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The presidential election of 2008 established Facebook as a force in American culture. The success Barack Obama had using Facebook to raise money, get out his message, and  energize his base is part of one of the extraordinary moments in America’s political history. The outcome of this election might have been different without Facebook. How did Facebook succeed in this remarkable event?  At least part of the explanation lies in the persuasive design of Facebook.  Obama’s creation of a “parallel Facebook” at mybarackobama.com validates the persuasive strength of the design, and was, in fact, developed with the leadership of one of Facebook’s founding team members.

Facebook interacts with its member community through a variety of interactive features. These include the wall, status updates, friend invitations, photo sharing, pokes, hugs, causes, groups, applications, and feeds. Recently, Facebook introduced a Profile page redesign. This new design changed the experience of using Facebook, and in our view, for the most part, made Facebook a more compelling, more persuasive experience. The same elements such as walls, friends, and causes still exist, but some interactive elements are now more visible to users. The new Facebook is less about providing information and more about involving the user.  On the other hand, applications and groups have less visibility in the new design and these are features of Facebook that stimulate friend invitations and generate higher levels of interaction.. 

The screenshots below show examples of the old and new Facebook features. The examples illustrate how Facebook uses interaction opportunities to persuade the user to engage in the Facebook community.

News Feeds are front and center under the user's profile picture,  and they are part of a tabbed menu that includes Status Messages, Photos, and Live Feeds. The user can quickly browse  updated friend feeds, friend status, and friend photos from this tabbed menu. This easy access generates interest and engages the user.
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	New Facebook News Feeds
	Old Facebook News Feed


Figure 1. News Feeds

 The old Facebook’s single News Feed was positioned lower on the page and not near the user's profile picture (see Figure 1). To see status messages or photos, the user had to look in other areas of the page.

In the new Facebook, the Wall is the core of the Profile page and is placed directly next to the Profile picture.   The user is invited to “Write Something” directly next to the member’s Profile picture.  
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Figure 2. The Profile Page and the Wall

You can see the clear difference in the two Profile pages. The new Facebook asks for interaction; the old Facebook displays information (see Figure 2).


Applications in the new Facebook have been relegated to a tab called Boxes on the Profile page. Even though the tab is front and center, someone viewing a member's profile has to click Boxes to see any of the member's applications. Even the word “Boxes” would not be an obvious indication of Applications to a new Facebook user.  
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	Application Link on New Profile Page (Boxes)
	Application Links on Old Profile Page


Figure 3. Applications

The application links on the old Facebook were in the top left corner of the Profile page and displayed a list of  about seven applications with a link for more.  Applications were highly visible in the old Facebook (see Figure 3).  Clearly, if physical prominence is a persuasive factor, a member is less persuaded to use Applications in the new Facebook compared to the old.

Groups are an important interaction point in Facebook and the new Facebook interface has buried the list of a member's groups. To see a list of a member's groups, the user must select Info on the tabbed menu on the profile page and then scroll down to groups where a long contiguous list of groups will be displayed.  
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Figure 4. Groups
In the old Facebook, a link to Groups was in the Applications list on the upper left corner of the Profile page (see Figure 4). It was visible and easy to access.

Together, these changes evolve Facebook.  With the new design, Facebook users have more opportunity to engage with other members. On the other hand, opportunities to increase Facebook friends through groups and applications is reduced.  There seems to be a focus on Causes which are highly visible.  While causes are important in developing social awareness, groups are often more intimate, can be more local, and will often consist of familiar friends.  Connections with groups encourage an increase in Facebook friends and can create a reason to return (otherwise known as a sticky connection).

Any interactive experience is designed much like a house or building.  The designers want to help people achieve certain goals.  The same is true for Facebook. The architecture of Facebook has changed, and this new architecture affects people’s behaviors. The persuasive architecture for Facebook will continue to evolve based on emerging user needs,  and perhaps more interesting,  Facebook’s eventual business model.  Once, Facebook’s revenue model is defined, we can expect a major remodeling of Facebook’s persuasive architecture in a way that helps the company become prosperous.

