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1. Values, Beliefs and Attitudes

The VALUES are all of the principles which guide a company and its employee’s actions, they drive the business and guide the employees on their journey.
The BELIEFS are usually at the base of the values, as the values evolve from these beliefs. Beliefs are learned especially when we’re young, from the people we trust, and over time they become aligned with our actions.
ATTITUDES are formed from a person’s values and beliefs, which influence someone’s attitude at the point of decision-making.
All of these 3 elements contribute to a company’s success, they guide it and set it on a clear course. Research has demonstrated that companies with strong and attractive values are more desirable when recruiting and retaining young talents. These elements are achievable, live and measurable, and therefore encourage healthy competition at work, and also motivate the staff (Moise, 2014).

2. Facebook

Facebook is widely defined as an online social networking website and it’s a place where people can create profiles and share information such as photos, and also interact and respond to content shared by other users.
As one of the world’s biggest and most successful social networking platforms, it has the goal of bringing all the people in the world closer together. Facebook impacts every single day billions of people around the world.
Mark Zuckerberg wrote an extensive post to collaborators and he emphasized Facebook’s values and how they influence everything. The values are: focus on impact, move fast, be bold, be open and build social value (Magid, 2012).
Assuming that Facebook is committed to their values as a company, this presentation will look at the CLAIM that they are bringing the world closer together and not only growing their business, using the Toulmin’s critical thinking model. Their employees are supposed to focus on creating real value for the world every day, and in everything they do.
In order to RECOGNISE EVIDENCE and explore the CLAIM, we will be looking at some clear evidence from the past few years.
Steve Hatch, the Facebook Vice-President for Northern Europe, thinks that Facebook’s power to bring people close together can be a positive force. Maybe you recall the photo of Alan Kurdi, the boy from Syria who died drowned in the Mediterranean Sea in 2005.  Help Refugees posted it on the social platform making a plea for items that would help refugees, and they received 7,000 packages in 24 hours. Facebook played an important part in that story (Sheffield, 2015).
Another great example of the power to do good and help, is the way in which they can help small businesses through targeted adverts.
 Let’s look at the example of Hiut Denim Comany, a factory which has closed in 2002, leaving 400 people without a job. In 2012 was repurchased and skilled local people were re-hired, and it was promoted exclusively on Facebook and Instagram. Nowadays they’ve passed 1 mil. Pounds in sales and have managed to increase their workforce. This story represents the prosperity that Facebook can bring in a community and the way it helps us maximize opportunities (Will Smale, 2017).
This leads us to a WARRANT that Facebook is a committed employer, and it fights continuously to be a force a good in the world.
Just by looking at the way in which they helped Hiut Denim Company reinvent themselves and rise from bankruptcy and fight to claim a place in the trading world again, is a clear sign of Facebook adding value to the company and implicitly the world.
The campaign of Help refugees has brought a lot of attention and awareness over sensitive topics such as the refugee problem and has helped millions of people, Facebook not profiting from this in any way, and bringing happiness to its members.
There are many more examples which can be used as BACKING information, and many of them are very actual at the time being.
The example of Hiut’s is not unique, because many companies have had increased success after promoting their business on Facebook. This community has also brought people together not only in the case of Alan Kurdi, but even recently while outlining the importance of the Black Lives Matters protests. The BLM protests were widely promoted on Facebook in order to raise awareness to the violence of police towards African-Americans and it has spread all over the world, most people getting to voice their opinion in the matter.
Another actual example of Facebook being a force for good is their campaign with the charity:
Water, which is amazing at engaging their community on Facebook. They were also very effective in making their post stand out. They were ‘called to action’ – to donate- as a way to help other fathers, all while making themselves relevant to the wide community. In this way they have managed to brig clean drinking water in safe condition to different nations in the world that are still developing (zhang, 2018).
However there are REBUTTAL arguments showing that however committed a company is, their               values and practices can go sometimes in the opposite way than the one the company intended them to work.
An article published by the UC of Berkeley has explored the idea that we are increasingly living in ‘online filter bubbles’ that only expose us to certain ideas that we agree with already. People only see what they want to see, and not necessarily what they should see, and it was E. Pariser, the cultural critic, who first named this problem a ‘filter bubble’ (Lee De Wit, 2019)
Facebook is quick to learn what its users prefer and filters this content on behalf of them. Although in theory all the content is available for everyone, only a fraction is displayed based on people’s personal preferences. Over time, this fraction tends to become more and more personalized, and it all boils down to the fact that we can’t react to the things we cannot see, and when we do, the reactions become more polarized.
Considering the fact the Facebook claims to bring people closer together, you can draw a very OBVIOUS CONCLUSION. Although there are a few negative aspects about Facebook, and maybe it’s not necessarily healthy to spend so many hours in front of your phone on social media, the BENEFITS that Facebook has brought to the world are countless. Just by looking at all the businesses that Facebook is helping to promote, and all of the issues it raises awareness of, and all the campaigns with non-profit organizations, there is a clear sign that Facebook is a force for good and it brings indeed the people from around the world closer with just a click.
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