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THE END OF 
FACEBOOK?

Is this really the end of Facebook? The answer is simple: 
No. 

If the title has left you wondering, dismiss the idea: 
Facebook is here to stay, for better or for worse. 

Is this the end of Facebook as we know it? The answer is 
just as simple: Yes. There’s no doubt about it. A new trend 
to abandon Facebook has appeared and is here to stay and 
grow significantly, while new users in emerging countries 
mask this trend and enable Facebook to continue to grow 
on a global level.

That is just how trend studies are. It is in the counter-
trends, which start from small niches, that we discover 
the reversal of the movement, which then becomes 
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mainstream. This is the new movement: Facebook is 
becoming boring, old and dramatic. It is becoming uncool. 

It is no longer sexy.

It is time for many to go in search of new places, other 
media, fresh formats. It is time for us to readapt to the 
new Facebook, which will become much more than it has 
been until now, undertaking the role of a central platform 
redistributing everything created on others, like a main 
highway: grey, monotonous, straight, predictable, but 
full of traffic arriving from roads and paths of all colours, 
shapes and sizes.

If the title of the book is somewhat unexpected and 
intriguing, its contents will uncover how family and 
intergenerational phenomena, teenager relationships, 
exacerbated narcissism and the effects of oversharing 
will surprise us, leading to a new and unprecedented 
level of understanding of both social networks and human 
behaviour.

In 2011, we were the first (Harvard Trends) to raise our 
hand and say: people are starting to close their accounts on 
the largest social network and going elsewhere, in search 
of a life 2.0. In this book, we will go much further. More 
than understanding what is happening, it is important to 
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learn why. More than discovering how many people are 
abandoning Facebook, we need to know where they are 
going. 

i.e.: how many, who, why, where and for how long?

Enough questions, let’s get some answers, before you too 
abandon this concept and change to another platform, 
which someone today is designing in a garage in Palo 
Alto, a classroom in Brazil or a tiny room in South Korea!
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TRENDS
Facebook has long been widely regarded as the largest 
and most important social network in the world. With 
around 1.3 billion users, it rivals the most important 
Internet traffic share with Google (in the search segment).

To be absolutely precise, we should spend the rest of 
the start of this microbook providing data confirming 
everything we say: that Facebook really is the largest 
network in the world, which leads in practically every 
market except the SICK countries (Syria, Iraq, China 
and North Korea, where Facebook is not authorised by 
the governments) and a multitude of factual information 
which is all too obvious.

Well: we’re not going to do that. This isn’t an academic 
book and I don’t even know if we can call it a book. We have 
named it a microbook, because the idea is somewhere 
between isolated information or statistics on the subject 
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and an essay which discusses part of the issue addressed 
at length. In this regard, we will go lightly on sources, not 
to mention the studies and origin of what is important 
that “The end of Facebook” brings you: new consumer 
behaviour in this social network, the reasons behind this 
behaviour and impact of these movements in the digital 
world spectrum, in particular of other social networks 
and the app market. 

Going back to base: Facebook and Google compete with 
each other for Internet traffic and the reason is: money. The 
profit sustaining these companies comes from advertising 
(although in different formats, since Google focuses its 
business on the search engine market, while Facebook 
focuses on pure advertisements and promoted posts), 
which, among other factors, depends on traffic within the 
perimeter of their networks and the capacity to segment 
them efficiently for brands, communities and organisations.

As is well known, Google - which revolutionised the 
search engine market years ago - has never managed to 
dominate in social networks and even G+ (which has been 
the best attempt of all), which is technically advanced and 
has advantages such as integration with Gmail or Hangout 
(group chat and video conferences), has never been able 
to threaten Facebook’s reign, perhaps because it came 
too late.
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This is a particularly important point, because Facebook, 
obsessed with the potential competition of its giant rival, 
probably concentrated its defences in one area and left 
another further ahead weakened and open to attack, 
because it considered it the most unlikely risk. 

Facebook will have considered three threats to its 
leadership in the area of social networks:

Competition

- The appearance of a mainstream network by a large 
operator (Google or theoretically Microsoft or Apple) 
which would make Facebook’s mega traffic overflow to 
that network, as had been the case when Myspace and 
hi5 vanished to make way for the network created by 
Mark Zuckerberg.

Formats & Distribution 

- The app platforms and their distribution formats, 
controlled first by Apple and later by the Android 
market. The risk that this disadvantage in the control of 
distribution could lead to devices less easily integrated 
with Facebook was real, which could be critical both for 
the management of the network of advertisers, and for 
the developers and particularly the affiliate network.
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Commercial / Irrelevant Content

- The risk that content could be too commercial. That 
is, that the brands and advertising could transform 
Facebook into a commercial area which annoyed users 
to such a degree that it would make them search for 
less saturated alternatives.

Users tend to see advertising as the cost for being able 
to access certain content for free, although Google 
has decreased that cost of such effort by introducing 
relevance based advertising, which has made users see 
advertisements and search engine results that are closely 
related to what they wanted to see or know at that moment. 
Facebook, which has been unable to have algorithms 
as advanced as Google’s to generate perfect relations 
between users and advertisers, was very conscious of 
seeking to defend the network from commercial spam 
which could theoretically destroy it within a short time.

This third concern for Facebook is intriguing, because it 
was the only one based on content as a risk factor - when 
content is what underpins Facebook’s success. The Palo 
Alto company took the control of these risks seriously, 
particularly since floating the company in May 2012. 
Among the rules that it created to prevent advertising 
from bothering users, it is important to note that which 
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stipulates that only around 20% of the content people see 
is from pages, allowing most of the tunnel of information 
to be made up of content which is potentially more relevant 
to each of us: photographs of family and friends, videos, 
thoughts and moments, news and updates on issues that 
are of interest to our sharing networks and therefore 
probably to us too.

We must give credit to Facebook’s commitment to this 
issue. Theoretically, it would not be important to do so, 
because each person only follows the pages they voluntarily 
choose to subscribe to. In theory, the information from 
those pages is in the users’ interest and does not need to 
be limited. In practice, it is known that many users choose 
the pages they follow without much thought, when they 
are not doing so for their friend to win a packet of Nescafé 
or a trip down the street. The development teams quickly 
caught on to the fact that it was necessary to filter not 
just quantity, but quality too. Thus Edgerank appeared, an 
algorithm which shares some similarities with Google’s 
PageRank (search relevance filters) and aims to find 
the right people for the posts on each page in real time, 
based on a logic of higher probability of content relevance 
for each potential user. Harvard Trends (2012) provides 
interesting evidence on how the algorithm is built, despite 
being one of Facebook’s best kept secrets. It is important 
to be aware that it has a profound impact on content 
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management, particularly in regard to pages, and must 
be known and understood by any community manager.

Nevertheless, Facebook’s position in this regard was not 
at all consensual, particularly by community managers 
and brands who had invested money in increasing their 
network of followers and then were unable to ensure that 
communications reached everyone, unless they spent 
money promoting their posts. Users who use Facebook as 
a news aggregator have also lost interest and some have 
migrated to aggregators such as Scoop.it or apps like Zite. 
Still, if some were unhappy with the appearance of filtering 
algorithms, the truth is that the majority of users benefited 
from them, even if unknowingly. Without them, Facebook 
could have already imploded with users infoxicated from 
the amount of unmanageable and irrelevant information.

Going back to the three high-risk areas identified by 
Facebook: the company has, in fact, managed to remain 
reasonably unaffected by the problems of each of them. 
Let us take a look: since the appearance of G+ it began 
to take the competition seriously and has not stopped 
making changes and developments that have reduced 
the technological gap that Google tries to impress with its 
own social network. Other potential competitors (except 
for Russia, where Vk dominates) either have not been big 
enough or act more as complementary networks instead 
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of the main network [in “Speculations & Trends (2009), 
the trend had already been identified of the existence of 
two main social networks (one professional, the other 
personal) and other complementary/niche networks]. 

The second high risk area has been controlled by the size 
of Facebook itself and because it has positioned itself as 
a profile server, on which many other networks and apps 
depend: they use Facebook (or Twitter) for users to sign 
into, greatly simplifying the process and access time while 
reducing development costs. On the other hand, Facebook 
is paying attention to network acquisitions which could 
be a threat in the mobile area and can operate well as a 
complement. The acquisition of Instagram was the best 
example, but rumours of the acquisition of Spotify were 
not completely unfounded, after failed negotiations with 
Waze, which in the end was bought by Google (June 2013).

So, what is the abyss?

If Facebook has managed to defend the areas it sees as 
high risk, how can it be close to the abyss? And what abyss 
are we talking about?

The abyss is the following: Facebook is becoming fatiguing 
for some and boring for others. Which seems to be the 
same thing, but actually is not. 
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The first is part of a larger 
movement which encompasses 
various social networks and the 
growth of an unsocial counter-
trend as a way to live real life 
more and online life less. 

The second - which Facebook 
is more concerned about - is 
focused on a number of users 
(particularly those who have 

been on Facebook for longer and American, Canadian 
and European teenagers), who are becoming increasingly 
bored with the repetitiveness of this social network. 

Been there, done that!

Facebook should be really exciting and different, give 
people a buzz. It needs to create the willingness to have 
access, the desire to belong. 

The question is: isn’t that exactly what Facebook is for 
the majority of new users and especially for the millions 
joining every week in countries like Brazil and India? Yes, 
of course, but only for them. 

For some of the others, Facebook is no longer sexy. It 
is no longer young and irreverent like it used to be and 

“Been there, 

done that!”
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