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Introduction to Social Networking

At the time of this writing, Facebook reports over 500 million active users (Figure 1-1). If it were a coun-
try, Facebook would be the third largest nation in the world, lagging behind only China and India. Half of 
those “citizens” log in every day—that’s 250 million people using the site on a daily basis.

Who Uses Facebook?
Originally a network for select college students, Facebook first expanded into high schools, then larger 
networks, collecting students and colleagues across the country and, eventually, the world. Now you 
can not only identify your romantic partner and growing circle of friends, but also your parents and 
siblings. Your mom is on Facebook. Your sister is, and your daughter as well. Your college roommate, 
your first crush, and the former best friend you haven’t spoken to in years. Your grandparents may even 
be tagging you in family photos you forgot existed. Seventy percent of Facebook users live outside 
the United States. The fastest growing segment of users? Women 55 to 65 years old. Depending on 
how you measure it, Facebook either has already surpassed Google in traffic levels or is about to. The 
Facebook Application platform alone has been used by over one million developers to build more than 
500,000 active applications. 

Try to pinpoint the “average” user, and you’ll find most users are anything but average. Typically, a 
Facebook user has 130 friends, is connected to 80 Pages, Groups, and Events, and has created 90 
pieces of content. Where else could you find someone who talks to over 100 people a day? And that’s 
not even accounting for “super users” or influencers who often have thousands of friends.

Figure 1-1. The number of active users on Facebook has grown tremendously over the past six years.
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Impact on Today’s Media 
Newspaper circulation rates are in decline (Figure 1-2), and most television ads aren’t profitable. 
Facebook has a far larger audience than old media. That alone has been enough to convince some that 
it’s the perfect place to try a new marketing plan. If you need more incentive, consider the huge amount 
of personal information that users give the site and, therefore, advertisers. Facebook provides brands 
with new ways to target ads more effectively than ever before. The best part? All of this information has 
been volunteered by users. In many cases, they have actively opted in to more targeted advertising by 
“liking” ads or allowing Facebook to share their data with select external sites and partners.

Big Brands on Facebook
The world’s largest and most well-known brands are leveraging Facebook to build engaged and profitable 
communities. Coca-Cola has over 11 million fans of its Page, while Starbucks is closing in on 13 million. 
Vitamin Water launched an extremely successful contest on Facebook to choose the flavor, design the 
package, and name its newest drink. The company now has 1.7 million fans.

Figure 1-2. The number of daily newspapers published in the US is down, as are their circulation numbers.
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Furniture giant IKEA announced the opening of a new location by posting showroom photos to 
Facebook. But it didn’t stop there. Each item in the photo was up for grabs and given away to the first 
user to tag a piece with his or her own name. Within hours, thousands of people were scrambling to 
tag the pictures. Software maker Adobe targeted college students with its Photoshopped or Not game, 
asking users to decide whether an image had been manipulated. Six percent of students who saw the 
game clicked on a Buy Now button. To promote the launch of a vampire movie, Sony rebranded its 
popular Vampires application and launched a sweepstakes. In three weeks, it drew more than 59,000 
entries.

How You Can (and Should) Use Facebook
Even small brands can get in on the action. Sprinkles Cupcakes (Figure 1-3) has more than 150,000 
fans because of a Facebook-only promotion that ran in its stores. Luxury hotel chain Joie De Vivre 
offered a similar Facebook-only discount and booked more than 1,000 rooms because of the deals. 
Your existing and potential customers and all of their friends and family are not only on Facebook, but 
also logging in regularly and engaging with content on the site. Your competitors are probably already 
there, too. If you’re not on Facebook, you need to play catch-up to avoid appearing out of touch. If your 
competitors are not yet using Facebook, you’ll gain major points with your audience by being there first.

Figure 1-3. Sprinkles Cupcakes is a good example of a small business leveraging Facebook to improve its marketing.

www.it-ebooks.info

http://www.it-ebooks.info/


5

Furniture giant IKEA announced the opening of a new location by posting showroom photos to 
Facebook. But it didn’t stop there. Each item in the photo was up for grabs and given away to the first 
user to tag a piece with his or her own name. Within hours, thousands of people were scrambling to 
tag the pictures. Software maker Adobe targeted college students with its Photoshopped or Not game, 
asking users to decide whether an image had been manipulated. Six percent of students who saw the 
game clicked on a Buy Now button. To promote the launch of a vampire movie, Sony rebranded its 
popular Vampires application and launched a sweepstakes. In three weeks, it drew more than 59,000 
entries.

How You Can (and Should) Use Facebook
Even small brands can get in on the action. Sprinkles Cupcakes (Figure 1-3) has more than 150,000 
fans because of a Facebook-only promotion that ran in its stores. Luxury hotel chain Joie De Vivre 
offered a similar Facebook-only discount and booked more than 1,000 rooms because of the deals. 
Your existing and potential customers and all of their friends and family are not only on Facebook, but 
also logging in regularly and engaging with content on the site. Your competitors are probably already 
there, too. If you’re not on Facebook, you need to play catch-up to avoid appearing out of touch. If your 
competitors are not yet using Facebook, you’ll gain major points with your audience by being there first.

Figure 1-3. Sprinkles Cupcakes is a good example of a small business leveraging Facebook to improve its marketing.

www.it-ebooks.info

http://www.it-ebooks.info/


6

Creating Valuable Content
If used properly, Facebook can be an extension of your brand, helping you present the same personality, 
tone, and visual face as you would in any other material. Take the time to think about why you and your 
brand want to engage Facebook and what you hope to achieve from doing so. But don’t stop there. 
Think about your audience, specifically the segment of your audience on Facebook. 

Facebook is a highly competitive and fast-moving channel. Each piece of content you post needs to be 
quickly digestible and easily recognizable in a busy newsfeed. Above all else, it needs to fit the unofficial 
model of a Facebook post. Do not copy and paste from your website or email campaign. Each post 
should be specific to your Facebook Page. Keep it short and to the point. Add media to spice things up, 
and make it clear what action you want users to take.

Facebook marketing can be amazingly cost effective, especially when compared to traditional media 
alternatives, but expect to make a significant time investment. Facebook users expect you to listen to 
their demands (and actually act on them, not just say “we hear you”). They want interesting and regularly 
updated content, and they want exclusive offers for being your “friend.” 

Facebook offers a variety of tools and platforms to reach users. Marketers can leverage Facebook Ads, 
applications, Pages, or Events. Each of these tools also contains an analytics system called Insights 
that easily reports on activity levels and demographics (Figure 1-4). This book will walk you through all of 
these and more to help you create effective and profitable campaigns.

Figure 1-4. Even Facebook itself has a Facebook Page.
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Facebook Profile Basics

A Profile is a digital representation of a Facebook user’s self. Profiles are a thing of pride for frequent 
Facebook users—an extension of their personalities. Profiles are how users share things with their large 
and very connected group of social connections. For marketers, the Profile is where it all begins.

To reach and engage these socially connected influencers, you must know what they do and enjoy on 
the site. Remember, the most valuable Facebook users are the ones who provide a lot of information 
and have vast connections. The average user has 130 friends; think about the potential of these super-
users. Their Profile upkeep requires time and energy to stay fresh, personal, and relevant to friends (and, 
of course, to marketers like you).

In total, users spend over 70 billion minutes on Facebook per month. You need to appreciate the 
dedication and openness it takes to create a complete Facebook Profile, because the owners of these 
Profiles will be the ones that spend a few of those precious minutes helping you gain buzz, clicks, or 
sales. The best way to understand and appreciate these Facebook users and their Profiles is to create 
your own.

Chapter 2	
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What Is a Facebook Profile?
A Facebook Profile is the way individual users represent themselves on the site (Figure 2-1). Typically it 
contains information about the user’s interests, hobbies, school and work affiliations, and photos. It is 
also connected to any Facebook Pages he likes, from a favorite football team to a preferred brand of 
soda, as well as all the other Facebook users he identifies as friends.

Many users are quite open with their Profile information, and Facebook strongly encourages this. 
Because the site is free, Facebook’s big moneymaking opportunity comes from charging marketers for 
the right to use the personal data its users share; the more data users freely provide, the more poten-
tial revenue for the site. Some users have expressed concern over privacy issues, particularly regard-
ing Facebook’s increasingly open view of “public” information on their site. Expanded privacy settings 
have allowed many users to customize their information as “for friends only,” but most users, especially 
younger generations, are happy to share every detail of their lives. They understand and appreciate that 
this means a more personalized site experience and enjoy connecting with the brands they know and love.

Figure 2-1. You can view a variety of information on an active Facebook user’s Profile.
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Facebook Profiles for Business
Facebook’s original intention was to be a social network for college students, and at one time it required 
an .edu email address for registration. Later, it expanded to grant membership to high school students, 
and finally to people of all ages. However, keeping true to its origins as a service geared to connecting 
individuals, Facebook has always maintained certain rules for brands and businesses.

One rule many marketers find frustrating is Facebook’s strong distinction between the types of users 
and how it applies that distinction to Profiles. If you represent a brand or entity other than an individual 
user, Facebook’s Terms of Service state that you must set up a Facebook Page to represent that brand, 
business, or public persona, whatever it may be. This includes politicians, sports figures, and other 
celebrities; even as individuals, they need a Page for their very recognizable self. These Pages offer 
different choices that are specific to companies, such as business hours, and leave out more personal 
details, such as hobbies and interests.

Still, Facebook Profiles are the building blocks of the site itself, and you’ll need to set one up before 
you can do anything else on the site, including creating a Page of any kind (Figure 2-2). Profiles, and 
the people they represent, are linked back to every action on Facebook so that someone can be held 
accountable for each interaction and piece of content that appears on the site.

Figure 2-2. The beginnings of a basic Facebook Profile. You will need one in order to manage a Facebook Page for 
marketing purposes.
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Facebook Profile Tabs
A Facebook Profile has three main tabs: Wall, Info, and Photos (Figure 2-3). Other applications (or apps)
can add more, but these are the basics that every Profile starts with.

Wall
The Wall tab is the standard landing Page for your Facebook Profile. This is where people can post 
public messages to you or comment on posts (much like a blog). You can update your status from this 
tab and view older status updates. Any applications you have authorized to post to your Wall will also 
appear here, such as an RSS feed or tweets from Twitter. 

Info
The Info tab is where all of your personal information—likes, interests, workplace, hometown, email 
address, and so on—is displayed. Unlike the Wall, there is not much opportunity for interaction between 
users here. While this tab is arguably the most beneficial and rich in information for Facebook marketers, 
it is probably the least interesting to the average user.

Photos
The Photos tab has long been a Facebook staple. This tab houses every photo you have uploaded or 
been tagged in. Each tag creates a link back to that user’s Profile. Note that only people, and therefore 
Profiles, can be tagged in a photo, not brands or Pages. 

Figure 2-3. A basic Facebook profile has three tabs: Wall, Info, and Photos.  
More active users may add other custom tabs or applications.
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Setting Up a Facebook Profile
Besides the fact that you need at least a bare-bones Profile to set up any marketing efforts on 
Facebook, you can also use your Profile as a sort of sandbox for trying out different Facebook applica-
tions and features. Creating your own Profile will help you understand Profiles from a user perspective. 
You need to know what users see, do, like, and dislike on the site in order to know what works (and 
what doesn’t) in the world of Facebook marketing. 

Basic Information
A user must provide a name, birth date, and email address to sign up for the site; almost every other 
piece of information is optional or can be hidden. Profile basics include the information that requires very 
little thought to fill out: gender, birth date, hometown, and the like. Although compulsory, the birthday 
and gender fields may be hidden from public viewing.

Bio and Quotations
The next section of a Facebook Profile (Figure 2-4) requires a bit more thought. Users have adapted 
the Bio and Favorite Quotations sections for various purposes. Some users take a straightforward 
approach, giving a few brief sentences about themselves followed by song lyrics or movie quotes. 
Others use that space for inside jokes, while yet another group treats it as space for a résumé.

How someone chooses to fill in these open-ended boxes reveals a lot: language, grammar, and depth 
of information tell a story outside of the words themselves. Generally, the more a user shares, the more 
active she is on the site. This makes active, openly sharing users good potential brand ambassadors.

Figure 2-4. The basic information section of a Facebook Profile is full of personal details about the user.
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little thought to fill out: gender, birth date, hometown, and the like. Although compulsory, the birthday 
and gender fields may be hidden from public viewing.

Bio and Quotations
The next section of a Facebook Profile (Figure 2-4) requires a bit more thought. Users have adapted 
the Bio and Favorite Quotations sections for various purposes. Some users take a straightforward 
approach, giving a few brief sentences about themselves followed by song lyrics or movie quotes. 
Others use that space for inside jokes, while yet another group treats it as space for a résumé.

How someone chooses to fill in these open-ended boxes reveals a lot: language, grammar, and depth 
of information tell a story outside of the words themselves. Generally, the more a user shares, the more 
active she is on the site. This makes active, openly sharing users good potential brand ambassadors.

Figure 2-4. The basic information section of a Facebook Profile is full of personal details about the user.
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Work and Education
As Facebook shifted its focus from exclusively college students to its current, much more diverse user 
base, the Work and Education section expanded to accommodate these changes.

Predictive-type drop-down menus allow users to input as many schools as required, going all the 
way back to high school, and to specify areas of concentration at universities or colleges (Figure 2-5). 
Facebook uses this information to search for relevant alumni Pages within the site.

Users can also input work experience in much the same way, adding jobs in reverse chronological order 
as Facebook attempts to match the companies they have worked for with existing Pages. These fields 
are all some form of drop-down menu, with the exception of the Description box, in which users can 
enter highlights of what the job entailed or the company’s purpose.

While job and education history may be of little interest to many retail brands, this section can be 
especially helpful if you plan to use Facebook for recruiting purposes. As more and more people turn 
to Facebook as a way to find new employees, this section may see an increase in emphasis and 
functionality.

Figure 2-5. The Work and Education section can be used to create networks and provide clues about a user’s 
potential interests.
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Likes and Interests
According to Facebook, a user’s likes and interests include activities, interests, music, books, movies, 
and television shows. The ease of adding such types of interests through the Like button often makes 
Likes and Interests the most robust section of a user’s Profile (Figure 2-6). In the past, users were able 
to enter their likes and dislikes in a free-form manner via a text box. As part of Facebook’s recent push 
to connect Profiles to Pages, users now indicate their preferences via the Like button and lists of Page 
links; simply clicking the Like button on a Page creates a link on the user’s Profile. Each Page then 
describes that interest, as well as a list of users who share that favorite film, show, or other interest. The 
jury is still out on whether this shift to maximum connectivity helps or hurts Facebook, the average user, 
or Page administrators and marketers.

Pages

The connectivity shift, however, did impact other aspects of a Profile for Page administrators. Pages that 
were once displayed quite prominently on a user’s Profile are now hidden behind a Show Other Pages 
link. Back when users still “fanned” a Page, those Pages enjoyed the honor of being the only section of 
a Profile to contain images. Now that the interests section is linked to Pages, Pages that are liked but 
not added to the interests section have been pushed back.

Facebook reasons that asking users to “like” a Page, as opposed to “fan” it, requires less of a connec-
tion to the Page’s subject matter and increases interaction with the site. Yet while users may end up 
liking more Pages with the new terminology, for a Page to receive prominence on a Profile requires a 
higher level of dedication than ever before. Sure, you can click to show other Pages, but to have a Page 
displayed front and center requires a committed assertion; a user must edit her Profile, type an interest, 
and then connect to a Page. 

Figure 2-6. Likes and interests are now displayed as links to related Facebook Pages, 
 connecting personal Profiles to brands.
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Contact Information
Last, and probably least for most marketers, is the contact information section (Figure 2-7). Some users 
may find this section helpful for searching and connecting with old friends or taking Facebook communi-
cations to a more private venue, but as a marketer on Facebook, you should keep your communications 
on the site. Still, it’s useful to know how the entire Profile section works, and what you can add to yours 
depending on how accessible you want to be to your audience.

First up is your email address, which is required to register for the site. Users can also add an IM screen 
name, mobile and land-line phone numbers, a physical mailing address, and a dorm residence, as well 
as links to additional personal websites that friends might want to visit—such as a blog, Twitter account, 
or LinkedIn Profile. With the exception of your email address, no field is required. The amount of infor-
mation visible to the public differs from person to person, but again, generally speaking, younger users 
seem happy to share IM names and phone numbers, while older members do not. 

The privacy controls for this section are more finely tuned than most. Users can control who sees each 
individual piece of information; settings range from Everyone (the most public option) to Custom set-
tings that allow users to specify only a few friends or members of a certain Friend List. For example, you 
could decide that everyone can view your email address, but only college and work friends can see your 
physical address, and just a select few work friends have access to your IM screen name. These privacy 
adjustments make it possible to fill out your Profile completely and then tailor its appearance to individu-
als or groups of friends. 

Figure 2-7. Most users are open with all their information except contact info. Don’t use Facebook as a way to gain 
email addresses; keep your marketing on Facebook, where you know your target audience is.
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Privacy Settings
Along with the ability to add and share all this information online, Facebook also created ways to keep 
some sections of a Profile more private than others. Some people put up barriers that reflect real life, 
only accepting friends they personally know. The easiest way to share what you want with whom you 
want, however, is to use Facebook’s built-in privacy settings and friend lists.

As discussed in the previous section, privacy settings (Figure 2-8) allow you to control who can see your 
contact information. They also allow you to control who can see your personal information, including 
your birthday, favorite quotes, interests, education and work info, and relationship status. You can also 
determine who is allowed to post on your wall, tag you in photos or videos, or view your Profile in both 
Facebook and public search results. Photo album settings are determined on a case-by-case basis, so 
you can make some albums available to all friends, and others just a select group of people. You can 
also control what you share with outside websites, as well as what your friends can share about you. 

Privacy settings also allow you to see which applications are running on your Profile, adjust app settings, 
and block or remove old apps you no longer use or want. For marketers, the more open a person keeps 
his privacy settings, the more data you can collect or use for targeting. 

Figure 2-8. Privacy settings are used to show more information to close friends and less to the Internet at large.
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Friend lists and groups

To make adjusting privacy settings easier, you can segment your friends into handy groups or lists 
(Figure 2-9) and fine-tune your settings in bulk. For example, you might create a list for work colleagues 
and allow them full access to your personal information, but restrict some photo albums. Just keep in 
mind that a friend’s settings are determined by the most restrictive list they belong to. So, if you have a 
close friend whom you also work with, and you want him to view the most open settings for your Profile, 
you won’t want to lump him in with other work colleagues.

You can also create exceptions to settings to keep only a few people (a former boyfriend or girlfriend, 
perhaps) from seeing certain parts of your Profile. Just choose Customize from the Privacy Settings 
menu and select the items you want to hide from certain friends. Then type the friend’s name and click 
Save Settings to keep that piece of information private. Or, if you really don’t want to be bothered by 
someone or to let a person find you at all, you can add her to your block list. Simply scroll to the bottom 
of her Profile’s left navigation column and click Report/Block.  

Figure 2-9. Segmenting friends into lists or groups helps users stay organized and adjust privacy settings more efficiently.
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Profile Applications
Facebook offers a myriad of applications. These can be useful for marketers, because they provide a 
naturally viral vehicle for spreading awareness of your brand. Some apps are designed by Facebook 
and have a more practical utility, such as Photos or Notes. Others are more about fun, like Coke Zero’s 
Facial Profile doppleganger app or Zynga’s FarmVille. Anyone can create a Facebook app, which means 
there are a lot of fun and useful applications available; however, this also means that there are plenty of 
abandoned apps that never worked quite right. 

Most apps are perfectly safe to add to your Profile or Page. However, you should do a little research 
before adding apps from lesser-known developers. Check out star ratings and user discussions in the 
Application Directory (Figure 2-10) to make sure the developer is still maintaining the application. You 
can also see how many active users an app has, as well as what’s new or popular across the site. 

Once you’ve found an application you like, click to add it to your Profile or Page, depending on the use 
and type of app. Some are strictly for Profile use, such as games, while more practical apps, like the 
custom tab developer Static FBML, can be used for Pages as well. 

As Facebook phases out the Boxes tab of Profiles and Pages, applications appear either on their 
own tab, like the Static FBML custom tab, or as a function of a Profile, like Twitter’s status updater. 
Facebook maintains tight control over how and where items are displayed, and some apps are further 
restricted by their developers for optimum viewing. 

Figure 2-10. Profile applications customize a Facebook Profile’s appearance.  
Creating an application can be a great way to market your brand or company.
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Profile Interactions
There are many ways that a user can interact with your brand on Facebook, from a Page to a custom-
branded Application or ad. However, user-to-user interaction is actually a little more limited, despite the 
categorization of Facebook as a social network.

Facebook friendships are two-way connections; that is, a user must request to friend another user and 
wait for approval before they can talk or interact in any meaningful way. Once that connection has been 
established, users can use Facebook Chat as well as Facebook’s private messaging system (which 
works much like email). However, the favorite means of communication for frequent Facebook users is 
Wall posting (Figure 2-11).

Facebook is a site founded on connections but is increasingly moving toward more open channels of 
communication. Heavy Facebook users feed into this change by making many chats completely pub-
lic. Wall-to-Wall postings often read like email or IM exchanges, and the comments for status updates, 
link posts, or photo uploads often run well past a simple note. In addition, the more people post or 
comment, the more other people join in; they want to see what and why everyone is commenting on a 
particular photo or article and join in the fun. 

Figure 2-11. A user’s Wall includes interactions with friends on the site (other Profiles), brands they like (Pages), 
posts to the Newsfeed (status updates), and applications usage.
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Summary
As you can tell, a lot goes into a Facebook Profile. What information you show and how much time you 
spend updating and maintaining it is up to you and will largely depend on your goals for and use of the 
Profile. But the Profile is where it all begins and is a major part of every user’s Facebook experience, so 
it’s vital that you thoroughly understand how Profiles work, look, and relate to one another.

No matter what kind of brand, product, or service you are marketing, you need a firm understanding 
of your target. On Facebook, this means getting back to basics and working from the beginning: the 
Facebook Profile. 

According to Facebook, there are currently over 500 million active users on the site, at least half of 
whom log in every day (Figure 2-12). That means 500 million Profiles that you can use to get data about 
your target audience. In fact, this is Facebook’s biggest selling point: the site actively (some say aggres-
sively) encourages users to fill their Profiles with the type of information marketers are always trying to 
find—all for free. 

Figure 2-12. Consider a snapshot of the average Facebook user. (Infographic by Muhammad Saleem for Mashable.com.)

www.it-ebooks.info

http://Mashable.com
http://www.it-ebooks.info/


33

Summary
As you can tell, a lot goes into a Facebook Profile. What information you show and how much time you 
spend updating and maintaining it is up to you and will largely depend on your goals for and use of the 
Profile. But the Profile is where it all begins and is a major part of every user’s Facebook experience, so 
it’s vital that you thoroughly understand how Profiles work, look, and relate to one another.

No matter what kind of brand, product, or service you are marketing, you need a firm understanding 
of your target. On Facebook, this means getting back to basics and working from the beginning: the 
Facebook Profile. 

According to Facebook, there are currently over 500 million active users on the site, at least half of 
whom log in every day (Figure 2-12). That means 500 million Profiles that you can use to get data about 
your target audience. In fact, this is Facebook’s biggest selling point: the site actively (some say aggres-
sively) encourages users to fill their Profiles with the type of information marketers are always trying to 
find—all for free. 

Figure 2-12. Consider a snapshot of the average Facebook user. (Infographic by Muhammad Saleem for Mashable.com.)

www.it-ebooks.info

http://Mashable.com
http://www.it-ebooks.info/


www.it-ebooks.info

http://www.it-ebooks.info/


35

Facebook Page Basics

A Facebook Page is key to most social media marketing strategies and will more than likely be the cen-
tral point for most of your efforts and promotions. Twitter is great for quick updates, but to get the full 
story, users usually need to click elsewhere. A Facebook Page allows you to provide both in one place, 
while also offering full customization and a variety of interactions. 

Many brands use Facebook tabs in lieu of landing pages on their actual websites, because tabs have 
more built-in social functionality, are easy to update, and are especially helpful for running contests and 
promotions. But even if you foresee offering giveaways through tabs, you should still invest some seri-
ous setup time in Page customization.

Build your Page for success the first time around by populating it with lots of optimized content and 
developing a content strategy to keep it fresh. You can spend as much or as little time as you can afford 
updating and maintaining the Page, and your time input will vary as your goals and use of the Page 
fluctuate. If you fill out the Page completely and make it interesting and engaging early on, however, it’s 
easier to take some time off later.

Chapter 3	
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As you read in Chapter 2, Facebook outlines strict rules about who can have a Facebook Profile. In its 
early years, Facebook was a closed site, accessible only to college students; every user was an individ-
ual person and had a unique Profile. When the site opened up to the public, brands were quick to see 
the potential for reaching people in a new way. At that time, Facebook wasn’t anticipating heavy brand 
participation; the Facebook Ads platform was the only real nod to marketing on the site. So marketers 
turned to the only option available at the time: personal Profiles.

This worked for a while, as small, local brands could fly under the radar. But the upkeep of a personal 
Profile for a nonhuman entity is awkward; the questions are a bit far removed from anything except a 
mascot or spokesperson. What would be the Nike swoosh’s favorite movie? 

As Facebook started to take notice of brands masquerading as people, it created a place on the site for 
them (Figure 3-1), instead of kicking them off for abusing the Terms of Service. These terms state that: 

•	 You will not provide any false personal information on Facebook or create an account for anyone 
other than yourself without permission.

•	 You will not create more than one personal Profile.

Before the site introduced Pages, Facebook’s Terms of Service also specified that only real people 
could maintain a Profile; technically, creating a Profile for your dog was also against the rules. 

Figure 3-1. Facebook’s official Page about Facebook Pages provides helpful hints and tips for Page administrators.
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The Difference Between a Page and a Profile
The easiest way to determine what warrants a Page versus a Profile is to compare the verbs Facebook 
uses to interact on the site: friend versus like (previously fan). You friend the people you work with, went 
to school with, or met at a party. You can’t actually friend your favorite TV show, college mascot, or 
flavor of soda. But you can absolutely like these things; that is what you would say in real life, and the 
action you take on the site. The top Facebook Pages (Figure 3-2) exemplify the types of things that you 
would like, not friend.

That college mascot raises an interesting question. You can’t really friend the chicken that danced at 
football games (although you could friend the guy inside the costume); however, a mascot might have a 
distinct personality, with favorite quotes, books, and movies, just like the questions asked by a personal 
Profile. And of course movie stars, authors, and politicians have all the same favorites as the guy sitting 
next to you on the bus, yet they require a Page as well—at least for their public persona. 

Figure 3-2. Notice the variety of brands, public figures, and interests in the top 10 Facebook Pages by fans. 
(Graphic by www.website-monitoring.com.)
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Here again, taking a hard look at the verb use on the site will help. You’re not going to actually become 
friends with the president. Sure, he has friends and may keep a private Profile for real-life friends, but 
the greater public can only like him on Facebook. Public figures, such as musicians, actors, politicians, 
sports stars, and other people with famous names or faces need to create a Page for public consump-
tion, even though they are, of course, individuals who could also have a personal Profile.

The bottom line? If you’re thinking about doing any type of marketing on Facebook, you need to create 
a Page. As the Facebook Page Directory (Figure 3-3) shows, all types of brands are doing it. 

What Requires a Facebook Page, Not a Profile
Still confused between who needs a Profile and what gets a Page? Table 3-1 offers a simple categoriza-
tion of the types of Pages and their uses.

Table 3-1. A simpler way to think about the many types and categories of Facebook Pages.

Figure 3-3. The Facebook Page Directory provides another look at some of the top Facebook Pages.
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The bottom line? If you’re thinking about doing any type of marketing on Facebook, you need to create 
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What Requires a Facebook Page, Not a Profile
Still confused between who needs a Profile and what gets a Page? Table 3-1 offers a simple categoriza-
tion of the types of Pages and their uses.

Brands Services People Stuff

Sports teams Services Politicians Music

Products Stores Government officials Places

Nonprofits Restaurants Celebrities/ 
public figures

TV shows

Websites Bars and clubs Movies

Organizations Games

Table 3-1. A simpler way to think about the many types and categories of Facebook Pages.

Figure 3-3. The Facebook Page Directory provides another look at some of the top Facebook Pages.
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Types of Pages
Facebook separates Pages into 17 categories and many subcategories, of which the four most 
common are: 

•	 Brands

•	 Services

•	 People 

•	 Stuff

The Facebook Page setup process (Figure 3-4) will guide you through choosing the right one for your 
needs.

It’s best not to get too hung up on the label you choose for the Page; few people will ever see it any-
way. It is displayed next to your name and the number of connections on the search Page, but generally 
users will already know what you do and are simply trying to find your Page. Once they click Like for 
your Page, your chosen category is of little or no consequence to them.

Your choice of category does matter to the setup and display of your information, however. Different 
categories ask different types of questions and display different amounts of information. Click around 
and try a few categories during setup; you can’t change your category or Page name once you have 
created the Page, so take some time in the beginning to make sure the category and information display 
are what you want.

Figure 3-4. This first step to creating a Facebook Page is found at http://www.facebook.com/advertising/?pages.
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Creating and Customizing a Facebook Page
Once you’ve chosen a Page name and category, it’s time to begin customizing your Page and pulling 
in or creating content. You don’t need to publish your Page right away, so you can keep it hidden while 
you play around with designs and applications. 

Because there are so many options for customization, from Facebook apps to custom applications 
that you can design yourself (Figure 3-5), it’s helpful to create a wireframe or basic design of your Page 
layout before you begin. You should also develop a content strategy and posting schedule that includes 
automated feeds from external sites, like an RSS feed from your blog or Twitter page, as well as manual 
updates and responses you post to the Page in real time.

By searching the Application Directory on Facebook, you can find many free applications with which to 
begin customizing your Facebook Page. The official Facebook Page about Pages (found at http://www.
facebook.com/FacebookPages) also offers many tips and resources for Facebook Page administrators, 
who are more commonly called admins. 

Figure 3-5. The back end of a Facebook Page shows all the applications used to customize and display content.
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Static FBML, Notes, and Social RSS are three great, free apps to get you started. With these you can 
quickly customize the look of your Page and start bringing in outside content and adding to your Page’s 
tab structure (Figure 3-6). Keep in mind, though, that a long-term Facebook Page strategy usually 
benefits from a custom application or more extensive customization with Facebook Markup Language 
(FBML).

Static FBML
Use Static FBML to create custom boxes or tabs using FBML (similar to HTML). Although doing so 
requires some coding ability, it’s worth the effort. This application will allow you to design a custom land-
ing tab that tells users what you offer and why they should like the Page.

Notes
An official Facebook application, Notes allows you to pull in a blog feed and automatically post to your 
Wall. This helps you keep a steady stream of content from your website without always having to log 
in to Facebook. You can also post a manual note, which provides more formatting capabilities than a 
standard status update.

Social RSS
Social RSS is another good RSS feed app that you can use to create a full tab display of your blog or 
Twitter feed. If you are a frequent blogger, this app (or one like it) is a necessity. Social RSS enables you 
to display your blog in its own tab just as it looks on your site, as opposed to displaying a snippet on 
your Wall.

Figure 3-6. Popular Facebook Pages make good use of the standard, preset tabs.
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Facebook Page Tabs
Much like a Facebook Profile, a Page has three main tabs: Wall, Info, and Photos. Using an application 
such as FBML, you can create and add custom tabs as well (Figure 3-7). 

Wall
The Wall tab is the standard landing page for your Facebook Page. This is where people can post public 
messages to you or comment on posts, just like for a blog. You can update your status from this tab 
and view older status updates. Any applications you have authorized to post to your Wall, such as RSS 
feeds, will also appear here. Page members can like or comment on any of the posts on your Wall as well.

Info
The Info tab displays all of your company or brand information, such as a mission statement or website. 
The information available on this tab is dependent upon the category you have chosen for your Page. This 
tab can also help you increase your presence in Facebook searches, so be thorough.

Photos
The Photos tab has long been a Facebook staple, but it can be a stumbling block for Page admins. For 
some brands, it is hard to come up with images that people will want to view on Facebook. Product 
shots don’t work on this site; you need to make people want to click through albums. There is a lot to 
look at on Facebook, so get creative with ways to use your product or have fun with your brand.

Figure 3-7. Here’s a slightly more complex usage of Facebook Page tabs.
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Page Applications
A Facebook Page usually comes preloaded with several Facebook-developed applications, including 
Photos, Links, Notes, Discussions, Videos, and Events. Many of these existed on the site even before 
the introduction of Pages or applications, and so it is easy to forget that they are, in fact, Facebook-
developed apps. 

The functionality of these apps is pretty self-explanatory: each allows you to upload or post the content 
they are named for. Thus, they provide the basic structure of a Page and the Page members’ interac-
tions with content. Your Facebook Page marketing strategy should go far beyond these basic applica-
tions, however.

Custom Applications
Facebook allows developers to create all kinds of custom apps. Depending on your size, budget, and 
strategy, you might want to develop your own custom applications for Page member use or simply to 
take full control of tab customization and design (Figure 3-8). Readily available, free applications can 
help you get up and running quickly or add more content, but they provide little control. If something 
breaks, you must wait for the developer to fix it, and you usually have very little say in how content is 
displayed on your Page tabs. Using FBML is one option, but for landing tabs or promotions, it is best to 
design your own applications.

Figure 3-8. This Facebook tab makes use of FBML to add more design elements.
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Custom User Applications
Some applications are designed for user interaction and may be only tangentially related to your brand. 
For example, Coke Zero’s Facial Profiler doppelganger app allowed users to find their online twins. 
Based on the idea that Coke Zero tastes the same as regular Coke, this popular app was fun but didn’t 
really connect the application to the brand. What it did do was allow Coke to advertise to a captive 
audience.

Zappos, on the other hand, created an application that allows users to share their favorite products 
from the online retailer with their Facebook friends. Marshalls uses a custom application to ask Page 
members to unlock their “shopportunity” for a chance to win a shopping spree, while TripAdvisor allows 
users to display all the cities they have visited. Fashion, technology, and travel play well on Facebook 
as applications, but get creative and you can create an application that is both fun and relevant in any 
industry.

Custom Tab Applications
With a custom application, you can create tabs that not only display content any way you want, but 
also include such interactive elements as polls and quizzes, video players, games, and email capture 
forms (Figure 3-9). A custom app like this is ideal when designing a landing tab for a Facebook promo-
tion. Although you can also use Static FBML to create custom tabs, it does not provide the full level of 
customization that an application built to your specifications can offer. 

Figure 3-9. Fashion brand Diane von Furstenberg features a robust, interactive custom tab on its Page.
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Page Optimization
To maximize your return on investment (ROI) on Facebook, you want to make sure you are getting and 
keeping Page members (formerly called fans). This requires applying some basic search engine opti-
mization (SEO) skills and including keywords in your content, for both Facebook and overall organic 
searches, so your Page can be found through the site and on the Internet at large.

Organic Search
Facebook Pages are indexed by search engines. Facebook even has deals with Google and Bing to pull 
its social content for a feature called real-time search. Your Page will be visible in search results, pro-
vided you have optimized it correctly, and can even be viewed by people who do not have a Facebook 
account. 

Facebook Search
Facebook’s internal site search is notoriously picky, but it is getting better. As you might imagine, rank-
ing well in an internal Facebook search is even more important (Figure 3-10). Someone searching for 
your brand directly within Facebook knows what she wants and is almost certain to click Like when she 
reaches your Page.

When optimizing your Facebook Page, focus primarily on keywords and content; Facebook adds the 
nofollow attribute to links, making it difficult to pass on any link power. A good, keyword-rich content 
strategy should be at the heart of your Page optimization plan, as it will help new users find you and 
keep old ones coming back. Of course, also include all the important links to your site so that people 
who like you on Facebook can easily navigate to your website.

Figure 3-10. An example of poor internal Facebook search results for the T.J. Maxx brand.
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Page Optimization Tips
Optimizing your Page begins with setup and continues throughout your Facebook marketing strategy. 
The tips below will help you start your Page on the right path and enable you to better optimize later 
through content and design.

Pick a descriptive Page name and URL.

Choose a good Page name (usually your brand name or tagline) and encourage 25 people to like 
the Page quickly in order to secure your vanity URL. This URL will be in the form of Facebook.com/
YourPageName, so choose something easy to remember and closely tied to your brand. 

Fill out the Info section completely.

Make sure you take your time and choose the right category for your Page. The category you 
choose affects what and how much you can add to the Info tab. Fill out the Info section completely, 
and use a lot of keywords. Also add all of your related websites, including your blog, online store, 
and Twitter page (Figure 3-11).

Use the About box.

One of the most undervalued and overlooked features of a Facebook Page is that little box on the 
left, below the Page’s picture. Prominently displayed on the Wall tab, this box is a great place to 
add keywords to quickly signal what your Page is about to both users and search engines. Plus, 
you can add a clickable link. Just be careful not to exceed the box’s 250-character limit.

These tips will help you optimize your Page during setup. To keep it up to date, ranking highly, and 
attracting new members, however, you also need an ongoing content strategy. 

Figure 3-11. Coach’s keyword-rich Info tab also makes good use of the ability to add links.
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Optimizing Through a Content Strategy
To maintain your rankings and drive new traffic to your Page, you need to constantly populate the Page 
with new content through both automated and manual postings.

Cross-promote content. 

Go beyond just including a link to your website and connect all your web properties with automated 
applications wherever possible (Figure 3-12). RSS feeds from a blog or Twitter, for example, can 
post to your Wall as well as a custom tab. This keeps a steady stream of new content coming in, 
with links back to your site, without a lot of extra effort.

Encourage engagement. 

An important part of a content strategy is driving interactions. Each interaction on your Page, 
whether in the form of liking or commenting, functions as a vote for your Page. The more engage-
ment and interaction on your Page, the higher it ranks. This also keeps it in your members’ news-
feeds; as they interact with new items, their friends will see this and be drawn to your Page. 

Keep content flowing.

The most important part of a content strategy is to keep it going! No one will interact with a stag-
nant Page, and many will click Unlike if you don’t deliver. An automated RSS feed can help, but be 
sure to add some Facebook-specific content as well. This is where you can really drive engagement 
by asking people to comment on photos as part of a promotion or by developing timely, targeted 
articles that encourage sharing. And above all else, respond to Page members on your Wall. 

Figure 3-12. Look for multiple ways to cross-promote content, such as on a Facebook tab, Facebook Wall, and website.

www.it-ebooks.info

http://www.it-ebooks.info/


59

Optimizing Through a Content Strategy
To maintain your rankings and drive new traffic to your Page, you need to constantly populate the Page 
with new content through both automated and manual postings.

Cross-promote content. 

Go beyond just including a link to your website and connect all your web properties with automated 
applications wherever possible (Figure 3-12). RSS feeds from a blog or Twitter, for example, can 
post to your Wall as well as a custom tab. This keeps a steady stream of new content coming in, 
with links back to your site, without a lot of extra effort.

Encourage engagement. 

An important part of a content strategy is driving interactions. Each interaction on your Page, 
whether in the form of liking or commenting, functions as a vote for your Page. The more engage-
ment and interaction on your Page, the higher it ranks. This also keeps it in your members’ news-
feeds; as they interact with new items, their friends will see this and be drawn to your Page. 

Keep content flowing.

The most important part of a content strategy is to keep it going! No one will interact with a stag-
nant Page, and many will click Unlike if you don’t deliver. An automated RSS feed can help, but be 
sure to add some Facebook-specific content as well. This is where you can really drive engagement 
by asking people to comment on photos as part of a promotion or by developing timely, targeted 
articles that encourage sharing. And above all else, respond to Page members on your Wall. 

Figure 3-12. Look for multiple ways to cross-promote content, such as on a Facebook tab, Facebook Wall, and website.

www.it-ebooks.info

http://www.it-ebooks.info/


60

Promoting Your Page
You’ve set up your Page and created a custom tab, and optimized content is flowing. Now it’s time to 
promote your Page and convince people to like it. The best promotions incorporate a combination of 
paid, organic, and incentive offers. Try to use all three; just make sure your Page is ready to be unveiled 
before you start asking people to join.

Paid advertising

Pure and simple: you could buy a Facebook ad. In fact, Facebook hopes you will become not just 
a brand, but also an advertiser. If you have a little money and want to gain members quickly, this 
might be an avenue to pursue. Just don’t rely on it by itself.

Organic promotion

Put links to your Facebook Page on your website and add them to the header or footer of emails 
you send to your email list. Better yet, write a blog post about the new Page and send an email to 
all your subscribers informing them that your new Facebook Page is live. Many people probably 
have been waiting for this; make an event of the launch, and then place permanent links on the site 
and all future email communications.

Incentive offers

We all love free stuff. Offer exclusive information, deals, or discounts just to members of your 
Facebook Page (Figure 3-13). Add this incentive to your launch email or blog post to give people an 
even better reason to click Like. You don’t need to go crazy with giveaways, but be ready to offer 
something. 

Figure 3-13. A variety of promotional tactics, incentives, and continuous new content keeps the Victoria’s Secret 
Pink Page fresh and engaging.
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Promoting Your Page
You’ve set up your Page and created a custom tab, and optimized content is flowing. Now it’s time to 
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paid, organic, and incentive offers. Try to use all three; just make sure your Page is ready to be unveiled 
before you start asking people to join.

Paid advertising

Pure and simple: you could buy a Facebook ad. In fact, Facebook hopes you will become not just 
a brand, but also an advertiser. If you have a little money and want to gain members quickly, this 
might be an avenue to pursue. Just don’t rely on it by itself.
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you send to your email list. Better yet, write a blog post about the new Page and send an email to 
all your subscribers informing them that your new Facebook Page is live. Many people probably 
have been waiting for this; make an event of the launch, and then place permanent links on the site 
and all future email communications.
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We all love free stuff. Offer exclusive information, deals, or discounts just to members of your 
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something. 
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Page Interactions
There are many ways that users can interact with your Page, from the ongoing stream of status updates 
and posts that appear on the Wall to media uploads they can comment on. Custom applications, espe-
cially those designed for user interaction, also encourage clicking. Every interaction works to improve 
your ranking and keep your name high up in the Facebook Newsfeed.

Wall posts

The preferred means of communication for frequent Facebook users is Wall posting, because these 
messages are quick and easy to post (Figure 3-14). They are also open and visible to the public—
great for praise, but not so much for complaints. Be sure to respond quickly here.

Media comments

Members of your Page can view and comment on anything you upload to the Page. Take photos at 
events to encourage liking and tagging when people see themselves, and consider a photo com-
ment contest to get engagement going, especially early on.

Inbox updates

These messages won’t help your Page interaction directly, but you can use them to bulk-message 
all Page members and alert them to important new uploads. Include links to send members directly 
to the content you want them to interact with.

Custom applications

As you design your custom application, be sure to think socially. Provide easy ways for users to 
share the results of your application with friends or invite them to try it as well. Include a Share but-
ton at all stages of interaction with the application so users can post to their Wall and newsfeed. 

Figure 3-14. Wall posts, status updates, and user comments on the Zappos Page encourage interaction. 
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Summary
According to Facebook, there are nearly 500 million active Facebook users, each of whom is connected to 
60 Facebook Pages, Groups, and Events on average. The popular Facebook-focused blog All Facebook 
keeps a running tally of the most popular Facebook Pages, ranked by the number of users who like 
these Pages. At this writing, the top Page is Zynga’s Texas Hold’em Poker, with more than 17 million 
user connections, while the official Page for Facebook is approaching 10 million.

Obviously, Facebook is growing rapidly (Figure 3-15), as are Facebook Pages. Pages are the key to your 
brand’s marketing on Facebook. Whether your goals are search presence, general awareness, customer 
service, or sales, you need to take this social network seriously if you want your Page to succeed.

More and more, Facebook users are expecting brands to be on Facebook. They look at the site much 
the way we looked at the Internet 10 years ago, and are confused when they can’t find their favorite 
store or celebrity. Don’t disappoint your fans with a half-hearted Page. Think of your Facebook Page as 
an extension of your website and put the same amount of time and effort into it.  

Figure 3-15. Facebook hosts over 1.6 million active Pages, with a combined total of 5.3 billion Page members. 
(Graphic by Muhammad Saleem for Mashable.com.)
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Facebook Group Basics

Facebook Groups are often set up by fans of a brand, as is the case with the extremely popular 
Coke bottle Groups that exclaim how much better a bottle is than a can. Groups are much faster and 
easier to create than Pages, which is why many fans are quick to set them up, but they also offer less 
functionality.

Most of your Facebook marketing efforts should stem from a Facebook Page; Pages are the official chan-
nel for brands to reach consumers, as determined by Facebook. Overall, they offer more functionality and 
better opportunities to interact with members. Still, there is some value in using Groups for occasional 
marketing efforts. To help you make the best decisions for your campaign, this chapter explains where 
Groups came from and examines how and when you should take advantage of them.

Chapter 4	
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Groups Versus Pages
Facebook Groups were the first organized way for marketers to message their audience. They were 
quick and easy to set up but provided little to no engagement or customization. Facebook has come a 
long way since then, but many differences between Pages and Groups still exist (Figure 4-1).

Pages are the Facebook-preferred method of corporation-to-consumer interaction. In fact, Facebook’s 
intention is so clear that when the site first introduced Pages, Facebook itself took on the work of con-
verting many official brand Groups into Pages. By migrating power-players such as Apple, Facebook 
hoped that users would learn to like Pages and quickly prefer them to Groups.

Pages are intended to help create relationships with customers or brand evangelists and are better for 
long-term messaging, while Groups are centered on discussions and more temporary topics. For that 
very reason, however, creating a Group is preferable in many situations to using a Page. Groups work well 
when you want to take quick action around a time-sensitive issue, and they’re often used to rally people 
around causes or current events. They can also be effective as offshoots or subsections of your Page. 

Figure 4-1. As this chart by All Facebook shows, Group functionality can vary greatly from that of Pages.
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Groups were intended to facilitate organization and discussion around a particular topic, and they still 
provide a more open space for such conversations. Pages lack the personal aspect Groups excel at; 
joining in a Group feels more like belonging than just liking a Page does (Figure 4-2). Groups are also 
often much more targeted than Pages, which gives them a more active and engaged member base.

More Personal Messaging
Groups can have an unlimited number of members, but you can message members only as long as the 
Group has a membership of fewer than 5,000 people. Those messages are very powerful, because Group 
messages are sent directly to members’ inboxes, just like messages from a friend. A Page admin can send 
only Page updates that go to a separate, more hidden inbox specifically for Page messages. 

Better Event Management
Because Groups are maintained by real people, they are better suited for managing Events and have 
more Event functionality, such as messaging attendees. Group content is also now included in the 
Facebook Newsfeed, something once exclusive to Pages. This is a major factor in retaining members 
and driving engagement.

Groups are not, however, able to customize as much content, add applications, or select a vanity URL. 
This prevents them from ranking as highly in a search. Facebook also continues to more heavily support 
Pages through promotion widgets, ads, and development resources dedicated to improving Pages for 
both admins and users.

Figure 4-2. Photo albums are very popular with Groups because they bring a more human element that Pages lack. 
This local Group posts photos of members at events.
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Groups were intended to facilitate organization and discussion around a particular topic, and they still 
provide a more open space for such conversations. Pages lack the personal aspect Groups excel at; 
joining in a Group feels more like belonging than just liking a Page does (Figure 4-2). Groups are also 
often much more targeted than Pages, which gives them a more active and engaged member base.

More Personal Messaging
Groups can have an unlimited number of members, but you can message members only as long as the 
Group has a membership of fewer than 5,000 people. Those messages are very powerful, because Group 
messages are sent directly to members’ inboxes, just like messages from a friend. A Page admin can send 
only Page updates that go to a separate, more hidden inbox specifically for Page messages. 

Better Event Management
Because Groups are maintained by real people, they are better suited for managing Events and have 
more Event functionality, such as messaging attendees. Group content is also now included in the 
Facebook Newsfeed, something once exclusive to Pages. This is a major factor in retaining members 
and driving engagement.

Groups are not, however, able to customize as much content, add applications, or select a vanity URL. 
This prevents them from ranking as highly in a search. Facebook also continues to more heavily support 
Pages through promotion widgets, ads, and development resources dedicated to improving Pages for 
both admins and users.

Figure 4-2. Photo albums are very popular with Groups because they bring a more human element that Pages lack. 
This local Group posts photos of members at events.
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Groups Can Be Good—Sometimes
Groups do have some value. They’re quick and easy to set up—great when you’re in a pinch, but not 
so great because of all the spammy, discarded Groups that litter Facebook searches. The ease of use 
for Groups is what makes them appealing, but also what makes them seem untrustworthy. 

While a Page may seem daunting to manage, a Group can be an easier way to transition into Facebook 
marketing. Unlike Pages, Groups allow their admins to send out mass invites to join a Group. Again, fast 
and easy but also annoying. When something big hits fast, Groups can be great, but you should not use 
them for an overall, long-term marketing strategy.

So when is it OK to use a Group? According to Facebook,“Groups and Pages serve different purposes 
on Facebook. Groups are meant to foster Group discussion around a particular topic area, while Pages 
allow entities such as public figures and organizations to broadcast information to their fans. Only the 
authorized representative of the entity can run a Page” (Figure 4-3).

Facebook has also started to offer additional functionality for Groups, making them appear more like 
Pages and displaying content in the Facebook Newsfeed. While this might sound like good news to 
some, a large Group can quickly become unwieldy, and many admins are finding it easier to message 
Group members to switch to liking their Pages instead.

Figure 4-3. Groups are intended to foster discussion, as this one does with technology topics.
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When You Want a Group
Groups are often faster and easier to set up than Pages. They also offer a more personalized and con-
trolled atmosphere for conversation. As a marketing tool, a Group is a better option when:

Time is a factor.

Groups are helpful for time-sensitive initiatives (Figure 4-4) that need to reach critical mass quickly. In 
a global Group, any Group member can send bulk invites to his friends, which can be helpful for viral 
marketing. Beware of overusing this feature, however, as those invites may be perceived as spam.

You need control.

Groups also offer more control over who is allowed in or out, while Pages are open to everyone. A 
Group can be open just to a particular school or work network, or to all of Facebook. You can also 
require permission for joining a Group so that everyone must be approved by an admin (but can see 
some Group content before requesting to join), or you can make the Group completely secret and 
visible only to those you invite. This makes Groups helpful as a separate subsection of your Page, 
perhaps for your biggest brand supporters.

It’s personal.

All around, Facebook Groups provide a feeling of more personal interaction. Groups are directly tied 
to the person who administers them, and that Profile name will appear on the Group, unlike a more 
anonymous Page, which could be manned by any number of people. Some find this personal con-
nection a welcome change in the digital world, especially when dealing with more sensitive topics or 
emotional issues, like health questions or life-changing events.

Figure 4-4. Rallying people to take action is often easier to achieve with a Group,  
like this one hoping to bring the UFC back to Vancouver.
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Creating a Group
When you need to promote something quickly or are looking to foster a stronger sense of community, 
a Facebook Group may be the way to go. To create a Group, go to the Groups application and click 
Create a Group in the upper-right corner of the Page. All Groups require a Group name, description, 
and Group type. You cannot edit the network of a Group after it is created, so think carefully before you 
begin.

Keep It Global 
To get the maximum reach and value out of your Group, you need to ensure that anyone who wants 
to can join without having to be approved by an admin. You also want them to be able to invite their 
friends, as this cuts down on the work for you and allows you to focus on building content that people 
want to share. When setting up your Group, make sure you create it as a Global Group (Figure 4-5) so 
it is visible to all of Facebook, and set its access to Open, allowing members to invite friends. Members 
should also be able to post and share links and media on the Group Page. On the other hand, if you are 
using a Group specifically for its privacy controls, you may wish to keep the Group closed so you can 
approve members. 

Figure 4-5. You can fine-tune a lot of the settings for your Group. Keep them global and open to maximize your reach.
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Fill Out All Fields
As with Pages, you should include as much information as possible when setting up your Group 
(Figure 4-6). This thoroughness is what truly separates a successful, professional Group from a spammy, 
I-lost-my-phone, give-me-your-numbers Group. Don’t go overboard with lengthy text—stick to basic 
web-reading principles—but don’t leave anything blank, including the image field.

Use Proper Grammar, Punctuation, and Spelling
Setting up a Group may be faster than creating a Page, but it requires the same amount of care. The 
biggest tip-offs that a Group was hastily put together are spelling and grammar errors. If a potential 
member’s first impression of your Group is that it’s full of errors, she will assume future content won’t 
provide much value either. Proofread your description.

Include Keywords for Easier Searching
Groups don’t provide as much content to crawl as a Page, but they are indexed by search engines as 
well as by Facebook searches. When filling out your Group description, be sure to include keywords. 
This increases the chance that a potential member will find your Group while searching for similar topics, 
organizations, or events. The same goes for creating a Group name; think of keywords people would 
associate with your content or the purpose of the Group.

Figure 4-6. Provide a detailed description of your Group, and be sure to include links and keywords.  
This will help people find the Group and convince them to join right away.
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Managing a Group
Once your Group is set up correctly, you need to start adding members and posting content. Read 
Chapter 9 for more ideas on posting, and keep in mind that the goal of a Group is to start conversa-
tions. Many of your duties as an admin will center on monitoring discussions and encouraging com-
ments where necessary (Figure 4-7).

Use with Profile or Page
When Facebook first introduced Pages, it offered Group admins the option of automatically transitioning 
members into fans. As a result, many brands now have a single presence on Facebook, in the form of a 
Page. To launch a Group, however, you need a parent Profile—that is, the Profile of a single person who 
will administer the Group. The parent Profile gives you a base from which to invite people and provide 
that human connection.

Don’t Make New Friends
Since a Group cannot exist on its own, you’ll use your Profile to invite at least the first batch of mem-
bers. That makes it tempting to start sending random friend requests to a bunch of people you don’t 
know. Inviting unknown members goes against Facebook’s Terms of Service and will very quickly get 
you banned. If you do want to add a few new people, make sure you include a personal message in 
your potential friend request explaining how you found them and why you want to be friends. 

Figure 4-7. The BU Young Alumni Group is a good example of a Group that is connected to a Page and really 
focuses on building a community for alumni.
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Segment Friend Lists
If you use your Profile to invite the first few Group members, it will be helpful to segment your friends into 
relevant lists for future marketing purposes. You can label people as already invited (so you know not to 
try again) or based on their interests. If you run a restaurant, for example, make a list for your vegetarian 
friends so you can message them with special information about vegetarian meals and specials.

Incorporate Events
Events and Groups have a greater reach than other elements on Facebook, as they have built-in pass-
it-on functionality (Figure 4-8). Include a brief introduction with your Event invite and keep it as open as 
possible. Allow guests to invite other people and post their own videos, links, and photos. These can be 
physical or virtual events, just like with a Page.

Send Messages
Group messaging is more useful than Facebook Page messaging, because Group messages are deliv-
ered to the recipient’s inbox just like those from friends. You can quickly keep all members up-to-date 
on Group news, events, and information by selecting Message All Members and drafting your message 
like any other private correspondence on Facebook. Keep in mind that this works only if your Group has 
fewer than 5,000 members. But when you use Message All Members in conjunction with your seg-
mented friend lists, you can deliver very targeted, relevant messaging.

Figure 4-8. Groups are a great place to post events, both real and virtual.  
This local gym uses Group events to motivate members.
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Participate and Post New Content
Unlike Pages, Groups can have many separate privacy settings. For maximum engagement and effec-
tiveness, you want to keep the Group Wall, photo, and video restrictions open to encourage content 
sharing and discussion. Groups are centered on conversation, and you need to keep the discussion 
going. But allowing posts will only get you so far—post thought-starter questions and links yourself. 

To create a Group that retains members, particularly engaged members, you need to keep the content 
fresh. A Facebook Page can be automatically updated. For your Group to compete, you need to provide 
interesting, valuable perspectives or information to members.

Post Links, Photos, Videos
Besides providing fresh content, frequent posting keeps members engaged and allows for greater inter-
action (Figure 4-9). Post links to external sites or to other parts of Facebook, and ask questions about 
the content found there, like in a book club. You can also post photos or videos on related topics or 
from actual real-life Group events.

Group functionality is limited, so make the most of what you’ve got. Groups are set up more like Profiles, 
so photos, links, and videos are the best ways to bring in external content or brand look and feel. This 
means that you will rely on content for customizing a Group and breaking through the clutter. Remember 
to keep the discussion going and post frequently.

Figure 4-9. Some Groups, like this one that helps members reminisce about the ’90s, naturally get a lot of posts. 
Others may require more encouragement from admins.
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Monitoring and Managing a Group
A Group admin controls the membership and content of a Group. As an admin, you can send mes-
sages to the Group, appoint other admins and officers, and edit Group info and settings. You can also 
remove current members and remove inappropriate posts or uploads.

You may have fewer opportunities to customize a Group, but the lack of applications to interact with 
and showcase content actually means you’ll have to monitor and moderate the Group more carefully. 
The only interaction people can have with a Group is to post content, so there’s a higher likelihood you 
will need to answer questions or remove spam (Figure 4-10).

Removing Content
Develop a removal or response strategy, just like for a Page. Be ready to remove posts that use foul 
language or are overly hateful to your Group’s goal. Also watch for bullying of other members, as well as 
people who post unrelated spam content to the Group Wall.

Encouraging Posting
Managing a Group isn’t just about removing inappropriate posts. You need to keep the content flowing 
and the conversation engaging. Hopefully, your Group will be full of useful content from members. But if 
not, part of your job will be to push them toward posting by asking questions, making introductions, and 
posting links to interesting articles or sites.

Figure 4-10. The ease of creating and posting on Groups makes them a target for spammers.  
Monitor closely and remove offensive or unrelated posts.
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Using Groups to Supplement Your Page
If you like all the bells and whistles of a Facebook Page but appreciate the discussion aspect of a Group 
as well, try doing both. You’ll get the search engine optimization (SEO) and brand buzz benefits of a 
Page, as well as the ability to design tabs and develop applications, but you’ll also be able to create a 
smaller, community-based presence within your Group (Figure 4-11).

Pages allow you to target posts to geographic areas, but a Group enables you to target people based 
on interests. A restaurant chain, for example, could have a Page for its overall brand and Groups for 
each individual location. People can belong to one or both, allowing them to see general news and pro-
motions from the Page, as well as local updates and conversations about menu items and events.

You could also have a secret Group where you invite only your best customers and post special sales, 
promo codes, or sneak peeks of content. Or watch for topics that take off on your Page and create 
Groups around them. If a lot of people are posting about healthy food options on your restaurant Page, 
start a Group just for them. Talk about your healthier options, and how they can modify orders to cut 
calories without losing the restaurant experience.

There are many ways to use a Group as a companion to a Page. Take direction from your members, 
and be willing to experiment. 

Figure 4-11. This Facebook Group connects Boston University Alumni, a subset of the entire Boston University 
faculty, student, and alumni community.
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Summary
Facebook Groups are well suited for marketing around time-sensitive issues and causes. Groups have a 
more close-knit feel and are a little bit simpler to grasp than Pages. The ease of use and intuitive com-
munication tools make them a great place to provide an open forum for members.

Remember, Group participation starts with the admin. Ask questions to get people talking, offering 
stories, and sharing tips. Be careful when this involves sensitive topics or health issues. You don’t want 
false information or family remedies taking over your Group. If that is a concern, a closed Group will 
allow you to approve people before they join and post.

A lot of elements go into even the simplest of Groups (Figure 4-12), but Facebook offers tools to help 
you. Your challenge is to use them correctly. The most important thing you can remember is that people 
only get out of a Group what you put in. Take the time to set it up right, and actively monitor and partici-
pate in your Group. 

Figure 4-12. Groups can be quick to set up, but you’ve got to do it right.  
Always keep the conversation flowing and encourage participation.
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Facebook Events

Using Facebook’s Event functions, you can invite users to any event, be it real or virtual. Events are 
great for rallying Page members around a timely happening, whether it is a sale, movie opening, menu 
revamp, or new product launch. Plus, because Events have a dedicated tab on your Page, Page mem-
bers can easily see what you’re up to.

Events are quick and easy to set up, perfect for creating a quick response to a time-sensitive issue. This 
makes them a no-brainer for inclusion in your Facebook marketing strategy. On the flip side, they are 
also easy enough for anyone else to make, leaving a lot of Event clutter on the site. This makes it harder 
(but not impossible) to use Facebook Events effectively. You just need a little extra effort to make your 
Event stand out.

Chapter 5	
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When to Use an Event
The best way to use an Event is as you would use a printed invitation: when you have an actual event to 
promote (Figure 5-1). Using Facebook to send event information is a lot faster (and cheaper) than print-
ing and mailing invitations to all your contacts.

Facebook Events can also make a great accompaniment to an email announcement or an actual invita-
tion. You may want to send select people an announcement or invitation to a store opening through 
the postal mail (like restaurant reviewers or fashion bloggers) and then follow up with the more general 
population online. Your various contact lists will most likely overlap, but it’s wise to message people in 
different ways to ensure a large turnout. Send an email announcement about an upcoming sale, then 
follow up with a Facebook Event invitation as the date draws near. 

It’s OK to create a Facebook Event for every real-life happening you host. If you have a lot of parties, 
sales, or promotions, you definitely want to use the Events tab on your Facebook Page to promote 
them. Don’t go overboard with actually inviting people or messaging Page members, however. Just 
because you created an Event doesn’t mean you need to invite everyone you’ve ever met. That’s a 
surefire way to drive unlikes of your Page. 

Figure 5-1. Facebook Events should be used for actual events that include a time and a place in the real world.  
They can also be used for virtual events, but be careful not to confuse people.
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Creating an Event
Setting up a Facebook Event (Figure 5-2) is one of the easiest things to do on the site. Perhaps that’s 
why there are so many unfinished and unmonitored Events littering the social network. Don’t contribute 
to the mess: create your Events correctly.

Keep Your Event Public
Make your Event searchable. Use search engine optimization principles to come up with a name, and 
include keywords in the Event description. Think of popular searches or topics that might appeal to 
people whom you want to attend.

Allow Interaction
Keep your Event as open as possible. One way to do this is to allow your invitees to invite other people. 
This opens up your Event to a much larger network. Allow all your invitees to post videos, links, and 
photos of the Event. You can use this strategy to drive interest leading up to the big night and to grab 
content for your Page afterward, when attendees are likely to post photos they took at the Event. 
Encourage conversation among invitees by keeping the Wall open to allow discussion. Don’t forget to 
participate yourself!

Figure 5-2. Give guests as much information as possible when creating an Event.  
Fill out every field completely—they’re there for a reason.
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Breaking Through the Clutter
A lot of people use Events for things like lost phones and silly surveys (Figure 5-3), so correct setup is 
key to Facebook Event success. Events are very easy to spread because other people can pass them 
on and invite people from outside the original creator’s network. This easy transfer also means, how-
ever, that users may be exposed to many Event messages on a daily basis. 

Because most users have caught on to how easy it is to create an Event, you’ll have to make yours bet-
ter than all those pesky phone-number requests. Luckily, most of these “throwaway” Events are riddled 
with typos and not hard to outdo. Here are a few tips to break through the Event clutter:

Upload an image.

The first giveaway that an Event is likely to be a bust is the blank calendar graphic, the Event equiva-
lent of the question mark Profile picture. Upload an inviting image, and you’re already ahead of the 
game.

Fill out all fields.

Accurately describe your Event. This will help with search results, while also demonstrating that 
there is value to attending your Event.

Respond to invitees.

Actively participating in pre- and post-event discussions will help keep people excited and increase 
the chances of their attending. 

Figure 5-3. To break through the clutter of random Facebook Events, be sure to upload an image,  
check for proper grammar, and include lots of keywords.
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Sending Invites
Now that you’ve created your Event on Facebook, here’s the (slight) catch. As a marketer, you should 
be using a Page to talk to your fans on Facebook, but a Page can’t invite people to an Event. Only a 
personal Profile has that capability.

You have a few options here. One would be to break the Facebook Terms of Service and create a 
Facebook Profile for your brand as well. Not only is that not a great idea, but you’ll also waste a lot of 
time and energy. A better solution is to use your own Profile to personally invite some friends you think 
might be interested in the Event. Start small and encourage them to invite their friends. You can also use 
your email list to invite people to an Event. This can be tricky, as you can invite only 100 people in one 
invite blast, and Facebook allows only 300 pending invitations at any given time. Still, your email list can 
be a great way to seed the Event with some of your major supporters.

The good news is that, although you can invite only 100 people at a time, an unlimited number of people 
can RSVP to an Event. So you can create a post on your Facebook Page with a link to the Event or 
send a mass update to Page members (Figure 5-4). As long as you keep the Event open and public, 
members can simply add themselves to the guest list.

Figure 5-4. Because Facebook limits the number of Event invitations you can send, it’s often easier to send a mass 
update to all Page members with a link to the Event and let them add themselves to the guest list.
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Integrating with a Page
Because most of your Facebook marketing will happen directly on your brand’s Page, you’ll want to 
incorporate Events as much as possible. This helps increase attendance and Event success, while also 
showing Page members that you are committed to building a better Facebook experience for them. 
Remember, you want to continually give them reasons to interact with the Page.

Use the Event tab.

When you create the Event, make sure you do so from your brand Page and not your personal 
account. You need to post updates as the brand, not yourself. You also want to make sure that the 
Event tab is prominently displayed (Figure 5-5). If you don’t see it, check the hidden tabs behind the 
arrows on the right of the Page. From here you can drag Events to a new position in the tabs.

Post the Event link on your Wall.

Include a little tease to the Event, and invite your friends to visit the unique Event URL to add them-
selves to the guest list. Promote the Event periodically over the days or weeks leading up to the big 
day, making sure to vary the language you use and the time of day you post in order to maximize 
visibility and excitement while minimizing fatigue.

Send an update to Page members.

Updates are often overlooked (they are somewhat hidden as a subset of inbox messages), but you 
should send one out with an Event link, much like the Wall post. It doesn’t hurt to message people 
in different places.

Figure 5-5. A local restaurant uses Facebook Events to promote special dinners,  
while international clothing retailer Gap advertises its in-store and online sales.
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Promoting Your Event
Setting up your Event correctly—including keywords, images, and open invite settings—will go a long 
way toward organically gaining some attendees (Figure 5-6). While integrating the Event with your Page 
will promote it to your current audience, promoting your Event outside Facebook can help you attract 
new Page members and potential customers. Here are some ideas.

Send an email blast.

Yes, this is still your current customer base, but they may not all be Facebook Page members. 
Emailing an Event gives them yet another reason to click Like for your Page, while also providing 
them with a piece of content that is easy to forward to their friends.

Tweet about it.

Sometimes Twitter and Facebook don’t play nicely with each other, but in this case, it’s OK to pro-
mote a Facebook feature on Twitter. Facebook is really just your landing page. Tweet a link to the 
Event (be sure to use a URL shortener) and encourage people to retweet and invite their friends.

Link it from your site.

If you’re going to host a lot of Events, you should integrate those announcements somehow. 
Add a page to your website just for Events, and direct site visitors to Facebook to sign up for the 
Facebook Event there. This way, you won’t end up with two guest lists or require users to sign up 
for a separate site to RSVP.

Figure 5-6. A well-designed Facebook Event that was used to announce a virtual live-chat event. 
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Promoting Your Event
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Event Follow-Up
At the Event, you’ll get a chance to meet some fans of your brand. After it’s over, you should have some 
great content and stories to share with them. Post this content to your Event page so that attendees 
can see their photos, and people who couldn’t attend this time can see what they missed. A few simple 
uploads will keep them engaged with your brand and also help you immediately begin building excite-
ment for the next Event.

Post photos and video.

Upload any media you gathered at the Event to both your brand Page and the unique Event Page. 
Make sure every Event has its own photo album, video, or both on your brand Page, and clearly 
label and explain the Event (Figure 5-7). You can also link to the Facebook Event Page. Adding 
photos creates social proof and tells people your Events are fun and worth going to. It also keeps 
attendees engaged as they try to tag themselves in photos and share with friends.

Send a thank-you note.

Say thanks for attending in the form of both a status update on your Page and a mass update to 
Page members. It’s a nice touch and a courtesy that still applies in the digital age. You can also 
link to the photos from your Event and encourage attendees to tag photos and comment on their 
favorite part of the night.

Use what you got.

Use the photos and comments from one Event when you plan the next one. Include mentions of 
“the last time” so attendees remember how much fun they had and to entice newcomers to get in 
on the action.

Figure 5-7. A fashion-focused PR firm always makes sure to take photos at an event and upload them to clearly 
labeled Facebook albums. The popular social media blog Mashable does the same at its real-life events. 

www.it-ebooks.info

http://www.it-ebooks.info/


107

Event Follow-Up
At the Event, you’ll get a chance to meet some fans of your brand. After it’s over, you should have some 
great content and stories to share with them. Post this content to your Event page so that attendees 
can see their photos, and people who couldn’t attend this time can see what they missed. A few simple 
uploads will keep them engaged with your brand and also help you immediately begin building excite-
ment for the next Event.

Post photos and video.

Upload any media you gathered at the Event to both your brand Page and the unique Event Page. 
Make sure every Event has its own photo album, video, or both on your brand Page, and clearly 
label and explain the Event (Figure 5-7). You can also link to the Facebook Event Page. Adding 
photos creates social proof and tells people your Events are fun and worth going to. It also keeps 
attendees engaged as they try to tag themselves in photos and share with friends.

Send a thank-you note.

Say thanks for attending in the form of both a status update on your Page and a mass update to 
Page members. It’s a nice touch and a courtesy that still applies in the digital age. You can also 
link to the photos from your Event and encourage attendees to tag photos and comment on their 
favorite part of the night.

Use what you got.

Use the photos and comments from one Event when you plan the next one. Include mentions of 
“the last time” so attendees remember how much fun they had and to entice newcomers to get in 
on the action.

Figure 5-7. A fashion-focused PR firm always makes sure to take photos at an event and upload them to clearly 
labeled Facebook albums. The popular social media blog Mashable does the same at its real-life events. 

www.it-ebooks.info

http://www.it-ebooks.info/


108

Summary
The ease of Event setup creates a lot of spammy or poorly written Facebook Events. You can break 
through the clutter with proper punctuation and grammar, informative Event information, and an eye-
catching image. Also, keep your setting public for maximum Event visibility (Figure 5-8).

To ensure your Event is a success—in real life and on Facebook—use your other marketing channels 
in conjunction with it. Make the most of this simple and free Facebook tool. Promote the Event to your 
email list and on your Facebook Page. Don’t just expect people to find the Event and invite their friends. 
Make sure they know what’s going on, when it’s happening, and that you want them to bring friends.

Figure 5-8. The Starbucks Frappuccino Happy Hour was a widely promoted nationwide event that included a 
public Facebook Event component. 
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Facebook Application Basics

Several years ago, Facebook released a platform that allowed developers to create applications to 
leverage the site’s features and the social information of its users. When a user installs or adds your 
application, the app can display content on his Profile, as well as gain limited access to his information. 
For marketers, applications present an opportunity to create engaging, branded experiences that are 
inherently social. 

This chapter details what you need to know to brainstorm an idea for a great application, as well as how 
to plan for its development. To build an application, of course, you’ll need development resources. You 
could task a programmer at your company, hire one, or learn how to code yourself. Any competent 
developer can learn to work with the Facebook API, but it is not within the scope of this book to teach 
you to program.

Chapter 6	
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Create Inherently Social Applications
“Make it go viral!” You’ve heard the command, but what does it really mean? Confusion about social 
and viral marketing is frustratingly common. Viral is an outcome; it is the result of the successful release 
of a contagious campaign. Contagiousness is not something that can be tacked on as an afterthought, 
but the applications with the greatest chance of going viral tend to be the ones that are inherently social.

While it can be a jarring experience when an application abruptly asks a user to invite others (Figure 6-1), 
the value or enjoyment a user gets from a truly social application often comes directly from her interac-
tion with other people within the app. 

Improve Existing Social Behaviors
Facebook itself has been described as a social utility, rather than a social network, in that it is not a 
collection of people who interact, but a collection of tools that allow people to interact with their existing 
social networks. For many, Facebook is not a place to meet new people; it is a place to connect and 
communicate with those they already know. Users were interacting with their social circle long before 
Facebook existed, and many interactions still happen offline. Facebook is a tool that makes it easier to 
connect with people over long distances or about specific activities or pieces of content (like the photos 
of the party we all just attended).

Figure 6-1. When users install your application, the application asks them for permission to access pieces of 
their personal information.
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One of the easiest ways to design an inherently social application is to identify pre-existing social behav-
ior and make it better. A user is much more likely to use your application to send congratulations to a 
college graduate than in an entirely new kind of social interaction. The latter is entirely possible—it’s just 
much harder from a motivation and marketing point of view. In fact, one of the most popular applica-
tions on Facebook allows users to send one another birthday greetings, an activity as old as birth itself.

Knowing your target audience can help immensely with this. For instance, if you’re targeting mothers, 
you could create an application that allows their children to send them virtual flowers on Mothers’ Day 
(Figure 6-2). Or, if you want to reach new parents, you might build an It’s a Boy/Girl application. Even 
a limited amount of research or knowledge about your prospective users should allow you to create a 
list of popular, pre-existing social interactions they have on Facebook. Once you’ve got a list of those 
actions, decide which fit best with your brand strategy. A cleaning products company would do well 
to build a party-related application with a reminder that they can help clean up the next morning. If you 
have an email list of customers, a simple survey asking them what they currently do on Facebook is a 
quick and easy way to get a ton of great ideas.

Remember that no one wants to socialize about something they perceive as boring (no matter how fas-
cinating you may find life insurance). They want to socialize around themselves and their friends. Work 
hard to position your brand as the one that helps them do that better.

Figure 6-2. Flowers for Mother’s Day is a great example of an application that enhances existing social behavior.
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Learn from Success
Stretching the viral marketing metaphor, you might think of contagious Facebook applications as actual, 
living organisms. If you wished to create a new dog with a certain set of characteristics, you would 
select parents with those traits and breed them. Similarly, you can borrow features and ideas from suc-
cessful applications already spreading in the wild and blend them into something new.

In some industries and niches, you’ll have one or more direct competitors building applications on 
Facebook. In most, you won’t have this luxury. Rather than look for competitors who are selling prod-
ucts similar to yours, look for companies and applications who are targeting the same audiences you 
are. In 2007 and 2008, one of the most popular Facebook applications was the virulent Vampires game 
in which players “bit” their friends to turn them into vampires and gain points (Figure 6-3). Rather than 
risk a potentially unsuccessful new idea, Sony Pictures rebranded the application to promote their vam-
pire movie 30 Days of Night. What if you needed to promote a zombie movie? You might try creating a 
similar zombie application (a few already exist) with your own branded twist.

Figure 6-3. Vampires is a successful application that learned from previous successes on Facebook, including Zombies.
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Approach this borrowing tactic with some caution; you don’t want to be seen as merely copying some-
one else’s application. The key is to inject your brand’s own special spin into the borrowed concept. 
A wind power company, for example, could make a wind-farming version of the most popular app on 
Facebook at the moment: FarmVille. Many popular remix versions of this game already exist and are 
gaining users daily; check out how PetVille, FishVille, and YoVille built differently on the same idea.

You can also look to successful applications (especially games) outside of Facebook for inspiration. One 
of the most popular applications ever developed for Facebook was based on the board game Scrabble 
(Figure 6-4). Don’t infringe on a major brand’s trademark as the makers of Scrabulous did (and were 
eventually sued for), but popular card games, nonproprietary board games, and schoolyard sports are all 
fair game. For example, Zynga’s Texas Hold’em poker is an extremely popular application (Figure 6-5).

Figure 6-4. Scrabble was successfully and popularly translated from its offline incarnation into a Facebook application.
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Clarity, Simplicity, and Speed to Engagement 
Remember that your target users are probably already familiar with using Facebook to socialize and 
aren’t super interested in learning a ton of new behaviors. You should strive to make your application as 
intuitive as possible. One of the most popular Facebook applications of all time is Super Wall, which sim-
ply enhanced the existing Wall back before Facebook itself integrated a range of new features. People 
already understood the concept of a Wall and so there was very little delay from the time they installed 
the application to the time they were using and enjoying it.

Think of your application in terms of friction and inertia. Friction is the amount of time investment, hassle, 
and commitment a user faces when using an application, and inertia is the movitation that user has to 
push through the friction. If your application is the best thing to happen to Facebook since FarmVille, 
and everyone knows this to be true, potential users will have enough motivation to deal with a fairly high 
level of friction. On the other hand, if they’ve never heard of you or your application, it had better be 
pretty easy to set up and get value from. Work to reduce friction and increase inertia.

Figure 6-5. Poker is a social game and the developers of this application built in several touch points where players 
are encouraged to include their friends.
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Integrate with Viral Facebook Features
Facebook is a social network, and as such it contains a wide range of potentially contagious features. 
Users can invite one another to applications, suggest Pages, send messages, and tag people. Most of 
these actions trigger Facebook to send messages to the target user informing him of his friend’s actions 
(Figure 6-6). Users can also post updates to their feed, which is displayed on all of their friends’ home 
pages. Be sure your application correctly utilizes these viral features.

Give users reasons to invite their friends, but be careful not to demand or force users to do this. Build 
in a reason for your application to post to users’ feeds. Mafia Wars players get points when they build 
their crime families by inviting their friends to join the game, and it has become one of the top 20 most 
popular apps.

Don’t fall into the trap of thinking that you can just slap these viral mechanisms onto an app after it’s 
been built. For best results, these mechanisms should be deeply integrated and part of the fundamen-
tal reason for using your app. Don’t design a Facebook application that functions in a social vaccuum. 
Build something where the entire point is to interact with other people and spread the app.

Figure 6-6. Users of your Facebook application can be incentivized to invite their friends to add your application, too.
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Parts of Your Application
An application has essentially three parts or places on Facebook where you can interact with users: the 
canvas Page, Profile boxes (Figure 6-7), and your fan Page. The fan Page is a normal Page dedicated 
to your app, and the functionality there is the same as any other Page. The canvas Page is the central 
place where users will use your app. Profile boxes are sections of your users’ Profiles where you can 
display some content and functionality.

Development
After you’ve come up with an awesome idea for your app, draw out exactly how users will interact with 
it. Don’t worry if you don’t think you can draw; in fact, the worse you are at making pretty pictures, the 
better off you’ll be when creating mockups. Use a pen and paper (markers work great for this since they 
force you to forget the details and focus on the overarching structures) or a digital tool such as Balsamiq 
Mockups, Adobe Photoshop, or even Microsoft PowerPoint. Block out the most important features and 
user actions and get this mockup in front of potential users as early as you can. Even without a function-
ing prototype, you’ll be surprised at how many great insights you’ll get. Draw these fast and don’t get 
too attached to any individual version—you shouldn’t be afraid to throw them out and start over.

Figure 6-7. Your application can display content on users’ profiles.
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Figure 6-8. The development of a Facebook application should be an iterative, cyclical process.
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As mentioned earlier, you probably won’t be developing the application yourself. When you’re fairly 
comfortable with your rough mockups, start talking to your developers: they’ll give you ideas about how 
easy or difficult specific parts of your app will be to develop and maintain. You should also start working 
with your designer at this stage, if you have one separate from your development resources. If you have 
the resources, it’s also a good idea to hire a dedicated user experience and interaction expert.

Facebook is a fluid environment, and you’ll be learning as you build and launch your application, so plan 
to develop in iterations (Figure 6-8). Forget perfectionism; get a minimally functioning application up 
and running as soon as possible and keep working to improve it. The best development methodology 
for projects like this is a variant of agile development, a subject on which you can find any number of 
websites or books.
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Art and Copy
Before you launch the first version of your application, you’ll need to craft some images and text 
(Figure 6-9). The text will be mostly short or microcopy content, including your application’s name, a 
description, and any instructions your users will need to use your app. You’ll also need to create an 
icon. Spend some time and make it good: icons convince users to install and use your application. Think 
of them in the same iterative ways as your development efforts and strive to constantly improve them.

Launching and Promoting Your Application
When the first usable version of your application is complete, you’ll want to start introducing it to poten-
tial users. If you have an existing Facebook community, like a Page, those Page members are perfect 
initial users. Post the app to your Wall. Your Twitter account, blog, or newsletter are also great ways to 
soft-launch your application to users who already have an affinity for your brand. Listen closely for their 
feedback and use it to inform the next development iterations you make.

Figure 6-9. Your Facebook application has several places (including its Page) where you’ll need to create attractive 
art and copy to convince users to install it.
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initial users. Post the app to your Wall. Your Twitter account, blog, or newsletter are also great ways to 
soft-launch your application to users who already have an affinity for your brand. Listen closely for their 
feedback and use it to inform the next development iterations you make.

Figure 6-9. Your Facebook application has several places (including its Page) where you’ll need to create attractive 
art and copy to convince users to install it.
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When your application reaches at least 5 total users or 10 monthly active users, you should submit it 
to Facebook’s Application Directory. The link you’ll need is on your application’s settings Page (Figure 
6-10). In addition to the required 250-character description, you can optionally upload a 75-pixel-square 
logo. Take advantage of both of these opportunities. Describe your application using keywords people 
are likely to search for and provide an enticing screenshot as your application’s logo. 

If you designed your application to be inherently social, your soft launch will form a seed of users who 
will begin sharing it with their friends. In a perfect world, you’ll have done such a good job that this seed 
is all the promotion the app needs to start spreading like wildfire. If that’s not the case, don’t worry. 
Remember that you’re working iteratively and you’ll be constantly making improvements. There are 
several paid options for promoting your application, the easiest of which is to use Facebook’s built-in 
advertising system (check out Chapter 11 for more information on ads). You can also buy ad space from 
one of the Facebook application advertising networks, but it is generally a good idea to start with the 
built-in Facebook ads.

Figure 6-10. This is the screen you’ll see when you add your Facebook application to Facebook’s Application Directory.
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Summary
The most important element of designing a Facebook application is to build social activity directly into 
the fabric of the application. Don’t add on sharing functionality as an afterthought. Figure out what existing 
social behaviors your target users are performing on Facebook, and use your application to facilitate them.

Minimize the time it takes a user to get value out of your application. Reduce, simplify, and clarify your 
application so that the experience of using it is as intuitive as possible, and make sure people are being 
social with your application.

Facebook application development is an ongoing process, and you should strive for the iterative devel-
opment goals of release early and release often. Think about your application as a constantly improving 
work in progress.
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Customizing Your Facebook Page

With so many other brands to compete with on Facebook, it’s crucial that you customize your Facebook 
Page. Your best bet for making your content stand out and get shared is to customize every aspect of 
your Page—from your name and URL to the specific landing tab for new visitors right up to every last 
status update that current Page members see in their newsfeeds.

Facebook is not as simple to customize as your own site, but you can do a lot even when playing by its 
rules. Many other brands are not taking full advantage of the free tools and Facebook-provided func-
tionality available to them, so a little extra effort on your part can go a long way. Because Facebook is 
always changing the exact tools and methods of customization, this chapter explores strategies to make 
your Page stand out from the rest and become a favorite destination for fans without relying on specific 
functionality. 

Chapter 7	
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Page Icon
The Page icon is the first thing current Page members see every time they come to your Page. Its 
thumbnail image is also how you will be represented in the Facebook Newsfeed, where many other 
Pages and friends are also clamoring for attention. Your Page icon must stand out but also clearly rep-
resent your brand and be easily distinguishable in the fast-paced environment of the Newsfeed.

A Page icon is most often a company logo or some variation of it. The perfect size is 200 pixels square, 
which shrinks exactly into the thumbnail without cropping. You can also experiment with an elongated 
icon that is 600 pixels high by 200 pixels wide. In this case, a third of your icon (200 pixels square) 
should be something that can serve as the thumbnail, and you can specify how Facebook crops the 
icon. Maintaining a connection between the Page icon and Newsfeed thumbnail will help you increase 
interaction, engagement, and click-throughs; Page members will immediately recognize your brand in 
the Newsfeed and respond to your content.

Because the Page icon is such an important representation of your brand and of your Page, you should 
take full advantage of the space Facebook allows. A longer Page icon gives you more real estate to 
revamp your Page’s look right on the Wall tab, while a consistent logo area within the icon prevents con-
fusion in the Newsfeed. Many fashion brands (Figure 7-1) use a static logo and timely redesigns of the 
rest of the icon to showcase new looks.

Figure 7-1. Longer Facebook icons provide more real estate to customize your Page on the Wall and Info tab. 
Fashion brands have made good use of this trick.
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Designing Assets and Media
Your Page icon now makes a good first impression, but don’t stop there. Take advantage of one of 
the biggest tools for customization: Facebook tabs. Display tabs host custom content using Facebook 
Markup Language (FBML), and are purely informational. Custom applications tabs offer interactivity 
through media players, forms, quizzes, and games.

Facebook’s downsizing of tab widths to 520 pixels made a lot of Page admins nervous, but it still leaves 
plenty of space to get your message across. Hire a designer or devote in-house resources to developing 
a few custom Facebook tabs. At this writing, tabs are created using FBML, but Facebook has indicated 
it might shift to iframes soon. Either way, you’ll need a little bit of coding ability to get your Page up and 
running, but nothing too strenuous for display tabs.

If you plan to push the limits of Facebook customization, you may need to hire someone to build a cus-
tom application that runs your tab. This is different from a user-facing application like a game; this app 
simply provides additional interactive functionality (Figure 7-2) on the tab.

Although a custom application tab may look cool, it’s also a lot more work, especially as Facebook 
changes guidelines for Pages. If you’re just starting out in Facebook marketing, stick to a simpler tab 
initially and consider a more custom solution as an option for down the road once you see how your 
Page performs.

Figure 7-2. A simple custom tab layout helps direct visitors to your site or other parts of Facebook.  
Keep the look in line with your brand.
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Content
Chapter 8 delves into content optimization and development thoroughly, but the topic bears mentioning 
here as well. Adding and updating content, both in static tabs and as status updates (Figure 7-3), is one 
of the easiest ways to customize your Page and help it stand out from the pack.

Think about your brand and your business. Does it have a voice? Maybe it’s a serious older sister with 
lots of wise information to impart. Or it could be the wise-cracking sidekick who’s always ready with a 
laugh. Your brand has a tone—a personality—and Facebook is a great place to put that personality to 
use.

Content is the most malleable piece of a Facebook Page, so you should really make it count. No matter 
what you are offering on your Page or the tone you want it to take, content customization is key. Find 
someone who can write well, and not just in lengthy emails and web pages. It takes a special finesse to 
make a Facebook update interesting, informative, and noticeable in just 50 words or less.

If you’ve invested in a few general or all-purpose Facebook tabs with room for static content, you can 
swap out this text and keep your Page fresh without going to the trouble of a full redesign. This will help 
you customize your tabs and your Page whenever you need to, even if you don’t have a full suite of 
design resources at your fingertips. 

Figure 7-3. Your posts are what most Page members will see on a daily basis. Give them some personality and 
include photos and links, like ideeli does here.
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Branded Patterns and Days
Ideally, you should be posting new content every day on your Page. Status updates are the easiest way 
to customize and brand your Page. Page members may see them in their newsfeeds or by clicking to 
visit your actual Page. Each post is a simple, quick way to customize your Page through content.

To bring even more personality to your Page, establish patterns and themes for each day. These over-
arching topics allow for flexibility in specific content, while also setting expectations for Page members. 
It gives them something to look forward to, without giving the entire post away. It will also help them 
very quickly recognize your posts in their newsfeeds.

You may have seen the user-generated incarnation of this on Twitter with Follow Friday. Many brands 
have caught on and found great success with the idea on their Facebook Pages (Figure 7-4). Themes 
can be very overt and consumer facing or more subtle. For example, Fan Friday might highlight an 
active Page member, while Trivia Tuesday offers fun facts about your brand or industry. You could also 
try using the theme to guide your content creation. Perhaps Thursday is always the day you give out 
tips, and Wednesday is for contests. Of course, you don’t need to name every promotion as part of Win 
It Wednesday, and the actual terms and prizes can change. Either way, themes can make developing 
content much easier and help your Page members choose their favorite days to check your Page.

Figure 7-4. T.J. Maxx asks Page members to submit their best fashion finds for community voting on Friday.  
The winner gets featured on the Page, and T.J. Maxx gets a lot of Page interaction.
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Exclusive Stuff
You want people to visit your Facebook Page and, ultimately, to visit your website or physical location 
to purchase your product or service. Unless they’re already customers, however, you can’t jump in with 
the hard sell. You need to convince Facebook users to click Like for your Page and then to keep coming 
back. 

Customizing your Page design and content will draw in new visitors, but offering exclusive content 
(Figure 7-5) will keep them coming back. This is also one of the best ways to stand apart from your 
competitors, who either can’t or won’t offer what you do. 

Think about what your current customers like. Discounts and secret sales are an easy opportunity for 
retail Pages, but don’t be afraid to think outside the box. Could you give away a special gift to Facebook 
Page members only? Or offer an off-menu entree they need a secret password to order at your 
restaurant? 

It may sound a little cheesy, but people love to feel special. Exclusivity feeds that feeling and is also a 
very simple way to customize your Page. Your exclusive deal could change every week or rotate once 
every few months. Hide it on a custom tab that requires liking to view, and then promote it sporadically 
through status updates. Most importantly, make sure it speaks to your brand and your Page and offers 
something no one else can.

Figure 7-5. Britney Spears often posts sneak peeks of photos and other media or news first on her Facebook Page.
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Custom Tabs
Facebook has tried very hard to stay away from the overly customizable options that MySpace offers, 
but it does allow you to create your own custom tabs. Tabs are currently restricted to 520 pixels wide 
and cannot contain autoplay content; any interactive functionality must be click-to-engage. Although 
you are constrained to customizing just a few tabs, you can do quite a bit in that limited area.

If you don’t have much coding experience or the resources to hire someone who does, start with a 
basic tab with a few static images and text. Many free applications provide the basic shell of a tab and 
enable you to customize within it. Static FBML is the most popular of these, but as mentioned previously 
Facebook has indicated that it might move toward iframes in the future, so keep that in mind.

Other apps help you create a tab by repurposing existing content. Social RSS is great for pulling in a 
blog or other RSS channel. The app creates a tab that requires you to enter only a little intro text, a 
headline, and an RSS feed. Involver, a paid service, also offers a suite of Facebook tab tools that require 
little to no coding ability (Figure 7-6).

Of course, if you want a fully customized tab, you can build your own application to run the tabs on your 
Page and have total control over the content display and functionality. This may need to be outsourced, 
as it requires design and development knowledge.

Figure 7-6. The New York Times uses Involver to power a simple yet effective custom tab on its Facebook Page.
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User Applications
Building an application to fully customize your Page tabs is great—for you. But you can also build a 
more functional and engaging tab that users will enjoy (Figure 7-7). Creating an application that is fun 
but relevant to your business can be challenging, but once you have an idea, it can be a great way to 
market your company on Facebook.

Applications designed for users need to be fun. Often, they are downright silly. Many people use 
Facebook to kill time, so games and trivia apps are popular. Look at FarmVille, Mafia Wars, or Brain 
Buddies for inspiration on what you could add to your tabs. Photos are also a big part of Facebook, so 
applications that allow you to design or decorate photos are usually a hit. Apps like Funny Photo Widget 
and Picture Frame display albums in cool, unique ways. They also get a lot of traction because people 
enjoy posting photos to their Walls and newsfeeds, promoting the app for free.

At the heart of it all, Facebook is about people’s unique likes and interests, as represented by their 
Profiles. Applications that capitalize on the often narcissistic tendencies of frequent Facebook users, and 
create an experience tailored to them, work well. Discovery Channel’s Shark Week app made a mini-
memorial out of information pulled from a user’s Profile, as did a CSI crime scene application. 

Whether it’s photos, games, or personal experiences, all these apps have one thing in common: they 
are made for the users, not the brands. That makes them fun to use and quick to spread, which in turn 
helps the brand.

Figure 7-7. Starbucks created a simple member benefits application that lets you earn rewards at its stores,  
without having to leave Facebook to sign up on its website.
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Summary
Some say that Facebook’s rules for users are too rigid, in particular those for brands managing Pages. 
While the site does impose some restrictions, Facebook actually offers marketers a wealth of possible 
opportunities for customization and interaction with fans (Figure 7-8). You may not always have the 
freedom you desire, but Facebook’s decisions are based on careful scrutiny of how users navigate and 
interact with the site and will help you reach your goals. 

You don’t have to compete with all of the big brands, just know that they are there. Take cues from what 
they do and find ways to make those things work for you. Keep on top of the latest trends and updates 
on the site, and never stop listening to your Page members. They are the most valuable asset you have 
and will let you know how and where you can better customize your Page to meet their needs.

Figure 7-8. Facebook’s own Page about Pages demonstrates how to customize your content without a lot of fuss.
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Developing a Facebook Content Strategy

Given the restrictions Facebook places on Page design, content is the easiest—and often most 
effective—way to differentiate yourself from competitors. Facebook’s power lies in its huge number 
of users, but this also creates a high volume of posts. To reach these potential customers or brand 
enthusiasts, your content must stand apart from the rest. Because content is a core piece of a suc-
cessful Facebook marketing campaign, this chapter explores ways you can create and optimize it for 
Page members, while at the same time improving your placement in both Facebook and natural web 
searches.

Chapter 8	
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Competing with Other Content on Facebook
The average Facebook user has 130 friends and is connected to 80 community Pages, Groups, and 
Events. Yet this is only a fraction of the 900 million people, places, and things that he could interact with 
on Facebook (Figure 8-1). Considering the more than 30 billion pieces of content being shared across 
the site each month, you can understand clearly why content is a key factor in your Facebook marketing 
strategy. Obviously, there’s a lot that the average user is seeing on a daily basis. But this average user 
also creates about 90 pieces of content every month—posting links to news stories or blog posts, writ-
ing notes, uploading to photo albums, creating Events, writing on friends’ Walls, and more.

Since Facebook imposes so many design restrictions, content is the best way to market yourself to 
potential Page members (and future customers), as well as to keep current Page members and custom-
ers engaged and entertained. On the other hand, you must also combat the fatigue many users feel at 
seeing a never-ending stream of their friends’ lunch orders, random thoughts, and recent likes.

Figure 8-1. There are 900 million people, places, and things that a user can interact with on Facebook.  
More than 30 billion pieces of content are shared across the site each month. (Graphic by The Blog Herald.)
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Develop a Content Strategy
A well-thought-out content strategy is the only way to approach Facebook marketing and not drive 
yourself (and Page members) crazy. It’s tempting to just post whatever strikes you that day, but this can 
quickly become overwhelming, especially when you are competing for attention in a crowded newsfeed 
(Figure 8-2). A content strategy will help you refine your goals for Facebook. These goals will drive the 
frequency of posts, as well as their topics or types of content.

Establish Goals 
What do you want to do on Facebook? Are you trying to engage people who currently prefer and 
use your brand? To attract new Page members who already use your service but don’t know you’re 
on Facebook? To sell your product or generate leads? Chances are that you said yes to all of these, 
but they are four different goals that work very differently on Facebook than elsewhere on the Web. 
Facebook is a social network, and while some people will be receptive to sales pitches, the majority are 
there to talk to friends and connect with brands they really, truly love. To be one of those brands, you 
need to follow the unofficial Facebook rules of etiquette. That means posting quality information with a 
frequency and style that matches Facebook: fast and fun. You can tell people about the things you sell, 
but you’ve got to strike a balance between interesting or exclusive information and sales links.

Figure 8-2. A typical newsfeed is cluttered with content from Facebook Pages, friends, and applications.  
A content strategy can help bring order to your posts.
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Determine Frequency
Most Facebook users expect a Page to post new content at least once a day (Figure 8-3). Some prefer 
a higher volume of posts; others cite this as a reason for unliking a Page. You can’t please everyone, but 
the upside to posting frequently is that more people will catch it in their newsfeeds. 

Think about time differences and behavior patterns when posting. If you always post first thing in the 
morning, many people will miss it as they’re on their way to work. They may not even be awake, espe-
cially if you are on the East Coast and have Page members several hours behind you. You don’t want to 
simply repost things over and over, however, because at some point, people will go to your actual Page 
and see a Wall of repeat posts. Vary your language and the way you handle a subject.

The top 10 most popular Facebook Pages post an average of 1.7 updates per day. Of course, they 
also have an average of over 15 million Page members already. If you are working to attract new Page 
members, you should probably be posting more frequently, at least in the beginning, in order to quickly 
populate your Page with great content that will attract return visitors and help you move up in search 
rankings. 

Consider posting once a day at the bare minimum, and aim to post three to five times a day if you have 
the content and resources to support it.

Figure 8-3. The top 10 Facebook Pages average just 1.7 posts a day. The most popular Page,  
Zynga’s Texas Hold’em Poker, often posts five times a day.
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Set Patterns and Common Topics
Even if you post only once a day, that’s a lot of extra content you need to create each week. Without a 
sound strategy, the task of creating and posting new content daily can become pretty daunting. What do 
you want to talk about every day? More importantly, what will people want to listen to and interact with?

Keep writer’s block at bay by creating daily features and standard topics for each day of the week 
(Figure 8-4). This way, when you attempt to write a Monday post, you know the general theme it should 
follow. A narrow focus actually makes it much easier to write plenty of fresh content and meet your goals.

Having set patterns for content will also keep your Page members engaged as they learn their favorite 
days for information. You might designate Monday as the day to provide insider information or exclusive 
Facebook content, such as new store openings, upcoming menu changes, or future product launches. 
Tuesday might be a day to do more general tips related to your industry, and Wednesday might be con-
tests and giveaways. The actual content always changes, but the topic stays the same. Using a pattern 
keeps you organized and jump-starts the content creation process, while also conditioning Page mem-
bers to check back on their favorite days, thereby increasing their likelihood of sharing your content.

Figure 8-4. Marshalls sets expectations and builds excitement around recurring Friday fan promotions.
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Create a Content Calendar
Setting topics and patterns is a lot easier with the help of a content calendar that allows you to clearly 
see the dates and days of the week (Figure 8-5). Similar to an editorial calendar but ideal for social media 
posts, a content calendar is the best way to stay organized and meet your goals. You can develop one 
exclusively for Facebook or incorporate other sites (like Twitter) to keep the various networks in sync. 

A content calendar can be as simple or as complex as you make it. At its very core, it is merely a place 
to create content ahead of time and map it to days, posting frequency, and topics. Calendars will keep 
you on track even on the busiest days. Yes, you can write content ahead of time and release it when 
you are ready. Really. A certain amount of social media actually can be planned or timed. If your goal 
is to post once a day or more, it is essential to map your posts in a content calendar ahead of time. 
Of course, be ready to add or move content to react to questions or current events. Still, you should 
always have at least one good post ready to go. 

A calendar also enables you to keep a record of the posts you’ve made in the past, preventing repetition. 
With such an archive, you can even track traffic and interaction patterns against content.

Figure 8-5. A content calendar can help you stay organized and on-topic.  
This one includes both Facebook and Twitter for cross-post continuity.
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Optimizing for Both Facebook and Search Engines 
You’re probably familiar with search engine optimization (SEO) tactics for improving your website’s 
search rankings in Google and other major search engines. But have you thought about how to incorpo-
rate social media into your search strategy?

Facebook can be a valuable asset for search results. The volume of content and variety of places to add 
keyword-rich content can help you attract new Page members on Facebook, while providing more natu-
ral search results (Figure 8-6). Facebook is indexed by search engines and also has deals with Google 
and Bing to display social search results that include posts from your friends. 

Facebook’s search is not always the greatest at displaying results, but the site’s working on it. 
Counteract its shortcomings with some rockstar SEO to ensure that people looking for your name or 
service can find you. Misspellings are especially important to account for on Facebook.

In the more general natural-search realm, a well-optimized Facebook Page can help you overtake 
a competitor by providing a second set of Pages (in addition to your own website) to display on the 
search results page. This can also be helpful when you’re looking to do some reputation management. 
A Facebook Page can also give you the opportunity to add a few more keywords that didn’t work as 
well on your website.

Figure 8-6. Sample sale website ideeli’s Facebook Page ranks higher than competing coupon sites in Google results.
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The Easiest Places to Put Keywords
The same SEO rules apply for Facebook optimization as for traditional search engines such as Google. 
Keywords should always be in text fields, and the higher on the Page, the better. Three of the best 
places are:

Page name 

Your Facebook Page name or title is one of the first things both users and search engines see. 
Create a keyword-dense title, but make sure it’s clear who you are and what you do. Your company 
or brand name is usually the most effective title (Figure 8-7).

URL

You can also choose a vanity URL for your Page, which is another great place to include branded 
keywords like your company name. Facebook Page URLs are a large part of optimization, as con-
tent space is limited.

The Info box

This small, 250-character box located below the Page icon is an underused gold mine for both traf-
fic and SEO purposes. It’s one of the first things a current Page member sees when looking at either 
the Wall or Info tab. The keywords you use in the Info box can go a long way in search. With its 
prominent placement, the Info box is a great place to optimize a little info about your Page, because 
it’s the highest place in the Page code that allows custom text. You can even put a clickable link in 
there. You just need to include the http:// part first.

Figure 8-7. Gilt Groupe keeps it simple with a Page name and URL that match its brand name.  
The Info Box includes keywords about what Gilt Groupe offers.
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Using Keywords on Facebook Tabs
The Facebook tab structure creates a helpful hierarchy of information and the ability to add lots of 
keyword-rich content. Facebook offers several standard tabs for your Page, including the Wall, Info, and 
Photos or Videos tabs. You can also add your own custom tabs.

Default landing tab

Facebook allows you to choose a specific landing tab for new Page viewers. This is the first tab they 
see, and its primary goal is to encourage them to click Like for the Page. It is also the first Page crawled 
by search engines. This default tab can be a custom tab you create, so make sure it contains relevant 
text that explains to both search engines and Facebook users who you are and what you do. 

Info tab

The standard Info tab has fields containing important descriptive data about your Page. It’s important to 
fill out all fields, as they provide an opportunity to include keywords and links for both local searches in 
the Location field and more general product or service queries in the Company Overview section. The 
specific fields present will vary by Page category, so choose the category that best fits your needs.

Custom FBML tabs

Facebook Markup Language (FBML) tabs can hold lots of keyword-rich text. You can also include 
images and links to design the Page and push to more relevant content on your site (Figure 8-8). Adding 
content tabs to your Page is a great way to drive a ton of traffic in both natural and Facebook search. It 
also opens up the opportunity to rank for more keywords, including Facebook-specific terms.

Figure 8-8. The ASPCA uses a simple yet emotional image on its default landing tab to draw in users.  
Its tab also has lots of text to ensure it ranks highly and drives maximum traffic. 
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Other Content 
It almost goes without saying, but it’s important to continually share interesting content on your 
Facebook Page and always use all available descriptive fields on each type of content shared. This 
advice extends past static tabs and into the ever-changing world of status updates and media uploads 
(Figure 8-9). Facebook allows nearly every piece of content to be indexed by search engines, so use 
the tabs, tools, and input fields that Facebook provides to your full advantage. Here are a few content-
specific tips:

Media

Post photos to multiple albums and include keyword-rich descriptions of the album and each photo. 
Every event or topic should have its own album for easier searching. Allow Page members to post 
their own photos and comment on or tag your uploads.

Events

Use the Events feature for both real and virtual events. Always fill out all fields with a full description 
of the event, and make it open to the public. See Chapter 5 for more information on Events. 

Status updates

There is a lot of debate about the extent to which updates help with search engines, but it’s clear 
that they are a big factor in Facebook searches. Take your time when planning content and include 
keywords; this is the bulk of what Page members will see on a daily basis. You can also add a dis-
cussion forum to your Page for even more frequently updated content.

Figure 8-9. Victoria’s Secret Pink includes videos, photo albums, and links in its status updates.  
It includes captions for every piece of media uploaded and frequently creates public events.
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Increased Interactions
User interaction is a crucial yet elusive factor in optimizing your Facebook Page and improving search 
presence. Facebook views interactions with your Page (likes, comments, and posts) much like a search 
engine views links pointing to your site. A user interaction is a vote for the content of your Page (Figure 
8-10) and helps Facebook rank it higher in its search—and, ultimately, helps your Page rank higher in 
search engines as well.

Facebook’s focus on user behavior and interaction extends to visits, clicks, and Event RSVPs as well. 
The exact weight or algorithm the site uses to calculate interaction is unclear, but the higher the engage-
ment on your Page, the higher you will rank in Facebook searches and the more prominent your place-
ment in a suggested search. 

The predictive search field can most closely be likened to the first page of Google results. Most users 
never go to the actual Facebook search Page. When a user begins typing in the search box (at the top 
of every Page), Facebook will suggest friends, Pages, applications, or Events based on her past behav-
ior, the behavior of those she is connected to, and optimization of Pages.

Encourage interaction on your Page by posting frequently and including lots of content that asks users 
directly to interact. Link participation to prizes: to win, users must vote on photos by liking them or com-
ment on your Wall or posted update. Even without providing an additional incentive, you’ll find interac-
tion will spike when you end a post with a question like “What do you think?” Try it—the difference will 
surprise you. 

Figure 8-10. Victoria’s Secret Pink’s strategy has paid off, as the company often receives upward of 5,000 likes or 
1,000 comments. 
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Summary
The key for Facebook marketing is to keep your Page in the Facebook Newsfeed so that Page mem-
bers see it, and also to provide content that makes them want to comment, like, or share it. When a 
user interacts with your content, his friends will see it in their newsfeeds as well, thereby expanding your 
reach. Optimized content also improves your ranking in both organic search engine results and internal 
Facebook search results, allowing people actively searching for related terms to find you. 

Search engines index social sites like Facebook, so a well-optimized Facebook Page will give you 
another listing in search results for your company and related industry or service terms. Google and Bing 
also pull real-time search results from Facebook, so status updates and other timely content could put 
you on the first page of a search engine results page. Good, keyword-rich content is what fuels both 
search engine results and Page Member interaction (Figure 8-11). Additionally, interactions on your 
Page help improve your search rankings, as they demonstrate proof of the Page’s quality much like a 
link would outside in the natural-search world.
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Summary
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Cross-Promoting Content on Facebook

Given its status as the world’s largest social network, Facebook is one of the most important and com-
mon ways people share content with their friends on the Web. As such, it represents an amazingly large 
audience for your off-Facebook content. Even when you’re creating content outside of Facebook on 
your own site, you should strive to encourage sharing. Cross-promoting content and driving traffic from 
your website to your Facebook Page (and vice versa) is an important part of a Facebook marketing 
strategy. This chapter demonstrates how you can promote your blog and website content so that it gets 
shared on Facebook.

Chapter 9	
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Least Shared Words
If you’re used to writing for Twitter, the most important thing to remember is that you’re dealing with a 
much more mainstream audience on Facebook. Topics that entice your typical social media geek won’t 
even raise a Facebook user’s eyebrow. Avoid writing about every new iPhone app, Google’s every 
move, or the latest social media fad (Figure 9-1). Of course, if something genuinely newsworthy (and 
applicable to the nongeek masses) happens in these spaces, then feel free to write about it—just don’t 
do it every day. 

While people might be interested in reading reviews of products they’re thinking of buying, they’re not 
very likely to share those reviews with their Facebook friends. It also appears that Facebook users aren’t 
big fans of controversial Company-A-versus-Company-B comparisons.

Figure 9-1. Inclusion of these words tends to correlate to an article being shared less than the average on Facebook.
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Meta Mentions
The practice of meta mentions, in which a user talks about Twitter in a tweet or about Facebook on 
Facebook itself, produces mixed results. Articles mentioning both Twitter and Facebook did pretty well 
on Twitter (Figure 9-2). On Facebook, however, articles about Twitter did very poorly, but writing about 
Facebook itself performed much better. People who are using Facebook are likely to have at least a 
passing interest in it and probably have some friends who are interested as well. Content about or men-
tioning Facebook gets shared pretty well across the site itself.

Again, keep in mind that Facebook users are, by and large, not social media geeks, so avoid consis-
tently writing about social media itself. To that end, for content about Facebook to be shared far and 
wide, it is best to keep it simple and not dive too far into technical comparisons. 

Figure 9-2. Talking about Twitter does not lead to an article being shared on Facebook.
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Most Shared Words
As is the case practically everywhere else on the Web, users aren’t that interested in hearing about you 
on Facebook; they want to read about themselves. When writing for Facebook, tell the reader how your 
article can help her do something, and use the word “you.” Articles with titles like “Top 10 Ways You 
Can Get Rich” are bound to do well. 

The topics and stories you hear mentioned on the nightly news or see on the covers of popular maga-
zines are good things to write about, including political issues and celebrity gossip. Notice the word 
“says” in Figure 9-3’s Most Shareable Words graph: quote people whenever you can, especially people 
your audience has heard of. Facebook users also appear to appreciate deeper looks at issues. When 
the words “how” and “why” occur in article titles, those stories do better, on average, on Facebook. TV, 
radio, and any number of news websites deliver the 15-second sound bite; if you can get behind a story 
and tell the reader why or how it happened, he might be interested. 

Facebook posts can be much longer than a tweet and also allow for formatting. Shorter posts are easier 
to read and share, but lengthy posts may draw more attention. Experiment with the Notes application 
and attaching links or images to your Page updates.

 

Figure 9-3. These words correlate with articles that were shared the most on Facebook.

www.it-ebooks.info

http://www.it-ebooks.info/


181

Most Shared Words
As is the case practically everywhere else on the Web, users aren’t that interested in hearing about you 
on Facebook; they want to read about themselves. When writing for Facebook, tell the reader how your 
article can help her do something, and use the word “you.” Articles with titles like “Top 10 Ways You 
Can Get Rich” are bound to do well. 

The topics and stories you hear mentioned on the nightly news or see on the covers of popular maga-
zines are good things to write about, including political issues and celebrity gossip. Notice the word 
“says” in Figure 9-3’s Most Shareable Words graph: quote people whenever you can, especially people 
your audience has heard of. Facebook users also appear to appreciate deeper looks at issues. When 
the words “how” and “why” occur in article titles, those stories do better, on average, on Facebook. TV, 
radio, and any number of news websites deliver the 15-second sound bite; if you can get behind a story 
and tell the reader why or how it happened, he might be interested. 

Facebook posts can be much longer than a tweet and also allow for formatting. Shorter posts are easier 
to read and share, but lengthy posts may draw more attention. Experiment with the Notes application 
and attaching links or images to your Page updates.

 

Figure 9-3. These words correlate with articles that were shared the most on Facebook.

www.it-ebooks.info

http://www.it-ebooks.info/


182

Digits
When you do make lists, use the digit version of the number. For a variety of reasons, digits work well in 
almost every context online. Our research has shown that stories that include numbers in their titles tend 
to be shared more than stories that don’t (Figure 9-4). Users aren’t so interested in reading generalities; 
they want specifics, and there’s not much more specific than a number. Financial stories should include 
dollar amounts; environmental disaster stories should include specific figures on, say, the gallons of oil 
spilled; sports stories should include scores. Any time you can figure out a way to include a relevant 
digit, do it. In a slightly contradictory finding, we noticed that stories about numbers in general tended to 
be shared slightly less. This metric includes all numbers, digits or not. Mainstream audiences don’t want 
to read many data-heavy and intensive stories, but when they do read these type of stories, they want 
specifics.

Figure 9-4. Articles with digits in their titles tend to be shared on Facebook more than articles without them.
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Linguistic Content
Using two linguistic analysis algorithms developed by academic researchers—the Regressive Imagery 
Dictionary (RID) and Linguistic Inquiry and Word Count (LIWC)—we were able to investigate cognitive 
and emotional content of links shared on Facebook (Figure 9-5). The most shared type of content isn’t 
very surprising when you remember that Facebook started with (and is still very popular among) college 
kids. Facebook users like sharing stories about sex. If you’re feeling daring, go ahead and try to write 
something scandalous. For most marketers, however, this isn’t the most practical advice.

The Power of Positivity
We were initially somewhat surprised to find that positive stories did much better than negative ones, 
but after we thought about it a bit, it made sense. There is no lack of negative news stories in the media, 
and most people aren’t going on Facebook to get depressed. They’re there to socialize with their 
friends, and that usually means feeling good, not bad. Try to write positive stories as much as you can, 
and when you have to cover something negative, try adding an upbeat, hopeful spin.

Try a Teaching Moment
Two other types of content that tended to perform well in our study are constructive and educational 
content. These are articles that teach readers something, either about the world around them or how 
to actually accomplish something. Remember that a good way to title an article like this is to specifically 
state that the article will teach the reader (“you”) something.

Figure 9-5. Various types of linguistic content affect how articles are shared on Facebook.
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Video
Just like their offline mainstream counterparts, many Facebook users like watching videos. Another bit 
of research we conducted found that articles that announced they contained a video were shared more 
than those that didn’t (Figure 9-6). In another testament to the differences between the Facebook and 
Twitter audiences, those same stories tended to get retweeted less. This is likely due in part to the fact 
that Facebook has a feature that pulls the video content of a posted link and embeds the video (where it 
can) directly into users’ feeds. You can take advantage of this by either producing your own videos and 
uploading them to YouTube or by simply embedding videos related to your article.

Figure 9-6. Articles that have the word “video” in their titles tend to be shared on Facebook more than articles that don’t.
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Parts of Speech
One of the best books about writing is a short tome called The Elements of Style, but most people know 
it by its two authors’ names: Strunk and White. It contains a series of rules, essays, and exhortations 
about proper grammar and style, and teaches many great lessons, especially about the importance of 
direct and terse language. Nowhere are those lessons more valuable than on the Web. Browsing users 
are bombarded with far more articles than they could ever hope to read, and most of those stories are 
laden with superlatives and bombastic claims. Not only are we overloaded with information, but we’re 
becoming numb to the most shocking stuff. The adjective and the adverb are the main weapons abused 
by the spam-headline and tabloid-style blog writers. When we looked at the parts-of-speech content 
of stories shared on Facebook, we found that modifiers in headlines tend to bode poorly for the perfor-
mance of an article (Figure 9-7).

Figure 9-7. Articles that use adverbs and adjectives heavily tend to be shared less on Facebook than articles that don’t.
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Readability
Stay away from flowery language. The information you’re presenting should be strong enough to shine 
through a simple and direct headline. Of course, there are exceptions: certain niches online, most nota-
bly photography and design, have been successful using adjectives like “stunning” and “amazing,” but 
use these with caution. Reading level scores indicate the grade level needed by a reader to fully under-
stand a piece of text. You’re probably familiar with scores like the Flesch-Kincaid reading level embed-
ded in Microsoft Word. In previous research, we found that retweets tended to have comparable (or 
slightly higher) required reading abilities to understand than tweets that were not retweeted. But when 
we used readability metrics to look at stories shared on Facebook, we found a very different situation 
(Figure 9-8).

As the complexity and education level required to read a story increased, the number of times it was 
shared on Facebook decreased. Once your article is much tougher than grade-school level, you should 
expect it to be shared far fewer times than it would have been had it been written at a lower level. Make 
your headlines and articles simple, direct, and easy to read. 

Figure 9-8. Articles that require a high level of education to read tend to be shared less on Facebook than simpler ones.
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Social Plug-ins
Facebook offers a number of features, called social plug-ins, that you can add to your site to integrate 
your content with Facebook (Figure 9-9). The three most useful are the Share button, the Like button, 
and the Activity Feed. 

The Share Button
The Share button is the oldest of the three features and the most common. It is a piece of JavaScript 
code that you copy and paste (http://developers.facebook.com/docs/share) onto your site to create a 
button displaying the number of times that Page has been shared on Facebook. This also allows visitors 
to share it themselves with one click. The button can be shown as a link, but we recommend not using 
this version. Facebook gives you the option to include the share count on the button or not. Including 
the count is the best option, as it not only draws more attention to the button, but also adds a form of 
social proof to your content, prominently displaying how many other people liked your work. 

Figure 9-9. Facebook offers a variety of social plug-ins that allow you to integrate social features into your website.

www.it-ebooks.info

http://www.it-ebooks.info/


193

Social Plug-ins
Facebook offers a number of features, called social plug-ins, that you can add to your site to integrate 
your content with Facebook (Figure 9-9). The three most useful are the Share button, the Like button, 
and the Activity Feed. 

The Share Button
The Share button is the oldest of the three features and the most common. It is a piece of JavaScript 
code that you copy and paste (http://developers.facebook.com/docs/share) onto your site to create a 
button displaying the number of times that Page has been shared on Facebook. This also allows visitors 
to share it themselves with one click. The button can be shown as a link, but we recommend not using 
this version. Facebook gives you the option to include the share count on the button or not. Including 
the count is the best option, as it not only draws more attention to the button, but also adds a form of 
social proof to your content, prominently displaying how many other people liked your work. 

Figure 9-9. Facebook offers a variety of social plug-ins that allow you to integrate social features into your website.

www.it-ebooks.info

http://www.it-ebooks.info/


194

Customizing the Share button

When you add the Share button code, Facebook presents you with options to customize it (Figure 
9-10). The Above Button and Inline With Button options for positioning the included counter essentially 
determine the size and orientation of the button. Selecting to display the count above means that Share 
will generally be shown as a larger, vertical button, whereas selecting inline makes it much smaller 
and horizontal. The larger count-above button works best on single content Pages, such as permalink 
Pages on a blog, while the count-inline style is best on Pages with multiple pieces of content displayed, 
as on a blog home page. Conveniently, when at least one person has shared your content, the count-
above button matches the size and the layout of the popular Twitter buttons, meaning the two can (and 
should) be displayed together. There is a small issue with the button that causes it to be displayed in 
a much smaller version when there are no shares yet. If you’re displaying both the Tweet and Share 
buttons together, they may look a little funny when your content is first published, before anyone has 
liked it. If you are implementing the Share button in a content management system (like a blog), you’ll 
probably want to pass certain values to the button dynamically. You do this by inputting values into the 
JavaScript code that is pasted into your site.

Figure 9-10. This is the screen you’ll see when you’re creating a Facebook Share button to include on your site.
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The Like Button
Facebook’s Like button is similar in implementation to the Share button, but adds functionality (http://
developers.facebook.com/docs/reference/plugins/like). Adding the Like button requires you to copy and 
paste JavaScript code. Once the button is on your page, it shows how many people have liked your 
content, while also allowing visitors to like it with one click. Unlike Share, this button appears in only a 
small, horizontal version (Figure 9-11).

The Like button takes the social proof aspect of the Share button to an entirely new level: if a user’s 
friends like your content before she views your Page, the button can show her the names and images of 
those friends. 

Customizing the Like button 

When you set up your Like button, Facebook offers you two versions: standard and button count. The 
button count version resembles the inline Like button in size and layout and may be used to replace it. 
The standard version is the most common and recognizable version. Although you have the option to 
Show Faces or not, you should choose to show them. Facebook also enables you to change the verb 
displayed on the button: you can select either Like or Recommend from the drop-down menu. In most 
cases, Like is preferred and the most common, but in certain circumstances (such as a specific product 
page), you may want to experiment with showing Recommend.

Figure 9-11. The Facebook Like button is a powerful call to action to entice your visitors to share your content 
with their friends.
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The Like Button
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Finally, Facebook asks you to provide a maximum width for the button as well as a color scheme and a 
font. The width should be determined by how much space you have available in your layout, and the font 
by the dominant font on your site. We recommend sticking with the default color scheme—light—because 
it includes the colors and shades most common to Facebook (Figure 9-12). As with the Share button, you 
may want to pass certain values to the Like button dynamically. To do so, simply input values into the 
JavaScript code that is pasted into your site.

Like or Share?
The Like button includes many of the benefits of the Share button in that it allows your visitors to post 
your content to Facebook with a single click, and it shows readers how many people have also liked or 
shared your content. There are some trade-offs between the two buttons, though. While the Like button 
has the large advantage of showing visitors exactly which of their friends have liked your content, it is 
much smaller than the Share button, and therefore, may attract less attention.

Figure 9-12. Use this screen to create a Like button for your website.
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The Activity and Recommendations Feeds
The third type of social plug-in Facebook offers you to cross-promote your content are the feeds: 
Activity and Recommendations (Figure 9-13). Both are narrow boxes that display content from your 
site that a visitor may be specifically interested in. The Recommendations feed contains content sug-
gested by Facebook based on overall activity, while the Activity feed shows your readers the con-
tent from your domain that their friends have liked. The Activity plug-in includes an option to display 
Recommendations, so we advise that you use it to get the benefit of both. When you’re setting up your 
Activity feed plug-in, Facebook asks several questions related to the design of the feed box, including 
font, border color, height, and width. As with the Like button, your choices here are dependent on the 
space available in your site’s design. Stick to the default light color scheme, because it is the most simi-
lar to Facebook itself. To install an Activity feed plug-in on your site, copy and paste the JavaScript code 
provided by Facebook (http://developers.facebook.com/docs/reference/plugins/activity). There is really 
no reason to change values dynamically.

Figure 9-13. The Facebook Recommendations box allows your visitors to see content from your site that has recently 
been shared on Facebook by their friends.

www.it-ebooks.info

http://developers.facebook.com/docs/reference/plugins/activity
http://www.it-ebooks.info/


201

The Activity and Recommendations Feeds
The third type of social plug-in Facebook offers you to cross-promote your content are the feeds: 
Activity and Recommendations (Figure 9-13). Both are narrow boxes that display content from your 
site that a visitor may be specifically interested in. The Recommendations feed contains content sug-
gested by Facebook based on overall activity, while the Activity feed shows your readers the con-
tent from your domain that their friends have liked. The Activity plug-in includes an option to display 
Recommendations, so we advise that you use it to get the benefit of both. When you’re setting up your 
Activity feed plug-in, Facebook asks several questions related to the design of the feed box, including 
font, border color, height, and width. As with the Like button, your choices here are dependent on the 
space available in your site’s design. Stick to the default light color scheme, because it is the most simi-
lar to Facebook itself. To install an Activity feed plug-in on your site, copy and paste the JavaScript code 
provided by Facebook (http://developers.facebook.com/docs/reference/plugins/activity). There is really 
no reason to change values dynamically.

Figure 9-13. The Facebook Recommendations box allows your visitors to see content from your site that has recently 
been shared on Facebook by their friends.

www.it-ebooks.info

http://developers.facebook.com/docs/reference/plugins/activity
http://www.it-ebooks.info/


202

Summary
When you think of Facebook marketing, you probably think first about interacting with users on 
Facebook.com itself. The truth is that there is a lot of Facebook activity that occurs on external web-
sites, so you should spend some time thinking about how to integrate your content that lives outside of 
Facebook into the social network itself.

We’ve done a lot of research to help you learn how to write for Facebook. It’s most important to write 
simply, plainly, and for a mainstream audience. This includes both the topics you choose and the lan-
guage you use to write about them. Remember, writing for Facebook can be very different than writing 
for the social media enthusiasts on Twitter.

To better share your content, Facebook offers a range of social plug-ins that enable you to leverage 
certain features of Facebook from your site. They’re simple to integrate and provide great social value to 
your readers, so take advantage of them.
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Facebook Page Management

Managing your Page ensures that you have a finger on the pulse of your consumers, helps attract and 
keep members, and can assist direct marketing initiatives beyond Facebook. As an extension of your 
website but offering a lot more user freedom, your Page must be monitored. You need to keep an eye 
on your Wall, specifically the good (and the bad) reviews from Page members. 

Like it or not, what people post on your Page’s Wall is a reflection of your brand. If you allow it to be 
overrun with spam, foul language, or unanswered questions or complaints, your brand will suffer. You 
need to push out fresh content, sure, but you also need to engage with people on your Page. This 
chapter teaches you how to keep your Facebook Page full of fresh content and how to keep Page 
members happy.

Chapter 10	
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Exclusive Deals for Fans
One of the best ways to gain Page members is by offering them something—more specifically, some-
thing they can’t get anywhere else. By providing an exclusive offer, discount, deal, sneak peek, or 
source of information, you’ve given them a tangible reason to like your Page and to keep coming back 
(Figure 10-1).

This tactic is even more effective when combined with a landing tab reveal: a tab view that promises an 
exclusive offer to new visitors, then changes to reveal that offer once they click Like. This allows you to 
immediately deliver on your promise and prove your Page to be valuable, all with one click.

Facebook doesn’t allow on-site tracking, but an exclusive offer can be a great way to track the suc-
cess of your Facebook marketing plan as measured by traffic to your site. Create unique links or promo 
codes for Facebook-only deals. Promote these links or codes exclusively on Facebook, and track 
redemption or clicks on your site the way you would with any promotion.

These deals don’t need to be excessive, or even different from some standard offers you might use to 
persuade new customers or give out at events. You just need to repackage them for Facebook and 
make sure they’re not too easy to find elsewhere. For example, if you readily send 10% off coupons to 
new customers, try that tactic here as well. 

Figure 10-1. Exclusive offers, information, or deals entice users to click Like and keep coming back to the Page. 
Overstock.com’s Page offers special coupons just for Facebook Page members.
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Frequent Status Updates
As you read in Chapter 8, it’s important to post frequent status updates or Wall posts with new informa-
tion, contests, or deals for your Page members. Many major marketers rely on this tactic to stay ahead 
of the competition (Figure 10-2). You should, too: aim for a minimum of one post per day and consider a 
few days with more frequent content. 

The trick is to keep users entertained without clogging their newsfeed and annoying them. Make sure 
each post has a reason (not just “to get one done”) and take the extra few minutes to ensure that it 
is quick, easy to understand, and engaging. Don’t forget to spellcheck, and think about what kind of 
media or links you could include to make the update stand out. Again, a content calendar can help with 
a lot of this planning.

Remember to account for time differences if your business appeals to people in multiple time zones. 
Even if you’re concentrated in one geographic area, vary your posting times to see what works best. 
You might miss people if you consistently post right at 9 a.m. every morning. 

The most important thing to remember when posting updates is that there are lots of other Pages on 
Facebook, all competing for a share of space in the Newsfeed. You want to keep your brand appear-
ing in that feed, and you want your content to keep people clicking to your Page or sharing with friends. 
Give them a reason to keep coming back, and provide content they want.

Figure 10-2. Given that there are over 500 million users and 900 million things to interact with on Facebook,  
you need to post frequently to keep your page in the Newsfeed and compete with the big brand pages.  

(Chart courtesy of DBM/Scan and AdvertisingAge.com.)
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Timely Redesigns
So you’re posting status updates at least once a day and keeping a steady stream of content flowing on 
your Wall and in the Facebook Newsfeed. But what about the rest of your Page? One of the best things 
about Facebook is how much simpler it can be to update a tab on your Page than a page on your 
website.

You should think about a Facebook Page refresh at least four times a year. You could, for example, tie 
these changes to the seasons, as fashions change for the weather and menus reflect in-season pro-
duce (Figure 10-3). Even if your business isn’t as tied to seasonal changes as some others, you can still 
take a cue from the changing weather and preferred activities. Or just think of these transitions as gentle 
reminders to update your Page. If you have a lot going on, you can even update once a month. 

Your status updates provide a daily dose of new content, but these are just small snippets of what your 
Page has to offer. Revamping the look and messaging of your tabs ensures that even your long-term Page 
members stay loyal, while also persuading new visitors to click Like based on your timely landing tab.

It’s a good idea to have one “meet us” type of tab that is fairly consistent in messaging, but with a 
changing look. The rest of your tabs can rotate in and out to feature contests, promotions, events, and 
news. Play around with them and see what works. 

Figure 10-3. Vera Bradley uses several custom tabs and updates them frequently to match the company’s ongoing 
promotions and seasonal styles.
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Promotions
A promotion is, by nature, a limited-time kind of thing. Whether it’s for a Facebook contest, in-store 
event, or online sale, a promotional tab (Figure 10-4) is designed to be updated fairly frequently. Short-
term, one-day promotions (store opening sales, limited-quantity items, or that day’s restaurant special) 
can be covered in a status update or two. Long-term promotions, however, warrant their own tab, 
unique to that specific promotion. You can also create a catch-all promotions tab and swap out the 
content as needed.

Unique Promotion Tab
A tab dedicated to a unique promotion is best used for bigger, long-term promotions that run for at least 
a few weeks. Such a tab typically requires Page members to do something and offers a more sizeable 
payoff than a quick 10% coupon or free soda. 

Design the tab specifically to reflect the promotion and include some sort of functionality to involve 
members, whether it’s a form, link, or interactive game. You should run only one of these at a time, but 
they can run in conjunction with other short-term promotions. Remember to occasionally plug this pro-
motion with a status update and link to the tab.

General Promotions Tab
A general promotions tab is a great feature if you have limited design capabilities but want to offer some 
cool stuff to Page members. Invest in one standard promotional-themed tab design with easily inter-
changeable content slots for the details. This allows you to run different offers at once, or keep mem-
bers informed of upcoming promotions to look for. 

Figure 10-4. Coach created a dedicated promotional tab for its Poppy Project.
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Monitoring
The goal of your Facebook Page is to attract and engage fans of your brand, building a community for 
Page members. While increasing interaction by encouraging questions and comments is a solid strategy 
and an integral part of your Facebook marketing plan, it also generates a lot of user content and com-
mentary that must be monitored (Figure 10-5).

Many services offer automated Facebook monitoring (a quick Google search for “social media moni-
toring” provides a host of free and paid tools), but there really is no substitute for human interaction. 
That means actual on-Page eyes from someone on your team who can take the pulse of the Page and 
respond to questions, complaints, and compliments. 

You do not need to be watching your Page all day, but you should check in at least once. If you’re post-
ing frequently, see what’s going on then. Keep in mind that most action might be clustered right after 
you post, so check back shortly after that, too. Of course, if you’re running a Facebook promotion, you’ll 
need to be picking winners and answering questions.

You can’t spend all your time responding to generic “love your Page” comments, but pick and choose 
the posts where you can provide helpful commentary. Make your presence known, but don’t be over-
bearing. Encourage the community aspect, and let it do most of the talking. 

Figure 10-5. HomeGoods keeps a close eye on its page, awarding contest winners promptly and providing updates and 
advice on how to vote in its contest.
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Moderation
Monitoring your Page is only half the battle, however, and when it comes to time, more like only 25%. 
You must also moderate your Page and make judgment calls on which types of posts should be 
deleted, responded to, or left alone (Figure 10-6).

How you determine what stays and what goes is up to you. Some Page admins remove all negative 
feedback; others leave it and respond to the criticism as best they can. A good rule to follow is to leave 
legitimate comments, both positive and negative, for all to see. Respond to both kinds of posts, either 
with a “thanks for the kind word” message or an appropriate response to questions and complaints.

Yes, some people like to use social media just to complain. But it’s usually pretty easy to pick out the 
ones who just want to cause trouble from the ones who want your help resolving an issue. If they ask for 
a solution, try to give it to them, but don’t feel tied to responding exclusively through Facebook. A simple 
message like “we hear you and will get back to you with how we can resolve this” can go a long way. 
Post this on the Wall to show you heard their cries, then message them privately to get contact informa-
tion and fix the problem behind the scenes. 

Beware of spam posters as well. You want to keep your Wall open for comments related to your brand 
and industry, but keep an eye out for people posting links that push their own agenda and remove them 
before they get in the way of your Page members’ experience.

Figure 10-6. As home to a popular brand with 1,659,232 members, Target’s Facebook Page is a hotbed for  
spam comments and brand backlash.
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Responding
So you’ve deleted the obviously spammy or bogus comments, but what about the real customer service 
issues? If something went wrong, it’s time to fix it.

You can answer general questions fairly quickly, and they might benefit from both a comment on the 
user’s existing post as well as a general status update (Figure 10-7). You can call out the person who 
asked the question to show you’re listening. Something like “Thanks for the reminder, Jason! Yes, it’s 
summer, and we’ve extended our hours. Stop by anytime from 9 a.m. to 10 p.m. Hope to see you 
soon.”

If the question or complaint is more personal, you may have to do some research and probably want to 
follow up offline. Diplomatic honesty is usually going to be your best bet here. Read the complaint, then 
take a step back. If you’re not familiar with the situation, talk to someone who is. You want to get all the 
facts before you present a solution. In the meantime, post a message letting the poster know you’re 
working on it. Then send her a private message to get her preferred contact info and resolve the issue 
over phone or email.

Don’t forget to say thanks for praise and comment on relevant articles or stories posted on the Page! 
Doing so can help foster a sense of community. Take a moment to respond to happier comments, too. 

Figure 10-7. Boutique fashion retailer Gilt Groupe does a great job of responding to member questions on 
merchandise and upcoming sales.
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Advertising
Your Facebook ads should be updated at least four times a year, just like your tabs. Facebook advertis-
ing (Figure 10-8) is perhaps one of the most targeted advertising vehicles online, and you can play with 
millions of possible parameters. Experiment to find out what works, and don’t be afraid to switch things 
up or run some tests.

Swapping out ads is even easier than updating a tab, as you have limited space and design capabilities. 
But don’t let that fool you. You should never change an ad just because it’s time. Make sure there is a 
strategy for every change and that the advertising unit is geared toward helping you reach a marketing 
goal.

These goals could fluctuate throughout the year, from gaining Page members to increasing interaction 
to eventually driving traffic to your website. Facebook ads that drive off-site should be clear about the 
end location. You might even create a specific landing Page acknowledging that people came from 
Facebook. This helps ease their transition, while also aiding with your tracking and allowing you to easily 
deliver on Facebook-exclusive deals.

Facebook ads that direct users to your Facebook Page should always have a corresponding landing 
tab. So when you change up your tabs, it’s probably time to update your ads, too. Remember, keep 
your content fresh. This applies to anything related to your Facebook Page, even ads. 

Figure 10-8. Facebook ads are often tied to specific landing pages, either on or off Facebook.  
When your landing page changes, so should your ad. 
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When your landing page changes, so should your ad. 
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Summary
Remember, your Facebook Page is a representation of your brand or business, just like your website, 
email or print marketing materials, and physical locations. It’s great to recognize that Facebook is an 
important place to be from both a user and search perspective, but just showing up is not enough. You 
have to use Facebook effectively. That means logging in, posting content, and responding to what’s 
happening on your Page (Figure 10-9).

Listen to your members. Thank them, respond, and follow up offline to resolve issues. Automated Page 
monitoring can help fill in the gaps, but you need a real person to read through comments and assess 
which ones require responses. Only a human can truly detect the tone of a post, and only someone 
familiar with your brand or business will know how to respond. 

This is the nature of Facebook, and if you must post your own content less frequently in order to 
respond to people, so be it. A Page that ignores its members and just shouts its own messages all day 
is not using Facebook correctly.

Remember, sometimes responding doesn’t mean posting a comment. It could mean listening and mak-
ing a change. If everyone posts that they hate a certain menu item, don’t just say, “Thanks for the sug-
gestion.” Change it. Where else can you get such brutally honest feedback? Use it to your advantage. 

Figure 10-9. Victoria’s Secret Pink is always ahead of the curve in Facebook marketing.  
Look to it for examples on content updates, redesigns, and member responses.
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Advertising on Facebook

Facebook has a powerful advertising platform known as Facebook Ads. Low click-through rates, 
sophisticated targeting options, and easy integration with applications and Pages make it an interesting 
tool for marketers. Facebook Ads can be especially helpful for kick-starting your Facebook presence, 
and some of the most powerful social targeting features become useful when you have a large number 
of Page members or users. This chapter introduces the platform and walks you through creating and 
launching an ad.

Chapter 11	
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Where to Send Users
Remember why people use Facebook: it’s not to view your ads and then go to your website. They’re 
on Facebook to use Facebook itself. Use the Facebook Ads platform to send people to applications or 
Pages on Facebook itself, not external websites. Make sure to provide a seamless user experience as 
well. To create an ad that sends traffic to your Page or application, click the “I want to advertise some-
thing I have on Facebook” link (found at http://www.facebook.com/ads/create/) and select the destina-
tion from the drop-down menu (Figure 11-1).

If you really want to send people to another site, you can enter a destination URL. Remember to include 
tracking tokens so you can accurately track traffic from your ads. Chapter 12 goes into more detail on this.

Creative Content Design 
When you’re creating your Facebook ads, remember that you’re talking to a mainstream audience that 
is interested in socializing with friends. The creative elements—images and copy—that make up your 
ads should reflect this as well.

Figure 11-1. Use this form to create your Facebook ad.
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Images
Facebook ads are composed of a title limited to 25 characters, a body of 135 or fewer characters, and 
an image under 110 pixels wide and 80 tall. The most important part is the image; it will draw the user’s 
eye first (Figure 11-2).

There are big differences between images for Facebook ads and those for print and web ads. 
Professional-looking ads aren’t best on the social network. Facebook users don’t click on a lot of ads 
while there; they’re not trying to be marketed to and they won’t be impressed by high production values. 

Facebook users are looking at user-generated content, so your ads should reflect that. Stay away from 
highly polished stock photography. They’re also looking at mostly pictures of people, so you’ll do well to 
use images of real people in your ads. Remember the visual context surrounding your ad. Facebook is 
mostly white and blue, so experiment with photographs in contrasting warm colors. Sometimes, louder 
tactics such as three-dimensional-looking buttons, bright red borders, and lens flares can work, but use 
these sparingly and test frequently.

Figure 11-2. Selecting a good image is key to creating an attractive and attention-grabbing Facebook ad.
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Copy
The written part of your ad will be a short title and a body. If you’ve ever written pay-per-click (PPC) ads, 
you should feel fairly at home with the microcopy format. These character-limited ads need to get to the 
point quickly in a very small space, while making good use of keywords for targeting. However, they also 
need to sound natural. Committee-crafted or jargony sales pitches will be alien on Facebook. Speak 
simply and plainly with very little flowery language. Don’t use too many adjectives or adverbs, and don’t 
use SAT vocabulary words.

You are writing for a mainstream audience. Be as direct and specific as possible. Include very clear calls 
to action that tell the user exactly what you want him to do, and indicate that the action can be com-
pleted quickly and easily. Use words like “now” and “today” to tell users that they can get started right 
away (Figure 11-3). If users can expect to get results from your ad, use specific digits to let them know. 
If you’re going to charge them a price, tell them the exact amount.

Figure 11-3. As you create your ad, Facebook shows you a preview of what it will look like when it’s displayed on the site.

www.it-ebooks.info

http://www.it-ebooks.info/


229

Copy
The written part of your ad will be a short title and a body. If you’ve ever written pay-per-click (PPC) ads, 
you should feel fairly at home with the microcopy format. These character-limited ads need to get to the 
point quickly in a very small space, while making good use of keywords for targeting. However, they also 
need to sound natural. Committee-crafted or jargony sales pitches will be alien on Facebook. Speak 
simply and plainly with very little flowery language. Don’t use too many adjectives or adverbs, and don’t 
use SAT vocabulary words.

You are writing for a mainstream audience. Be as direct and specific as possible. Include very clear calls 
to action that tell the user exactly what you want him to do, and indicate that the action can be com-
pleted quickly and easily. Use words like “now” and “today” to tell users that they can get started right 
away (Figure 11-3). If users can expect to get results from your ad, use specific digits to let them know. 
If you’re going to charge them a price, tell them the exact amount.

Figure 11-3. As you create your ad, Facebook shows you a preview of what it will look like when it’s displayed on the site.

www.it-ebooks.info

http://www.it-ebooks.info/


230

Targeting 
The most powerful feature of Facebook Ads is the incredible targeting it allows you to do. Because 
users provide mounds of data about themselves, you can identify very tight groups of people to adver-
tise to. Take advantage of this as much as possible; your campaigns should include lots of highly 
targeted ads being shown to small subsets of people. Facebook will guide you through different target 
criteria as you create your campaign.

Location
Geography is the first dimension Facebook allows you to target with (Figure 11-4). Facebook Ads are 
very useful for local businesses—even global or national brands that have some local connections. 
Select the smallest local area you possibly can. Create specific ads for different cities and talk to readers 
in the local parlance. The more you know about the place you’re advertising to, the better.

Demographics
Facebook will also allow you to choose age and gender specifications. Again, try writing separate ads to 
appeal to people of different sexes and ages. Men and women use Facebook differently, as do people 
in various age groups. While researching your exact audience, you’ll uncover specific preferences, but 
you can start with hints from the ads you see on television and from the covers of magazines aimed at 
different groups. Also keep in mind that older users may be more conscious of privacy issues, so don’t 
ask them for a lot of personal information. 

Figure 11-4. The Facebook Ads platform allows you to target users by geography and demographic information.
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Likes and Interests
When a user fills out his Profile, he adds information about his interests, activities, favorite books, 
movies, television shows, and more (Figure 11-5). Using the Facebook Ads platform, you can specify 
keywords to target users who have used the same words in their Profiles. Search engine marketing will 
provide a great list of keywords to start with, but you might have to go a step further for your Facebook 
ads. Think about interests that may not be directly related to your business but indicate that a user may 
be interested in your brand. 

Relationship and Interested In
If you’re offering a dating or relationships-based product or service, use the Relationship and Interested 
In fields liberally. In fact, depending on what you’re selling, you may be required by Facebook’s Terms of 
Service to use them. For most businesses, however, these fields will be of little use.

Workplaces
If you’re doing business-to-business (B2B) marketing, especially to large companies, the Workplaces 
field can be a gold mine. Target ads to specific enterprises to which you’d like to sell your product or 
services.

Figure 11-5. As you continue targeting your Facebook ad, including likes and interests, Facebook shows you the 
estimated number of users your ad will reach.
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Connections and Friends of Connections
If your application or Page already has a sizable fan base, you can use the Connected To field to nurture 
users who are already familiar with your brand, persuading them to become even more engaged or 
moving them along the sales process (Figure 11-6). Ask users if they’d like to talk to a live representa-
tive or offer them special fan-only discounts. You can use the Not Connected To field to show ads only 
to users who aren’t connected to your presence on Facebook. It can be useful to show less direct-
response, introductory ads to these users. Using the Friends of Connections field (one of our favorites), 
you can target people who are friends with Page members or application users. Not only does this allow 
you to target social groups who are likely to be interested in your brand (if their friend is, they’re likely 
to be as well), but when a user sees an ad for a Page or application a friend is connected to, it shows 
a “John Doe likes this” line underneath. This is an incredibly powerful example of social proof: a user is 
much more likely to pay attention to an ad if someone she trusts is essentially recommending it.

Figure 11-6. Facebook Ads includes advanced targeting options such as social connections.
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Budget
The first time you create an ad, Facebook Ads requires you to create a new campaign to put your ad 
into (Figure 11-7) as well as a daily budget. The daily budget is the dollar amount you’re willing to pay every 
day to run your ads; once you hit this limit, Facebook stops running your ads for the rest of the day. 

When you’re starting out, assume you’re going to spend this budget every day and select an amount 
you’re comfortable spending. It’s a good idea to start low until you get a good idea of the amount of return 
you will see from your ads. Check out Chapter 12 to learn how to measure the value you’re getting.

Figure 11-7. After you create and target your ad, you need to put it into a campaign and set a budget. 
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Bidding
The bottom of Facebook Ads’ creation Page presents you with two options for ad pricing: 

•	 Pay for Clicks (CPC) 

•	 Pay for Impressions (CPM)

Because the click-through rate on Facebook ads tends to be very low, you’ll probably want to use a 
CPC model, meaning you pay only when someone actually clicks your ad. Under this model, you’ll get 
thousands of impressions without paying for thousands of clicks, and it is generally the cheapest way 
to pay. By default, Facebook suggests a bidding model and price in what it calls Simple Mode (Figure 
11-8). For most purposes, this suggestion works fine. Let your ad run for a few days or weeks. If you’re 
hitting your budget every day, experiment with lowering your bid gradually. You may be able to squeeze 
a few more clicks out of your investment this way.

Figure 11-8. When setting your ad budget, you can also opt to pay per click. 
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Ad Stats
Clicking Submit sends your ad to Facebook for an editorial review. The ad must be approved before it 
starts to run. The decision is typically made pretty quickly. Once your ad starts to run, Facebook pro-
vides some simple statistics about it, which you can view on the campaign management Page (http://
www.facebook.com/ads/manage/campaigns.php). The page displays graphs of impressions and clicks 
over time as well as bidding and budgeting information (Figure 11-9). This data is great for keeping an 
eye on how much you’re spending and for spotting opportunities to lower your bids. If you’re send-
ing traffic to a Page or application, check out the insights Facebook gives you about the people using 
those. If you’re sending people to a different site, look into your own analytics packages. Again, be sure 
to read Chapter 12 to learn more about analytics and return on your investment.

Figure 11-9. Once your ad is running, Facebook shows you some basic information about impressions, clicks, and cost.
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Summary
Ads can help you jump-start your Facebook marketing campaigns. Take advantage of their highly tar-
geted nature and be sure to measure and monitor their performance.

Because viewers aren’t looking for ads when they’re on Facebook, you’ll need to be creative when 
you’re designing the images and writing the copy for your ads to attract attention. Many current 
Facebook ad campaigns are riddled with typos and bad grammar, so take care when crafting copy. 
Plenty of brands look for an easy solution and get sloppy with their promotions. Don’t be one of them. 
Invest a little extra time to create a good ad and an efficient bidding plan—you’ll reach your goals faster 
in the end.
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Analytics and ROI

As with any marketing efforts, closely tracking the success of Facebook marketing is extremely important—
not only to justify your investment but also to improve your future work. Facebook itself includes a robust 
analytics platform known as Insights, which allows you to gather information about your Pages, applica-
tions, and ads. You should also be aware of how your Facebook marketing campaigns are affecting the 
performance of your properties outside of Facebook. This chapter teaches you how to do both.

Chapter 12	
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Insights for Page
Facebook’s native analytics platform, Insights, allows you to access detailed information about fans 
of your brand that is otherwise very difficult or expensive to obtain. Navigate to your Page, and you’ll 
see a link to the Insights Page in the left sidebar. Basic user statistics available through Insights include 
daily and monthly active users, daily new likes, and total likes over time (Figure 12-1). These metrics are 
fairly shallow, but they’re a great way to establish and monitor trends, especially your rate of daily new 
likes and daily active users. Generally speaking, as long as these benchmarks are all increasing, you’re 
headed in the right direction. The basic interactions data will look much more variable than your user 
statistics. This graph shows you the likes and comments on your Page on a daily basis. The amount of 
content posted to your site (as well as the quality of that content) will probably vary. Your goal with this 
data is to maintain a baseline of activity on most days. Detailed user data provided by Page Insights 
includes a breakdown of your daily active users, allowing you to see what percentage of them simply 
visited your Page. You can then compare this with more engaged users who liked or commented on a 
post, or posted their own message to your Wall. For most Pages, the majority of users will be merely 
visitors, but you should encourage your users to perform more engaged actions.

Figure 12-1. Facebook’s Insights platform allows you to see basic or detailed information about the performance 
of your Pages.
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Likes and Unlikes
The detailed user data allows you to track not only the number of likes received by your Page over time, 
but also the number of unlikes that occurred. The number of unlikes will typically be very small com-
pared to likes, but a large spike could indicate a problem you should investigate.

Demographic Data
On the detailed user Insights Page, you can also dig into very detailed demographics data about your 
users, including age, gender, location, and languages spoken (Figure 12-2). This kind of information can 
be useful for informing your Facebook marketing efforts as well as your non-Facebook campaigns.

Activity and Traffic
The Activity tab of the detailed user data Page shows you where the activity on your Page occurred and 
the origin of the traffic. You’ll see a list of tabs alongside the number of views each received, as well as 
a list of external sites that drove traffic to your Facebook Page. Below those two tables, Insights shows 
you data on the media consumption that occurred on your site, including video and audio plays and 
photo views.

Figure 12-2. Facebook Insights gives you extensive demographic, geographic, and activity-based data about users 
who have liked your Pages.
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pared to likes, but a large spike could indicate a problem you should investigate.

Demographic Data
On the detailed user Insights Page, you can also dig into very detailed demographics data about your 
users, including age, gender, location, and languages spoken (Figure 12-2). This kind of information can 
be useful for informing your Facebook marketing efforts as well as your non-Facebook campaigns.

Activity and Traffic
The Activity tab of the detailed user data Page shows you where the activity on your Page occurred and 
the origin of the traffic. You’ll see a list of tabs alongside the number of views each received, as well as 
a list of external sites that drove traffic to your Facebook Page. Below those two tables, Insights shows 
you data on the media consumption that occurred on your site, including video and audio plays and 
photo views.

Figure 12-2. Facebook Insights gives you extensive demographic, geographic, and activity-based data about users 
who have liked your Pages.
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Feedback on Facebook Posts
On the detailed interactions Page, Facebook shows you daily story feedback information with a graph 
displaying likes, comments, and unsubscribes over time (Figure 12-3). Again, you want the first two 
metrics increasing, and a large spike in unsubscribes should set off some alarms. Below the daily story 
feedback graph, there is a list of stories posted to your Page and the number of impressions each 
story received as well as a feedback percentage. The feedback percentage is the portion of users who 
interacted with a story somehow—larger is better. This chart is very useful for refining the content you 
post to your Page. Notice which subjects get the most views and feedback, and pay attention to the 
days and hours that seem to be the most popular. The Page activity graph shows the amount of activity 
undertaken by users on your Page, including discussion, Wall and video posts, reviews, and mentions. 
This graph shows the activity day to day, so it will be very bumpy.

Figure 12-3. Through Insights, you can see activity on your page on a per-post basis.
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Insights for Applications
Much like the native analytics for Pages, Facebook allows marketers to view detailed statistics about the 
usage of their applications (Figure 12-4).

The Users section of application Insights includes information on monthly and daily active users (MAUs 
and DAUs). MAUs and DAUs are the most important and visible metrics about an application’s popular-
ity. They indicate the number of users who have interacted with an application in a given month or day. 
Most applications will have many more users who allow an application access to their Profile (effectively 
“installing” the application) than those who regularly use it. MAUs and DAUs are the easiest way to 
monitor how engaged your application’s users are. Facebook shows the same demographics informa-
tion about applications as it does about Profiles, including age, gender, location, and languages. It also 
shows simple data about the number of views to an application’s canvas Page, as well as the number 
of users who gave the application permission to access their Profile. The goal for any marketer is to see 
these numbers trend upward over time.

Figure 12-4. Facebook Insights for applications gives you information about users of your application.
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Posting Application Content to Walls
Applications often allow users to post content to their own Profiles, and Facebook shows informa-
tion about this content in the Sharing section of application Insights. Facebook displays the number of 
stories, status updates, and photos posted through the application as well as the amount of feedback 
(likes and comments) this content received. You can also monitor the number of times this content was 
hidden. Sharing content is an important viral mechanism for an application, so this data is a good way 
to monitor how social your application is and how well it is doing in generating interest from your users’ 
friends. The third and fourth sections of the application Insights interface include performance and diag-
nostics information (Figure 12-5). For marketers, the key points here are to keep an eye on the request 
and rendering time your application takes to display content to users. Work with your developers to 
ensure that this trends downward over time as your application gets faster, and be aware if there is a 
major upturn in these times.

Figure 12-5. Facebook Insights also gives you information about the performance of your application from a 
technical point of view.
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Facebook Ads Analytics
The Facebook Ads platform shows you some basic information about clicks, impressions, and click-
through rates over time. With it, you can also create reports about ad performance as well as responder 
demographics and Profile information. The campaigns Page of the Facebook Ads interface provides 
basic statistics about your campaigns, including the number of clicks, impressions, and cost (Figure 
12-6). You’ll also find a graph that displays impressions, clicks, and click-through rate over time. This 
data is useful only for very high level, at-a-glance monitoring of your ads.

Advertising Performance Report
The reports section of the Ads interface allows you to generate more detailed reports about your ads. 
The first of these reports is Advertising Performance, which includes information about clicks, impres-
sions, conversions, and actions. The last metric, actions, is the most important and useful. If you’re 
advertising a Facebook-based Page or Event, the Actions column shows the number of times viewers of 
the ad liked your Page or sent a yes or maybe RSVP to your Event through the ad itself. 

Figure 12-6. Facebook’s Ads platform gives you basic information about the number of clicks your ads have 
received over time.
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Responder Demographics Report 
The second type of report you can generate from this interface is Responder Demographics (Figure 12-7). 
This report shows you the gender, location, and age breakdown of the users who clicked on your ad. This 
information can be used in conjunction with demographics information from your Page or application to 
refine the targeting of your ads so they’re only shown to the most important and effective users. 

The third report type is Responder Profiles, which allows you to see information from the Profiles of 
users who have clicked on your ads. This includes interests, books, music, and TV shows. You can use 
this information to refine (or broaden) the targeting of your ads. If you notice that many users who have 
clicked your ad have listed a common interest, you can create an ad that speaks directly to that niche. 

Figure 12-7. You should select specific metrics to measure, as they affect your marketing campaigns.  
These are your key performance indicators (KPI).
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Goals and KPI
The ultimate point of analytics is to measure how effective your marketing efforts are in obtaining certain 
goals. Before you launch any campaign, you should clearly understand what your goals are: are you 
trying to drive sales of a product? Are you striving to generate leads for a service? Are you interested in 
sending traffic to your site to monetize through ad clicks? Or are you trying to increase awareness and 
buzz around your brand? Goals of the first three varieties are generally easier to report and are closely 
tied to profit, making them powerful metrics to justify investments of time and money in Facebook 
marketing. 

Once you’ve decided on your ultimate goals, you need to identify key performance indicators (KPI) to 
measure (Figure 12-8). These are metrics that indicate the effectiveness of your efforts in achieving 
your goals. If you’re trying to drive sales, then the most important KPI would be sales attributed directly 
to Facebook marketing; if your goal is leads, then your main KPI would likewise be leads attributed to 
Facebook traffic. In addition to these direct KPIs, it is advisable to define proxy or intermediate metrics 
to watch. Typically, these are the potential actions of a user who is likely to complete a goal. Because 
many of these profit-driving goals take place off of Facebook, it can be useful to measure the engage-
ment levels of the traffic Facebook is sending to your site. Engagement metrics include numbers like 
average-time-on-site and Page-views-per-visit. 

Figure 12-8. Using a third-party analytics system, you can track how many visitors your Facebook efforts have sent 
to your site and how well they performed.
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Tracking
Most commercial websites already have an analytics package installed to monitor user activity. Google 
Analytics is a common, useful, and free example. If you have goals already set up in your analytics 
system (as you should for any type of marketing, not just Facebook), you’ll likely be able to measure 
the performance of traffic coming from Facebook.com in your referrers reports (Figure 12-9). Watch 
the amount of traffic Facebook is sending your site as well as time-on-site and page-views-per-visit 
metrics as intermediate KPIs. Ultimately, you’ll want to pay the most attention to the number of direct 
goal completions (sales, leads, and so on) resulting from Facebook.com traffic. Analytics packages like 
Google Analytics also allow you to use tracking parameters to refine the level of information you see 
about Facebook traffic. If you’re using a Facebook ad to send traffic to your site, add these parameters 
to the end of the target URL to see the performance of traffic coming to your site from specific ads. 
Each analytics package handles tracking parameters differently, so the best place to learn about them 
is directly from your package provider (for example, there are a number of books and websites that can 
teach you how to use parameters with Google Analytics).

Figure 12-9. The most important metrics of any campaign are those that actually affect your bottom line.
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Summary
As a marketer on Facebook, you’re there to do business and make money, not just make friends. It is 
vital that you track the performance of your efforts and how they relate to your company’s bottom line.

Facebook allows you to easily analyze the activity on your Pages, applications, and Facebook ads with 
its Insights system. Use Insights for both high-level and detailed analytics.

If you’re integrating your Facebook marketing efforts with your external website (as you should be), you 
can also use your non-Facebook analytics system to track the effectiveness of the new traffic you’re 
driving from the social network.
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incentive offers,  61
inertia and friction, in 

learning apps,  121
info boxes, keyword 

placement in,  165
information, Profile,  17
Info tab,  15, 49, 57
Insights platform

Activity and traffic,  247
for applications,  251–253
demographic data,  247
Facebook posts, feedback 

on,  249
likes and unlikes,  247
overview,  243–245

interactivity
custom applications,  63
custom tab apps,  53
custom user apps,  53

and Events,  97
inbox updates,  63
interactions Page, 

feedback information 
on,  249

Media comments,  63
personal, in Groups,  75
SEO and content 

strategy,  171
statistics on. See analytics
Wall posts,  63

Interested In field,  233
Interests and Likes, in 

Profiles,  21
invitations on Facebook. 

See Events

J
job experience, in 

Profiles,  19

K
keywords

in Group descriptions,  79
Pages, keyword locations 

for,  165
KPI (key performance 

indicators),  259

L
landing tab reveals,  205
launching new apps,  129–

131
Likes and Interests

in Profiles,  21
targeting for 

advertising,  233
liking

vs. “fanning” a Page,  21
vs. friending,  39
Like button,  197–199
Likes in user Profiles,  21
user data on,  247

linguistic content on 
Facebook,  185

links
to Events,  105
for Facebook-only 

offers,  205
posting in Groups,  85

locations, targeting for 
advertising,  231

logos
for apps,  131
Page icons as,  135
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M
management of Pages

advertising,  219
moderation,  215
monitoring,  213
overview,  203, 221
Page members, exclusive 

deals for,  205
Promotions tab,  211
redesigning Pages,  209
responding to 

customers,  217
status updates, frequency 

of,  207
marketing on Facebook. 

See also analytics
vs. email marketing,  23
Pages vs. Profiles,  39–41
user expectations,  65
viral marketing

app features and,  123
contagiousness,  113
success, learning 

from,  117
mascots, friending vs. 

liking,  39
media

designing,  135

media comments,  63
news media, impact of 

Facebook on,  3
posting on Pages,  169

messaging in Groups,  71, 
83

meta mentions as 
content,  179

moderating your Facebook 
Page,  215

monitoring your Facebook 
Page,  213

monthly active users 
(MAUs),  251

N
news and stories on 

Facebook,  181
Newsfeed, Facebook,  135, 

173, 207
newspaper circulation in the 

US,  3
Not Connected To 

field,  235
Notes app,  47
numbers, use of in 

titles,  183

O
offers for Fans (Page 

members),  143, 205
optimization of Pages

content strategy,  59
search, Facebook,  55
search, organic,  55
tips for,  57

origins of Facebook,  1

P
Pages

apps for,  29, 47, 51–53
creating,  45
customizing

assets and media, 
designing,  137

content,  139
custom apps,  51–53
custom tab apps,  53
exclusive stuff,  143
Notes app,  47
overview,  45, 133, 149
Page icons,  135
patterns and days, 

branded,  141
Social RSS app,  47

Static FBML 
(Facebook markup 
language),  47

tabs, custom,  145
user apps,  147

Event invites and,  101, 
103

Event tab,  103
vs. Groups,  69–71, 89
interactions, user

custom applications,  63
inbox updates,  63
media comments,  63
Wall posts,  63

keyword locations in,  165
management of. 

See management of 
Pages

moderating,  215
monitoring,  213
optimization

content strategy for,  59
goals and skills for,  55
search, Facebook,  55
search, organic,  55
tips for,  57

overview,  35
posting, frequency 

of,  157
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Pages (continued)
and Profiles for 

businesses,  13, 21
vs. Profiles, 

differences,  39–41
promotion

incentive offers,  61
organic promotion,  61
paid advertising,  59

redesigns, timely,  209
responding to posts,  217
types of Pages,  43

parts of speech, in writing 
for Facebook,  189

patterns, custom,  141
patterns for posting 

content,  159
photos

for advertising,  227
for Events,  99, 107
photo apps,  147
Photos tab,  15, 49
posting in Groups,  85
posting on Pages,  169

posts
content calendars 

and,  161
content, fitting to 

Facebook model,  7

encouraging posting, in 
Groups,  87

Events,  103
frequency of,  157, 207
removing, from 

Groups,  87
Wall posts, and Page 

interaction,  63
privacy settings

for contact 
information,  23

customization of,  25
vs. openness on 

Facebook,  11
Profiles

for business,  13
contact information,  23
and Event invites,  101
likes and interests,  21
overview,  9–11, 33
vs. Pages, 

differences,  39–41
parent Profiles,  81
privacy settings,  25
Profile applications,  29
Profile boxes,  125
Profile interactions,  31
Profile tabs,  13, 15
rules for,  37

setting up,  17
work and education,  19

promotion
apps, new,  129–131
Events,  105
general promotions 

tab,  211
Pages

incentive offers,  61
organic promotion,  61
paid advertising,  61

promo codes for 
Facebook-only 
offers,  205

unique promotion 
tab,  211

public figures, Pages 
for,  39–41

Q
questions, responding 

to,  217
Quotations, Favorite,  17

R
readability, in writing for 

Facebook,  191
Recommendations 

feed,  201

recruiting, job,  19
Relationship field,  233
Report/Block privacy 

setting,  27
responding to questions 

and comments,  217
ROI (return on 

investment),  55. See 
also analytics

S
schools, entering in 

Profile,  19
search

content, importance 
of,  169

for Events,  97
Facebook search,  55
interactivity and,  171
keyword placement,  165–

167
optimizing content 

for,  163
organic search,  55

seasonal Page 
redesigns,  209

self-help topics on 
Facebook,  181
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sharing articles on 
Facebook. See 
also writing for 
Facebook

Like button,  195–197
readability and education 

level,  191
Share button,  193–195

Simple Mode (bidding 
model),  239

social apps and social 
behaviors,  113–115

social plug-ins
Activity and 

Recommendations 
feeds,  201

Like button,  195–197
Share button,  193–195

Social RSS app,  47
spam posters,  215
Static FBML (Facebook 

markup language),  47
statistics, advertising,  241. 

See also analytics
status updates,  169, 207
strategy for content. 

See content, strategy
Super Wall app,  121

T
tabs

assets and media, 
designing,  137

custom FBML tabs,  167
custom tab apps,  53, 

137, 145
default landing tab,  167
info tab,  167
keywords in, using,  167
landing tab reveals,  205
vs. Pages,  35
promotions tab,  211
redesigning and 

rotating,  209
types of,  15, 49

targeted advertising
Connections fields,  235
demographics,  231
likes and interests,  233
location,  231
Relationship and 

Interested In 
fields,  233

Workplaces field,  233
text

for app development,  129
copy for advertising,  229

thank-you notes,  107
themes, custom,  141
time-sensitive initiatives, 

using Groups,  75, 91
timing of posting,  157, 

207
topics for content

common topics,  159
educational and 

constructive 
content,  185

least shared words,  177
meta mentions,  179
most shared words,  181
positive content,  185

tracking. See also analytics
analytics,  261
using exclusive 

offers,  205
traffic levels on 

Facebook,  1, 247
Twitter

Facebook Events 
and,  105

writing for vs. writing for 
Facebook,  177

U
unique promotion 

tab,  211
unlikes of your Pages

causes of,  95
user data on,  247

updates on Events,  103
updates, status. 

See status updates
URL selection,  57, 165
users

custom user apps,  53
data on. See analytics
diversity of,  1
individuals vs. 

businesses,  13
MAUs (monthly 

active users) and 
DAUs (daily active 
users),  251

user apps,  147
where to send,  225

V
videos

and Event follow-
up,  107

popularity of,  187
posting in Groups,  85
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viral marketing. See 
also marketing on 
Facebook

app features and,  123
contagiousness,  113
success, learning 

from,  117

W
Wall tab

description of,  15, 49
posting Events on,  103
posts,  63

work information, in 
Profiles,  19

Workplaces field,  233
writing for Facebook. See 

also topics for content
digits, making use of,  183
educational and 

constructive 
content,  185

linguistic content,  185

overview,  202
parts of speech, use 

of,  189
positivity, the power 

of,  185
readability,  191
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