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Abstract 

The social media becomes the popular way of communication in the digital era. Among the top social networks 

as of October 2023, Facebook is the front runner with 3.03 million monthly active users globally (Dixon, 2023). 

Studies have established reasons why and how people use Facebook as their social media platform to exchange 

information and knowledge, and to connect with various people in this modern world. Like many different 

users, college students also take part in this platform. Purposely, this study determined the genre of Facebook 

posts shared by college students, and analyze the media forms of posts among them. The information posted 

and shared on the 45 Facebook accounts of undergraduate secondary education students of a state university in 

Western Visayas were observed and classified as to content and media forms. The content categories of social 

media posts were categorized as information, entertainment, social interaction, and marketing. Further, these 

categories are classified as to types: photo, text, video, and link. Results showed that the four genres of 

Facebook posts were prevalent on the students’ accounts with entertainment as top ranked followed by 

information, social interaction, and marketing. Further, participants enjoy posting and sharing amusing content, 

such as memes, presented in photos, text, and videos, in that order of preference. The college students' desire to 

use Facebook for entertainment could be a combination of their previous gratifying experiences with general 

Facebook use and their views about the replication of these experiences through sharing posts that are relevant 

to them. 
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Introduction 

Social media is a popular trend today, especially among college students. Among 

them, Facebook is the most widely used online social network with about three billion 

monthly active users as of the second quarter of 2023 (Dixon, 2023). Thus, Facebook has 

gained an enormous amount of popularity. The use of Facebook among college students 

extend beyond connecting with friends to sharing and posting various contents and media on 

their accounts. They communicate on Facebook in a one-to-many style where they are the 

creators disseminating contents and information. They spend more time sharing various types 

of posts by continually logging in, pointing, clicking, uploading, commenting, sharing, 

tagging, and creating content within their internet portals.  

Rouis et al. (2019) list a few of the most commonly used features of FB – content 

generation sharing, communication, and contact building.  Facebook is focused on the 

generation of content created by users, also known as User Generated Content (UGC). This 

content has public roots, and its viability is dependent on a continued stream of users. By 

creating a profile, a Facebook user can share notes, photos, links, and videos with friends; that 

is, other members who are connected to an individual's online social network and thus have 

access to view the individual's profile. 

College students can share and post a wide range of content, based on their interests, 

preferences, experiences, and personal lives. These various pieces of content can be 

accompanied by different forms of media. In this study, the genre in Facebook posts, as well 

as the media forms of posts among college students taking a teacher education program in a 

state institution in Western Visayas are determined. 

 

Methodology 

 This study utilized content analysis to analyze the genre of posts shared in Facebook 

accounts of college students. Qualitative content analysis, according to Delve (2022), is a 

popular research methodology that draws attention to particular words or phrases from 

textual information to infer meaning about the research topic. The prevalence (frequency) of 

the term in the text or how it is utilized in the context of the article is interpreted and 

explained. Using content analysis, the themes or concepts under the content type and media 

forms, and the genre of Facebook posts that the 45 participants shared in their accounts were 
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determined and analyzed. The participants were Bachelor of Secondary Education students 

enrolled in a state university in Western Visayas during the second term of academic year 

2022-2023. 

 A tally sheet or check sheet prepared by the researchers was utilized in gathering 

data. The tally sheet categorized the posts into two: genre and media forms. The observation 

of the Facebook posts covered from January 1, 2023 to March 31, 2023.  

 The data collected from the Facebook timelines were encoded, tallied, and tabulated 

for analysis. For interpretation of data, frequency count, rank, and weighted means were used 

through the Microsoft Excel software. 

 To interpret each Facebook post, the following descriptions were adopted: 

Information – this type provides users with resourceful and helpful information in the form of 

text, photo, link, and video (Dolan et al., 2019); Entertainment – this type of content refers to 

the extent that is fun and entertaining to media users in the forms of text, photo, link, and 

video (Dolan, et al., 2019); Social Interaction – this type of content includes activities 

requesting users to like, share or comment posts, visit an e-store, and also engage in offline 

activities in the forms of text, photo, link, and video (Triantafillidou et al., 2019); and 

Marketing – this type of content is a strategic marketing approach that focused on creating and 

distributing valuable, relevant, and consistent content to attract and retain a clearly-defined 

audience to gain profit in the forms of text, photo, link, and video (Content Marketing 

Institute, 2015) 

 

Findings 

Genre of Facebook posts. The genre of Facebook posts may be classified in terms of 

their content. There are four genres of posts: information, entertainment, social interaction, 

and marketing. During the observation period of the 45 Facebook accounts from January 1 to 

March 31, a total of 5,662 posts were recorded. Majority of the posts were related to 

entertainment, with a total of 4,045 posts (Mean = 1348.33 [Rank 1]). This result conforms 

with the result established by Park et al. (2017) which states that entertainment is the main 

reason for using Facebook. Posts on information and social interaction were ranked second 

and third, with Mean of 333.67 and 113, respectively, while marketing was ranked last with 

the least number of content posts, and a mean of 88.33.  
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Genre of posts in terms of media form. Four media forms were used in the Facebook 

posts shared by the participants. The most common form of media were photos, with a total 

of 3,567 posts, followed by texts, with 1,345 posts; third were videos, with 716 posts; and 

last were links, with only 34 posts. In the study by Chi and Phuong (2021), it was found out 

that the most frequent media type of posts were photos and links as the least posted. 

When classified as to genre, photos that were the most common media forms were 

used most frequently for entertainment and information but not much in marketing and social 

interaction. Texts that were used next to photos were most prevalent in entertainment but 

least used in marketing. Links that were shared the least of the four media forms were used 

often for information and entertainment but not so much in marketing. As Zhang et al. (2020) 

put it, images in social media have stronger information carrying capacity and 

communication ability across language barriers that they become the major carrier of 

information. 

  

Conclusion 

Indeed, college students spend time in Facebook sharing a variety of posts. Most of the 

posts usually shared were for entertainment purposes. Considering the age of these college students, 

they are enjoyment seekers which are behaviors for social networking. The underlying reason 

for college students' high degree of desire to use Facebook for entertainment could be a 

combination of their previous gratifying experiences with general Facebook use and their 

views about the replication of these experiences through sharing posts that are relevant to 

them.  

There is also a significant proportion of humor and gossip posts on Facebook. 

Students view a lot of entertainment content postings so the likelihood that these will be 

noticed is also high. The entertainment component has ramifications beyond just pure 

entertainment. Other posts, such as ones with helpful information, will very certainly include 

aspects of amusement, boosting the attention of posts with entertainment content. 

With the upsurge of too much time spent on social media by college students, 

particularly Facebook, schools may conduct an information dissemination on the effects of 

excessive use of Facebook to students’ academic performance. The imbalance in time and 

attention given to entertainment activities on the internet can potentially lead to academic 

distraction and Facebook addiction. The heavy use of Facebook or the internet for 
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entertainment could alter students’ habitual behavior in reading, writing, and attention for 

completing academic tasks, which could eventually lead to a ripple effect on academic 

achievement.  

It is also important to involve the parents, educational institutions, and health 

authorities to collaborate on how to encourage students to limit social media use and bring 

awareness to the consequences of excessive use, especially among the student population. 
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