
Facebook
Behavioural Study

Sahibpal Singh | Saurabh Kabra | Vrushank Timbadia

SDM 16



Behavioural 
Study

Context 2

Context 4

Context n
Context 1

Context 3

Disclaimer 

• Every context and every point of view of these contexts will be highly personal and 
varying,


• As a single input from a user can mean multiple different things .

• So when looking through the lens provided by Facebook one cannot deep dive into an 

emotional understanding based on a single data point.



A co-relational understanding could mean looking at / gauging 
or clubbing data points over a period of time. In-case of data 
points, non-activity , spurts of hyperactivity or reduced activity, 
could also be a data point.


#facebookDataPoints



So in the virtual space, amongst and through the platforms, 
our behavioural patterns are learnt to sell us more stuff, at the 
very least and change our behaviours at the most. Various 
Facebook based researches show that sad or low images 
reduces the interactions/clicks while sharing happy/positive 
content lead to more likes/clicks/interactions.


#feelingElated



Humans have, emotional needs as well. The need to be romanticised, contribute, 
love/be-loved/taken care/affection, prominence, certainty and variability, are 
met online through Facebook. 

#socialAcceptance #emotionalPseudoComfort



Virtual SelfOffline self

 If we understand how a user distorts his self-image

#extrapolation #distortions #transformation
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We always love to go to the next level using whatever resources and technology we 
have. We crave for stimuli for our brains to take us out of the monotony. They want 
to learn new skills and update knowledge. 

Motivation for this can either be intrinsic or extrinsic. ( I want what she is having )

#antiStagnancy #Dynamism #foodForThought #whatNext?

?



VarietyCertainty

ConnectionSignificance

ContributionGrowth

Physical /Personal 
Needs

Spiritual Needs

Facebook is providing us with our needs at a virtual level that gives us a feeling of 
fulfilment.

#antiStagnancy #Dynamism #foodForThought



Therefore



Facebook

is 


Convenience
Thought channel

Emotional Channel

Venting off

Instant Gratification

To consume

To broadcast

To keep oneself updated about them
To be 

connected with 
the knowns

Opinion channel



But



Convenience 
is feeding 

Insincerity
Induced thoughts

Pretence

Fake Smiles

Pseudo Opinions



• Facebook is Distorting the 
Pyramid


• The Love/Belongingness and Self-
Esteem are being jumbled 
between the lower two.


• There is a loss and distortion of 
the meaning of these two levels.


• This is fulfilled by a feeling of 
being fulfilled. Does this help?



Potential queries and use cases:

• How does FB terminology guide behaviour

• Do singles upload more scenery?

• Comment wars.

• Loss of personal touch

• What does change in profile pic mean/signify?

• Significance of cover photo

• Encouraging vulnerability 

• FB as a magazine 

• FB as Aadhar



• Respecting Privacy

• Avoiding mental clutter

• Credibility

• Assuming Humanly Interaction

Drivers of the Driven



• Respecting Privacy

• Avoiding mental clutter

• Credibility

• Assuming Humanly Interaction
• People in their minds have a sense of human 

touch at the touchpoints, e.g. likes, 
reactions,etc

• When the users are online they tend to 
SENSE a world of their own which is an 
analogous world. Privacy plays an important 
part.

• People tend to keep themselves in a Mental 
Comfort level and keeping one away from 
the PRESUMED THREATS, e.g. botheration, 
theft, inconvenience, complexity.

• People tend to trust THE KNOWN and THE 
TRUSTED, be it people, sources, platforms, 
etc. Venturing into something new happens 
with some sort of ground-work.
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Touch

Cocooning

Cocooned Openness

Known in the Unknown



#Touch 
#Cocooning 
#Cocooned Openness 
#Known in the Unknown 
+ 
# Dynamism

What’s in your mind?



We can use these parameters to gauge the effectiveness of 
any online platform


