebook also plays a crucial role in reviewing the ad to determine various variables, such as emotional resonance and meaningfulness. Through such acts, Facebook intends to attract many markets to its website hence aspiring to acquire a larger market share in this segment. 
One of the main aspects that Facebook hopes to achieve with this initiative is based on a profitability perspective. Just like other companies, Facebook strives to increase its profitability by inviting more marketers to post ads on its website. The advertisement has proved to be one of the strengths of Facebook because it bears visible and welcoming results. Research indicates that Facebook ad revenues in 2019 were close to 69.66 billion U.S dollars (Clement, 2020). The above figure shows that Facebook heavily relies on this strategic initiative since it provides an opportunity for growth.


Question Two
Messenger is one of the Facebook flagship products that add value to customers and society as a whole. Customer value is always measured by the benefits that a client achieves from consuming a given product.  Facebook Messenger adds value by enhancing communication between various users. It is apparent that the entire world embraces messaging as one of the channels of communication. People from different locations can easily interact at a click of the button of this app (McManaman, 2019). Therefore, this product adds value because it improves social relations and interactions among respective individuals across the globe. Messenger also adds value based on its video chat feature that promotes visual interaction.
Similarly, advertisement is also a crucial Facebook service that adds value for the customers and the community at large. Facebook ads enable marketers to reveal or showcase their products on this website (Vinerean, 2017). Through such a process, many marketers are likely to attract and retain new customers in the market who feels that such products are appealing and necessary. These ads are also important to society because they create awareness on certain goods and services. For instance, people are able to understand the nature of various products, their usability, availability, and prices, hence making reasonable choices. 
Question Three
Facebook’s Messenger is a flagship product that raises privacy concerns to customers. Over the years, most of the Facebook users have raised complaints about privacy issues due to the leakage of their information. In 2018, Cambridge Analytica accused of mining data on Facebook websites without the consent of Facebook users hence marking a serious data breach (Tuttle, 2018). Such issues have eroded confidence in most of the users because they feel that their private information might reach an unconsented third party. Another area of concern is based on the encryption of Messenger by default. Even though Mark Zuckerberg promised to roll out a complete process of encrypting Messenger, this initiative has not been accomplished. The progress on encryption is very slow hence risking the privacy of consumers. Other members of the society, such as law enforcers, have criticized this move of encryption because they believe that it will block the intelligence agencies from accessing messages that might entail security threats. Also, some individuals also believe that end to end encryption has no value because third parties can still find avenues to access these communications (Dechand, Naiakshina, Danilova, & Smith, 2019). For instance, they believe that eavesdropping is common in the use of communication devices hence no great efficacies of such encryptions.
Another area of concern is that most of the Facebook ads target the wrong audience. For instance, marketers are not guaranteed that their products will reach the relevant population. Some ads do not fit the profile of the users, thus becoming irrelevant. In such cases, Facebook ads can fail to attract new customers due to this mismatch.
Question Four
I think governments should play an enormous role in regulating companies such as Facebook, which has a large amount of influence. One of the reasons why the government should act in a broader manner is due to the prevalence of harmful content on the website (Isaac, 2019). These contents might include sexual images and gender or racially discriminating information. The government should ensure that they regulate these firms by mandating them to always reviewing the content posted and pulling down these harmful pieces of content that might have a negative influence on society. Therefore, the government should always push this company to be accountable for any harmful content within its website. Moreover, the government should also demand transparency reports from Facebook annually to establish how they are effectively involved in eliminating harmful content. 
The government should also play a bigger role in regulating a company like Facebook due to the current concerns of Election integrity (Isaac, 2019). After the allegations that Facebook granted Cambridge Analytica access to information of users without their consent, it is apparent that the government should restrict political ads on the Facebook platform (Tuttle, 2018). Failure to regulate political ads implies that democracy or the will of the people might be eroded during electoral processes. For instance, it is argued that Cambridge Analytica manipulated Facebook users in favor of President Trump hence undermining the outcome and the integrity of the presidential election.  
Moreover, the government should play a bigger role in handling privacy and data protection matters since it is a global threat. The government is the only agency that can ensure effective global harmonization of data protection mechanisms (Isaac, 2019). The governments should be united and establish a comprehensive data and regulatory privacy scheme that ensures that all social media platforms comply with the set international laws.
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