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This guidebook is a combination of original content and resources culled from multiple sources online. Every effort is made to 
credit the original author when applicable. The information contained in this educational guide is provided under the Fair-Use 
guidlines of domestic and international copyright laws.

All information is provided As-Is without any warranties expressed or implied.
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Facebook for Business
Facebook is becoming a mainstream marketing medium. That should come as no surprise, 
especially to brand marketers. Increasingly, consumers are spending more time on Facebook 
engaging with both friends and brands alike. The average Facebook user clicks the Like Button 
nine times, writes 25 comments, becomes a fan of two pages, is a member of 12 groups, and 
spends 55 minutes on Facebook—daily! That is a lot of consumers and engagement 
opportunities.

Currently Facebook has over 850 million active users worldwide and that number continues to 
grow. It is the second most trafficked website, second only to Google and the most trafficked 
social media site in the world.

While Facebook started off as a community to college students, it has expanded far beyond that 
and you are hard pressed to find a demographic not yet represented among Facebook's millions 
of users.

Business Goals for Using Facebook:
 Get found by people who are searching for your products or services.
 Connect and engage with current and potential customers.
 Create a community around your business.
 Promote other content you create, including webinars, blog articles, or other resources.

What are YOUR goals for using Facebook?
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Getting Started

Create a Profile Page
Profile pages are the starting point for the Facebook Community. Everyone wishing create a 
business page for Facebook first needs to create their own personal profile page. Once you have 
created a personal profile page, you can then expand by creating a page for your business, 
service, or brand.

Should you create your business page as a profile page?
NO! Profile pages are designed for individuals. Their function is to hold your 
basic account information, connect with friends, and 'Like' other business and 
group pages. Using a profile page for your business will limit your ability to 
effectively market your product or service.

One big advantage of creating a business page separate from your personal profile page is that 
your personal information doesn't mix with your business presence. Plus with a business page 
you can create multiple administrators for the page without having to share your personal 
information with employees or co-workers. 

Building a Business Page
Now that your basic profile page is set, you can continue on by building a Business Page. The 
Facebook document titled: Facebook Pages outlines the steps involved in creating a Business 
Page.

www.facebook.com/pages

Click on “+ Create Page”
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What type of Business Page should I create?

There are six different type of pages that can be created. Each has their own individual 
advantages. For the most part, you will want to create a 'local business or Place' page.

 Local Business or Place
 Company Organization or Institution
 Brand or Product
 Artist, Band, or Public Figure
 Entertainment
 Cause or Community

Facebook for Business  Page 9



A Fully Functional business page
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Facebook Administrator Panel

All of your administrator activities for the page are located on the Facebook Administrator Panel. 
This panel ‘floats’ at the top of your business page. Only page administrators are able to see the 
administrator panel

The panel consists of several panes, or sections that offer information and status of your page:

1. Notifications: Who has liked or commented on a particular post

2. Messages: Page users may message the administrator. Those messages are displayed 
in the Messages pane

3. New Likes: Who has recently liked the page

4. Insights: Link to your page’s Insights and statistics

5. Invite Friends: Invite your personal friends to join your business page

Above the administrator panes are three drop down menus: Manage, Build Audience, Help

Notifications: Who has liked or commented on a particular post

Edit Page
1. Edit: Edit your page’s settings, information, and about
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2. Manage Admin Roles: Set administrators and their roles for your page

3. Manage Notifications: Set to have Facebook notify you via email for page updates, 
posts, and comments. 

4. Use Activity Log: Easy to navigate chronology of posts

5. See Banned Users: Sometimes users don’t behave. This is a list of users banned from 
the page

6. Use Facebook as a Page: Switch from your personal profile to your ‘business entity’ 
profile to navigate your page and the pages your business ‘likes’

Build Audience
1. Invite Email Contacts: Invite people in your Yahoo, Gmail, Hotmail, etc, email 

contact files to join Facebook and your Business Page.

2. Invite Friends: Pick and choose from your list of friends to ‘like’ your page

3. Share Page: Share the page’s link on your personal timeline

4. Create an Ad: Use Facebook’s ad manager to create an advertising campaign

Help
1. Visit Help Center

2. Take the Tour

3. Pages Product Guide

4. Learning Video

5. Send Feedback
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Editing Page Information
Pages that have their About and Contact information not only give your fan base more 
information, but help increase the searchability of your pages. To enter the back end 
administration of your business page, under the Manage button select the Edit link from the drop 
down list.

Basic Information

Things to keep in Mind:
• The Basic Information screen will change slightly depending on the type of page your 

created. Business Pages will have different fields available to them as compared to 
Community Pages. 

• If your business has a physical address, add that to the page so that fans can find your 
page and check in with their mobile devices.

• The About, General Information, and Description sections should be filled out with 
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information about your business. Use the About section for your Call to Action to like the 
page as it is one of the most prominent pieces of information on your page.

Manage Permissions

The Manage Permissions section is were you specify how other will interact with your page. It 
also allows you to moderate users and content.
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Adding Administrators to your page

Adding additional administrators to your business page lets you delegate the tasks of page 
updates to your staff or co-workers without having to share your personal account information. 
Since every Facebook user needs a personal profile account in order to use a business page, the 
administrator function not only protects your personal information but it also makes it easy to 
revoke access when there is a staffing change.

To create an additional administrator, at you business page, click on the 'edit info' link to the right  
of the page title. At the settings screen, click on the 'Manage Admins' link on the left. You can 
add any number of administrators by typing the name into the field.

The administrators will have full access to the page to post under the name of the page, change 
settings, and edit information.
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Creating custom graphics for your page
Many people don’t realize that when you create your Facebook cover and profile images you 
have a lot of creativity in its content. Instead of using any old image or your business’s logo, why 
not use something that is properly formatted and portrays your company’s brand and image. You 
can use popular image editing programs like Photoshop, Paint Shop Pro, or free program Gimp 
to make custom profile and cover images.

What should you use for your image. For a business page, consider your logo for your profile 
image. For your cover, the image should be something compelling that highlights your product, 
service or brand. Ideas to consider include: storefront, interior, product line, service lines, 
business activity, customer service team, etc. 

Facebook doesn’t want the cover image to turn into a giant adspace, so when they updated the 
business pages to Timeline, they also changed the Terms of Service to include the following 
prohibitions:

Cover photos cannot include:

1. Price or purchase information, such as “40% off” or “Download it at our website”. 

2. Contact information such as a website address, email, mailing address, or information 
that should go in your Page’s “About” section.

3. References to Facebook features or actions, such as “Like” or “Share” or an arrow 
pointing from the cover photo to any of these features.

4. Calls to action, such as “Get it now” or “Tell your friends”.

5. Covers must not be false, deceptive or misleading, and must  not infringe on third 
parties’ intellectual property.

A properly sized image for your business page not only makes the page look nicer, but also 
makes it easier for you to control how the image looks on your page. Here are the all the image 
size specifications for images on Facebook:
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Facebook Sizes and Dimensions

Big picture for timeline
This is the big picture (also known as cover photo) for Facebook’s timeline.
Width: 851px
Height: 315px

Application icons for timeline view
These are the icons that are displayed on a fan page that has Facebook timeline enabled. 
If your picture exceeds these limits, your icon will be resized and converted.
Width: 111px
Height: 74px
Maximum file size: 5MB

Facebook application favicon size
This is the tiny icon that is being displayed on the left hand side of your news feed, where 
the applications that you use are.
Width: 16px
Height: 16px

Facebook milestone picture size
This is the size you use for milestone pictures such as company’s foundation date. This is 
also the size for starred (highlighted) posts. The image in the post will be scaled down 
accordingly, if it exceeds the limits.
Width: 843 pixels
Height: 403 pixels

Profile picture for timeline pages
Recently updated sizes for timeline. The new width and height are 180 px which will be 
automatically scaled down to following:
Width: 32px
Height: 32px

It’s extremely important to choose a picture that can be scaled down as the profile 
pictures that are displayed on timeline posts are really small. Best practice is to choose 
your logo.

Thumbnail
The image that is displayed next to the link when you click like or share something.
Width: 90px
Height: 90px

Facebook page
The usable area of your brands Facebook page
Width: 779px (Update: The CSS of Facebook has some errors, so we’re not actually sure 
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what the final width will be. We suspect it will be 810 px)
Height: Unlimited

Uploaded images
This is the maximum size of the image you can upload.
Width: 2048px
Height: 2048px

Pinned post picture size
This is the size of the picture of your pinned post. It will not be scaled down, Facebook 
will take the centre of the image and cut it out accordingly.
Width: 403px
Height: 403px

Pictures displayed in Facebook
This is the maximum size of the image as shown in slide show or album.
Width: 960px
Height: 720px

Facebook ads
Picture in the ad
Width: 110px
Height: 80px
Size: 5MB
Text in ad
Header: 25 characters
Body copy: 135 characters

Facebook status update
Status update length: 63,206 characters
Comment length: unlimited

Video
The maximum size of vide you can upload
Size: 1024MB
Length: 20 minutes
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12 Facebook Page Functions You Might Have Missed
http://www.ignitesocialmedia.com/facebook-marketing/facebook-page-functions/

If you’re anything like me, you probably spend half your day checking your newsfeed for juicy 
stories and your Facebook page(s) for new likes and wall posts. There are varying schools of 
thought on whether Facebook makes you more or less productive and all I can say is that I’m 
glad it’s part of my job – otherwise I think I’d have to go with the latter.

Given the amount of time we all seem to spend on the network you’d think we would know 
every little thing there was to know about it. That’s why it’s always so surprising to find out 
about a feature that managed to sneak its way into Facebook without us realizing it.

Here are 12 Facebook features you may not have noticed – all related to managing your 
Facebook page – so that you can step-up your social media marketing a notch or two.

1. Edit Comments
It wasn’t long ago that you could only edit comments if you got to them within a few seconds 
after posting. Now Facebook allows you to edit comments on posts, photos or any content at any 
time as yourself or as a brand.

So, how do you do it? Click in the top right corner of your comment, then go down to “Edit…” 
You can also view all previous edits by clicking on the little “Edited” link that will appear 
beneath your comment.
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2. Reposition Photos
Again, this one works for both personal profile pages as well as brand pages. You know how 
Facebook takes the liberty of cropping your photos into the appropriate boxes that adorn your 
page or profile timeline? And how this sometimes is extremely annoying because it cuts out the 
most important bits? Well now you have the power to change it. Unfortunately, you still need to 
keep to the stipulated size/shape, but you can reposition your photo within the box to create the 
most flattering crop.

How, you ask? Again, it’s pretty easy. Just click the edit icon (the one shaped like a pencil) in the 
top right of the picture box and go down to “Reposition Photo…”

3. Export Events
Well this one isn’t necessarily page-related, but it can be business related so I thought I’d include 
it. This has been around for awhile, but I didn’t know about it until recently so there’s a chance 
some of you haven’t heard of it either. Essentially you can export your Facebook events so that 
they appear in your Outlook, iCal and Google calendars.

How? Go to your events page, click on the top right drop-down icon and then click on “Export 
Events…”
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4. Schedule Facebook Posts
There’s a good chance you’ve heard about this one, but it’s such a huge feature that I thought it 
was best to include it just in case you missed the boat. You can now schedule posts for your 
Facebook page. All you need to do is click the little clock symbol at the bottom left of the box 
and choose the date and time you want the post to be published. Just keep track of what you’ve 
already scheduled so you don’t accidentally post the same update twice.

5. Edit Link Names and Descriptions
Hopefully most people are aware of this because it’s been available forever; however, it’s so 
often underutilized that I thought I should include it as well. If you’re posting a link to something 
on your page, Facebook automatically pulls in the relevant meta-data – including the link title, 
image and description. Unfortunately, you are not able to change the image (though you can opt 
to remove it completely), but youcan edit the title and the description of the link. This is a good 
idea if a) the title and/or description aren’t included or b) they’re just not very good. Nothing gets 
ignored more than a link that has no context. So take advantage of this feature and make your 
posts as appealing as possible.
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6. Allocate Roles to Your Admins
This is a relatively new feature and something that a lot of the larger brand pages have been 
requesting for quite some time. Instead of only being able to set change your status from page 
admin or “fan,” page managers can now choose to allocate different levels of access to a page. 
The roles include Manager, Content Creator, Moderator, Advertiser and Insights Analyst. They 
are fairly obvious as to what they do, but the table below outlines the access each has to the page.

To allocate admin roles just go into your page settings and navigate to “Admin Roles.”

7. Post Status Updates Via Email and SMS
Many page managers don’t need to update using email or SMS because they’re able to update 
directly via their smartphones using the Facebook app. However, should they need to, there are a 
number of ways Facebook allows you to update your page status. If you head to “Edit Page” and 
then “Mobile,” you’ll see the options listed along with a personalized email address you can send 
any updates to.

8. Add a Featured Page Owner
If you like to personalize your page so that everyone knows who’s behind the brand name, you 
might like to make yourself a featured page owner (and perhaps others too). This means in the 
“About” section of your page people can see you are the owner and see your picture. How do 
you do this? It’s easy. Open up the page editor, go to “Featured” and then “Edit featured page 
owners.”

9. Highlight Posts by Fans on Your Page’s Timeline
The jury is out on whether the Timeline format is better or worse for pages, but one of the things 
most people are missing is the ability to have fan posts appear throughout it. Instead Facebook 
has pooled them altogether in one box at the top right of the Timeline. However, there is a way to 
make them visible throughout just like before. You simply click into the box, then choose the 
posts you want highlighted, click the little “X” button in the top-right and then click 
“Highlighted on Page.” The post will then show up within your Timeline.
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10. Promote Your Page Posts Within the Newsfeed
Have a really important post that needs to go out? Maybe you’re telling everyone about a special 
offer, competition or a flash sale. You want to get more people than usual to see it, but you don’t 
want to do standard Facebook advertising. Well here’s your answer – now you can promote 
specific posts on your Facebook Page (e.g. text, photo, video, poll, or whatever). Instead of 
sticking an ad over on the right-hand side of the page, Facebook just extends the reach of your 
post within the normal newsfeed. You can choose what budget you want to put towards it and 
Facebook will give you a rough idea of how many people will see it based on this budget. It can 
then last up to three days in the newsfeed.

Click the “Promote” button underneath your status and input a budget. You can also target people 
by location and language as well as change the budget during the process.

11. See How Many People Have Viewed Your Post Organically vs 
Virally

You can now see how many people have viewed your Facebook page posts – both organically 
(fans) and virally (friends of your fans who have seen the post). Just hover over the “_____ 
people saw this post” link below each of your Page posts.
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12. See All the Pages That Have Liked Your Page
Ever wondered which other Facebook pages have liked your page? Here’s how you can find out 
(as well as all the people who have liked your page). In the “New Likes” section of your admin 
panel, you’ll see a link to “See All.” Simply click this and a list of all the people who have liked 
your post will appear. If you go to the box at the top left of this overlay you can change from 
“People” to “Pages” and voila – a list of all the pages that have liked your page will appear. You 
can then go and like them back if you see fit.

Creating a conversation on Facebook
Your Facebook page really comes to life when you engage with your fans and followers. It's 
important to remember that many relationships begin when your posts are published to your fan's 
newsfeeds. To get started, its important to have a strategy.

1. Know your business. What's unique about your business, how can that voice bring your 
business to life on Facebook, in a compelling, authentic and personal way.

2. Know your customers. Who are your customers? How will they want to connect and 
interact with you? What will engage them?

3. Know your goals. What do you want to accomplish. What kind of relationship do you 
want to create. Are you building a brand or using Facebook to drive immediate sales or 
instore traffic. Defining your goals will help you create your page posting strategy.

Best Practices for posting

Find a rhythm
Figure out your frequency for posting, and post on a consistent basis. If your business has a lot of 
traffic, and you have content for daily postings, then commit to posting on a daily basis. If you 
find that you can't post on a consistent basis, you may need to adjust your frequency.

Keep it human
Keep the conversation personable and authentic. Social media is a lot like small talk at a cocktail 
party. Be friendly, authentic and your real self. Nothing is worse than being 'that guy' that 
monopolizes the conversation.

Share news and exclusive content
Fans love receive special, exclusive content. Prepare some 'Facebook Only' specials so that your 
fans feel like they are part of an exclusive club. 
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Encourage participation

Encourage participate by creating a conversation and making clear calls to action. Ask questions, 
leave posts open ended, use polls to get your fans to respond. Let fans post comments, feedback, 
and questions to your page and be prepared to respond to them.

Reward your fans
Post special offers for your Facebook fans like discount codes or exclusive deals

Handle negative feedback
When you engage your fans in a genuine dialogue, transparency is very important. Remember 
this is a conversation, so listen and respond, and address feedback honestly and openly.
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Three common misconceptions to Facebook discussions
A lot of Facebook discussion focuses on tools. As a practical matter, tools are important. The real 
discussion, however, should focus on how you’re developing a unique blend of content that 
conveys your brand in a one-to-one way.

Fail this, and no tool will salvage your Facebook content marketing efforts.

Here are three common misconceptions many people have about using Facebook to market their 
business. I’ll also share three savvy remedies that will strengthen your brand as it is perceived on 
Facebook.

Misconception #1: More Fans = Better
Growing a fan base is important. Many marketers make the mistake of salivating over the 
incremental increase in “likes.” It’s easy to measure. However, what you really want are active 
fans.

Active fans are the folks that give you thumbs up and regularly comment on your content. You 
want to build a small number of genuine ties over a large number of loose ties. Loose ties “like” 
your page and disappear. Active fans “vote ” your content up their wall and in front of others to 
the coveted place of “Top News.”

How to do you nurture active fans? Try doing the following:

✓ Respond to or acknowledge every comment at least once.

✓ Liberally tag fans and other businesses so that they know we’re talking with/about them. 
For example, we regularly tag our artisan cheesemonger. (Admins must be connected to 
the fan or other business to create a linked tag.)

✓ Regularly say “thank you” when people show up to live events — simple, effective and 
overlooked by most.

Misconception #2: Content Must “Go Big” or “Go Home”
“Going big” on Facebook content is frequently misunderstood. Typically, it means flooding your 
fans’ walls with complicated sweepstakes, sales messaging or product announcements. 

If the majority of your fanbase aren’t active and if your page doesn’t have a tight, inter-
connected collection of active fans, your content marketing message is unlikely to be seen at all. 
It will be buried.

Micro-content – status updates, questions answered and links shared – are all “little” efforts that 
build into a coherent brand over time.

To be successful you’ll need to commit to consistent updates. You’ll also need to keep it 
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interesting by varying the media. We incorporate a changing but regular mix of:

✓ Links to relevant, curated news content

✓ Photos of product and people, sent in real time via our iPhones

✓ Video from in-store events

✓ Facebook event invitations

✓ Shout-outs to specific people, organizations and fellow businesses

Mistake #3: Acme Comin’ At ‘Cha
Faceless businesses and organizations do not win. To win, you must show emotion. In short, you 
must be human. Generic messaging is simply ignored. While your fans aren’t paying you 
literally for Facebook content, they are paying you with valuable time and attention.

That’s why smaller outfits demonstrating basic social skills can out-maneuver large companies 
afraid to put persona into their brand.

Here are some ways one such business  demonstrates “being human” on Facebook:

We mostly talk about others (instead of ourselves!) and remain upbeat and positive 
throughout. You won’t find endless product descriptions, unmanned Twitter streams or 
24/7 sales pitches.

We aren’t afraid to share occasional “wins.” For example, recently we passed an annual 
Department of Agriculture inspection. That doesn’t seem so exciting, does it? Yet, more 
than a dozen fans gave us a “thumbs up”. Why? We suspect fans look for ways to pat you 
on the back if you’re doing the same for them. Your content marketing strategy should 
build a tight, loyal group who want to share your wins.

We vary our “mood” occasionally, too. Whether it’s reminiscing on music playing or, 
allowing last century’s “original proprietor” (George himself) get on Facebook and rail 
against aspects of modernity, we keep the content fresh. The latter idea was sparked by a 
popular blog post. Note neither have anything to do with food.

Results: 200% increase in fans since the beginning of 2010.

In short, effective content marketing using Facebook requires:

✓ Commitment to and clarity of your brand’s human voice

✓ A creative approach to messaging that is predominately fan-centric

✓ Direct interaction with and regular recognition of your fans and community (literally and/
or figuratively)

✓ Curation of relevant, rotating and shareable content
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✓ Demonstration of basic social skills (please, thank you) for fans’ valuable time, attention 
and recommendation to others

Woe to the business that underestimates the power of the ‘status update.’ The person or team 
managing your Facebook page shouldn’t be the person who simply understands how to update a 
page. Rather, you should entrust this extremely valuable task to the person or team who 
understands how to build a brand using content marketing.
Adapted from: http://www.contentmarketinginstitute.com/2010/11/content-marketing-using-facebook/

Attracting Friends and Followers
A beautiful business page isn't much good if it doesn't have followers. Next to creating 
compelling content to put on your page, the hardest thing to do is to attract new followers and get 
them to press the 'Like' button. It can be a slow process to build your fanbase and unless you 
have thousands of friends on your personal profile page, it will take some time to increase the 
pages numbers. Don't be discouraged, people will come.

Building Organic Traffic
Building organic traffic in Facebook can be a slow process and takes a bit of work. But the result 
will be a loyal and more engaged fan base. The key to building organic traffic is promoting 
yourself and your page all over Facebook. No one is going to come to your page unless they 1: 
know is exists, and 2: you offer compelling content. Here are my top five tips on how to grow 
your own Facebook Business Page organically.

1. Offer great content and post on your page at a consistent basis. Put out content like you 
have a 1000 fans reading, even though only 5 currently like the page. Active pages will 
get better placement in Facebook’s search results and the news feed. If you’ve got enough 
content, post 2 or three times a day. Otherwise use a posting schedule that allows you to 
offer great content on a consistent basis. Offer links, and photos and content that can be 
easily shared.

2. Make your page inviting. Nobody wants to look at a bland page. Use the real estate 
Facebook gives you to build a nice profile and cover image (I like to change mine 
monthly).

3. Follow up on posts. If fans post replies or comments, be sure to follow up on them.

4. Like other people’s posts. Like and follow the hot pages in your community, such as the 
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local chamber, downtown association, tv, radio, newspapers, and local community 
groups. Be sure to follow your member businesses pages and like their posts. Key to 
doing this effectively is to like their page and then add it to your page’s favorites. Then, 
from your profile page, change to “Use page as ‘Your Business Page’s Name’” (located 
ion the upper right of the screen). Hit the Home button and you’ll see a news feed full 
your page’s followed posts. Go ahead and start liking and commenting.

5. Share other people’s content. When a member business posts, share their content on your 
page. Use the @ tag in your comment. Then your share will show up on their page 
(bringing more traffic back to you) and they will know you shared.

6. Share your posts and links on other people’s pages and walls. If you content is 
compelling and you want to use it to attract your personal friends and followers back to 
your page, then use the Share button to share that individual post on your personal page. 
Also if you find someone else’s content relevant to your own page, then go ahead and 
share it with your fan base. Share links and content creates the social web that will build 
your own page’s fan base.
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Finally, monitor your page insights, see where fans are coming from, which posts are the most 
effective and which days and times of the day are best for posting. Make adjustments according 
to those results.

Building business page traffic outside of Facebook

If you build a Facebook Page, will fans come? This is the great hope for many businesses. 
However, fans do not magically appear from the Facebook mist. Just as working inside Facebook 
to build organic traffic is important, you also need to publicize your page outside of the 
Facebook platform.

#1: Embed Widgets on Your Website

Select from a number of the new Facebook Social Plugins and place them on your website and 
blog. The Fan Box widget is now the Like Box and it works well to display your current fan page 
stream and a selection of fans - see screenshot below with Whole Foods Market Facebook Like 
Box. I would recommend adding a title above the box encouraging visitors to your site/blog to 
click the “Like” button (which makes them a Facebook fan).

Whole Foods Market Facebook Like Box.

http://developers.facebook.com/docs/reference/plugins/like-box/

#2: Invite Your Email and Ezine Subscribers
Assuming you have an opt-in email list, definitely send out an invitation to your subscribers via 
email (several times, over time) letting them know about your fan page and encouraging them to 
join. Ideally, provide them with a description of the page and an incentive to join.

Be sure to have the Facebook logo/badge appear in your HTML newsletters. Instead of the usual 
“Join our Fan Page,” say something creative like “Write on our Facebook wall,” or “Join our 
Facebook community,” or “Come add your photo to our Facebook group” (where “group” is 
actually your fan page). Users have to be a fan in order to interact with your fan page in this way.

#3: Add to Your Email Signature Block
Instead of promoting your Facebook personal profile (if you do), include a link to your fan page 
in every email you send out.
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#4: Integrate the Facebook Comment Feature
My favorite example of this is the t-shirt company Threadless. On their landing tab (canvas 
page), you can view and purchase t-shirts as well as Like and comment on any item and choose 
to have that comment posted to your Facebook profile, as shown in this screenshot:

Threadless actually has their landing tab set up so visitors don’t have to become a fan to 
purchase/comment/interact. Yet they have organically built well over 100,000 fans.

As users comment on items, that activity is pushed out into their stream (profile wall and their 
friends’ News Feeds), which creates valuable viral visibility for your fan page.

#5: Link to Twitter
Link your Twitter account to your Facebook fan page and automatically post your Facebook 
content to Twitter. You can edit what gets posted, choosing from Status Updates, Photos, Links, 
Notes and Events.

You have 420 characters on the Facebook publisher and 140 on Twitter. In the tweet that goes 
out, Facebook truncates your post past a certain character count and inserts a bit.ly link back to 
your fan page. To track click-through stats on that link, just paste the bit.ly link that Facebook 
created for you in your browser’s address bar and add a “+” sign to the end. This works for any 
bit.ly link!

I also recommend you promote your Facebook fan page on your Twitter background and 
possibly in your Twitter bio/URL field too.

#6: Use Print Media
Look at every piece of print media you use in your business. Your Facebook fan page (as well as 
Twitter and any other social sites you’re active on), should be clearly displayed. Put your 
Facebook fan page link (and the logo) on your business cards, letterhead, brochure, print 
newsletter, magazine ads, products, etc.

#7: Display at Your Store/Business
If your business is run from physical premises, put a placard on the front desk letting your 
customers know you’re on Facebook. Ideally, you have a simple, memorable username. 
Incentivize customers to join right away via their mobile device and show you/your staff the 
confirmation for some kind of instant reward!

You might give out physical coupons promoting your fan page. For restaurants, put the Facebook 
logo, your username and a call to action on your menus.
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#8: Place Facebook Ads
Even with a nominal weekly/monthly budget, you should be able to boost your fan count using 
Facebook’s own social ad feature. It’s the most targeted traffic your money can buy. To buy an 
ad, scroll to the foot of any page inside Facebook and click the link at the very bottom that says 
“Advertising.” From there, you can walk through the wizard and get an excellent sense of how 
many Facebook users are in your exact target market.

Then, when you advertise your fan page, Facebook users can become a fan (click the Like 
button) right from the ad as shown in the screenshot below. Additionally, Facebook displays 
several of your friends who have already liked you, thus creating social proof.

Getting found on Facebook 
People are used to searching for products and services much in the way they do in with search 
engines like Google and Bing. Facebook's search box, though works in a slightly different 
fashion. When searching, Facebook will offer best matches based on an autocomplete algorithm. 
It will also suggest pages that you already like. If you don't see the page your looking for, at the 
bottom of the search box will be a link to look at more results for your search.
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Two important points to remember about Facebook Search: 

✓ It is impossible to predict: you never know what your friends or just random users will 
see for any given search query. Facebook search is likely to heavily rely on connections: 
how “close” the user is to each page - how many of their friends Like it or even how 
many Friends of Friends Like it. 

✓ It relies on exact match: Change your search term just a bit to see completely different 
search results: for example, [blogging] versus [bloggers]:

The best way of improving the likelihood of people finding your page is to select a descriptive 
page name and to also completely fill out the page's information fields.

Key points to remember about Page name are: 

The name is crucial because Facebook search is biased to “exact match”: your page will only 
have a chance to show up if it has the exact word the user types in the search box. 

Rule of thumb: It is best to name your page after your brand without trying to make it too 
descriptive. BUT make sure to use your full name and break into the separate words, for 
example: “Search Engine Journal” is better than “SearchEngineJournal” (because it has a good 
chance to get ranked for “search” and “search engine”) 

The Facebook Page URL: Creating a short readable URL for a page makes it more appealing to 
both people and search engines. Pages can set a custom page URL (also referred to as “Vanity 
URLs”) at www.facebook.com/username/ - as long as the page has at least 25 Likes.

The custom URL can only be set once and cannot be edited. Facebook maintains a blacklist of 
restricted usernames and advises: “The selected username should clearly identify the artist or 
business represented by your Page. Create a username that is as close as possible to your public 
figure or business name” 

Page Category: Page owners can specify its Category and Subcategory. It will help the listing to 
be more easily identified in Facebook search results.

Page Info: Complete information about the page should be entered onto the “About us” box and 
“Info” tab to describe the business. These fields offer more “indexable” content for search 
engines. Facebook Page notes can be yet another good place for content relevant to your brand. 
One of the most effective ways to take advantage of page notes is to use them to collect and 
publish Twitter testimonials aggregated from your Twitter Favorites. 
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The Page Wall: A vibrant Wall is a powerful way to enrich any Facebook Page with fresh and 
relevant content. Be sure to update your regularly (at least a couple of times a week) with content 
about your business. It keeps the page “alive” and keeps both the search engines and the people 
coming back. These page updates show up in both the Autosuggest and Advanced Facebook 
search results which makes the Page easier to find. 

Facebook Like works like a “vote” for a Page. Facebook seems to use Likes to measure both 
page popularity and relevancy to each separate user. The more people Like your Page, the more 
links there are pointing from public profile.
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Tracking Progress

From your page’s administrator panel you can select to View Insights. Clicking that will take you 
to the Facebook Insight's section. These pages give you a wealth of information on what your 
pages's statistics, viewership, and media consumption.

Facebook Insights provides Facebook Page owners and Facebook Platform developers with 
metrics around their content. By understanding and analyzing trends within user growth and 
demographics, consumption of content, and creation of content, Page owners and Platform 
developers are better equipped to improve their business with Facebook. 

To see metrics on your Facebook Page or Platform application, go to the Insights Dashboard. 
Only Page administrators, application owners, and domain administrators can view Insights data 
for the properties they own or administer. To view comprehensive Insights on your specific Page, 
Platform application or website, click on the corresponding item on the left navigation bar. 

Insights is a free service for all Facebook Pages and Facebook Platform application and websites.
Insights can be viewed for the last week, month, or any date range that you specify. You need at 
least 30 fans for the insights service to start collecting data. 

People are considered active users if they have engaged with, viewed, or consumed content 
generated by your application or Facebook Page. When viewing your dashboard, you'll be able to 
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see the number of people who have interacted with your Page for the month. In addition, you'll 
be able to see how many people have "Liked" your Page for the day.
Facebook is rebuilding the web around people, and lets businesses build authentic connections at 
scale. In the User section of Insights, you can learn more about the people who engage with your 
Page. 

 New Likes: The number of new Likes your Page received, during the date range you 
specified. 

 Lifetime Likes: The total number of Likes your Page received, as of the end of your date 
range. 

 Monthly Active Users: The number of people who have interacted with or viewed your 
Page or its posts in the last 30 days. This includes interactions from fans and non-fans. 

 Active Users: The number of people who have interacted with or viewed your Page or its 
posts. 

 Daily Active Users Breakdown: Breakdown of the number of people who have 
interacted with or viewed your Page or its posts on that day, by type of action, during the 
date range you specified. 

 Like Sources: Breakdown of the number of Page likes from the most common places 
where people can like your Page, during the date range you specified. Note: this does not 
include all areas of Facebook where users can like your Page. 

As your fan base grows, viewership will ebb and swell depending on your post consistency, 
frequency, and activity on your users.

The best time to post on Facebook

Studies are done all the time to find the best time of day to make your posts. A good rule of 

Facebook for Business  Page 37



thumb is that people tend to be active early in the morning when they first arrive to work, around 
the lunch hour, and again in the late afternoon as they are finishing up for the day. If you are 
targeting a business audience, then structure your posts around those timeframes.

Younger adults may be more active late in the evening and at night. It would make perfect sense 
for a bar or nightclub to make posts very late at night to catch their core audience. Young 
families may be more active on Facebook after the children have gone to bed. Using your 
Insights will give you a good benchmark of how many impressions a post made. 

Top Three Facebook Marketing Mistakes
http://www.allfacebook.com/facebook-marketing-mistakes-no-2012-03

The #1 Facebook Marketing Mistake: The Young People Fallacy
The situation: Business owners who have rarely 
or never been on Facebook decide they have to 
take advantage of it. They don’t understand the 
pitfalls. They don’t have a strategy. They don’t 
understand or like the website.

The mistake: They hire a young person to do it 
since “those young people are texting and 
Facebooking all the time, and of course they 
understand it, right?” Wrong.

Young people are familiar with Facebook but 
most haven’t done marketing, don’t have 
experience with analytics and insights, have 
never gotten business results for a company. 
That would be like having your teenager fix your 
car because “those young people drive a lot.”

The truth: Age is not the most important factor. 
There are likely some youngsters who have the 
talent and diligence to learn (despite many weeks 
or months of learning curve) what works and do a good job for you. But you need to have the 
right person, because…

The risk and consequences: If you have the wrong person as your social media voice, that person 
can make a mistake that damages your brand for years.

Have you seen what happened to Nestle? Google “Nestle” right now. The #6 result is about the 
brand’s big Facebook screw-up. The administrator was too snarky, and CBS News, among 
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others, wrote about it. This happened two years ago and the bad mark is still visible — here I am 
bringing it up again, creating even more bad press.

I list this as the number one mistake because if the wrong person doing your Facebook 
marketing, he or she won’t be able to fix any of the rest of these mistakes.

The solution: Hire someone who has marketing experience, customer service experience, poise, 
is positive and courteous, and can write well. I don’t care if they’re 19 or 91. Just don’t use age 
as the only hiring criteria.

And if you don’t have the money to hire someone, and you don’t have the time to learn yourself, 
check out my One Hour Per Week Social Media Plan.

The #2 Facebook Marketing Mistake: The Timeline Fallacy
The situation: Facebook released timeline for profiles, then for businesses, then about 7,000 
people wrote blog posts about it. This seems to be big news and really important.

The mistake: You assume that timeline is a big deal, so you generally freak out and decide to 
change your entire Facebook strategy. The biggest problem here is not thinking through how 
people actually use Facebook. Timeline is not that important.

The truth: Less than one percent of your fans ever go back to your Facebook page, so few 
people will see your business’s timeline. The reason to have fans is that they may see your posts 
on their homepage, not to get them to go back to your page. When was the last time you went 
back to the pages of businesses you’ve liked? Most people never do it.

One of the most affordable ways to get new fans is buying ads that have like buttons included, 
and you probably won’t be setting that up to direct people to your Facebook page initially. Some 
of your fans will never see it even once.

There will be no more default welcome tabs anymore with the new timeline, so the like-gate is 
no longer as viable a fan-growth method. Only those you send directly from an advertisement, 
email link or website directly to that tab will see it, and those are likely a small number.

The solution: There are certainly some things you need to do to adapt your business page to 
timeline, before March 30th. But you don’t need to completely change course, unless fan gates 
were your primary strategy and you weren’t paying attention to how many people interacted with 
your posts.

Use the 80-20 rule (spend 80 percent of your time on the 20 percent of things that get the biggest 
results) on Facebook, which means:

Advertising to increase awareness, traffic and fans, and

Posting in a way that gets you more interaction and thus more visibility to your fans.
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The #3 Facebook Marketing Mistake: Fear Of Negativity
The situation: You know there are negative reviews online and 
you’re afraid of your business’s reputation being marred.

Many businesses have had trouble with review sites, with raging 
slander by irate customers, and with competitors pretending to be 
customers and posting negative reviews.

Sometimes it’s a business problem they can fix, and sometimes it’s 
not something they can control. This makes them leery of any 
website where people can post their opinions.

The mistake: You assume Facebook is the same as other websites, 
that it could hurt your company’s image, and let this keep you from getting started.

The truth: You can’t control the web. People will post negative reviews about you. But people 
do this less on Facebook.

Facebook is more positive because there is no dislike button, and Facebook shows people things 
they are more likely to like.

As covered in the previous mistake, people don’t go to pages that much, so if someone posts 
something negative on your page, chances are that few people or no one will see it.

What’s more, many companies have seen their fans defend them against negative commenters. 
Your superfans are valuable as defenders of your honor. And that’s a much more powerful 
statement than you replying to them. You can’t really afford to ignore Facebook while your 
competitors leverage it, so get on there.

The solution: Run a quality business with good customer service. Have a good social media 
voice. Follow this decision tree when considering how to respond.

Brian Carter is author of The Like Economy: How Businesses Make Money With Facebook.
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Most Facebook Fan Pages are underperforming

I’ve been told that HubSpot recommends a 0.5 percent feedback rate as a goal. But I have seen 
pages up to several hundred thousand fans achieve feedback rates above one percent regularly 
when they post purposely to get likes and comments. It may be possible for multi-million fan 
pages as well.

If you aren’t thinking about how to get more likes and comments, you probably don’t understand 
how EdgeRank is reducing your visibility to your fans.

Keeping your fans engaged daily and arousing their desire for your offering must be part of your 
fan page strategy, or you’re wasting the opportunity to stay visible and get sales.

There may be cases where a one percent feedback rate is not possible, especially if your fans 
don’t have much in common that they’re passionate about. This is more likely the case for fan 
pages that prioritize high fan counts ahead of targeting good potential customers. But you can see 
from the numbers above that high fan counts are deceiving.

Many Are Under-Posting
A lot of experts recommend posting to your Facebook fan page daily. But many are not 
achieving that. This is a missed opportunity. It’s similar to how so many companies have email 
lists but no email marketing strategy beyond a monthly newsletter than no one cares about. You 
need a fan page posting plan.

Afraid to post daily? To give you a contrary example, one e-commerce website I know of has 
found their 90,000 fan Facebook page to be quite profitable, and they post five times per day and 
have done so for more than six months.

Four daily posts are engagement-oriented and one is sales-oriented. Not all the Facebook e-
commerce efforts I’m aware of are making profits, so it’s interesting that this profitable one is 
posting so often. Perhaps by being so aggressive, they cultivate the most passionate fans and 
weed out the ones who are never going to buy.

Facebook fan quantity is overrated. You do need a lot of fans, but you need a lot of quality fans, 
and you need to keep them engaged. The best Facebook marketers are engaging their fans with a 
purpose while growing their fan base.
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But Can Big Pages Stop Growing Fans?
An underestimated factor in EdgeRank is time decay. One of the reasons so many fans of the 
biggest pages are not engaged is because they became fans so long ago. Some huge fan pages 
were not started by the company, and the early fans may never have been engaged. If a fan hasn’t 
clicked on one of your posts for a year, there may be almost no chance they’ll ever see your posts 
again.

And if you continue to do a poor job with your post feedback rate, over time, your fans will 
continue decay. You’ll have to keep getting new fans, as they get more and more expensive 
(because of ad burnout, they always become more expensive).

Once the cost is prohibitive, you’ll have no choice but to pay for sponsored post story ads to your 
existing fan base to try to re-awaken them. If you have more than 100,000 fans, you should 
already be running sponsored post stories and other ads to your existing fan base to keep them 
engaged, especially if your feedback rate is below 0.5 percent.

Solution: Engaging with your fans
In my experience, the people who say Facebook doesn’t work for business have little experience 
and no training. I agree with them that not enough businesses are succeeding, but I see it as a 
function of companies not doing it well, not as a function of the social network itself.

Consider this a tough-love post. I want you to face the facts and change your tactics so you can 
get better results.

Here’s what you need to change:

Have a plan for engaging your fans: Who’s going to do the posting? Do they have any experience 
in this? How often will they post?  Have you planned out 30 to 90 daily posts yet?

Go for likes and comments: Without them, you don’t get visibility. If you’re not getting a one 
percent feedback rate, have you been trained how to get more likes and comments from posts?

Grow targeted fans that are realistically good potential buyers for your company: Don’t just go 
for numbers. The businesses I’ve seen make money from Facebook grew all or most of their fans 
from Facebook advertising, which gives you powerful targeting options.
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Using Facebook to your advantage

Excerpted from Facebook Me! 
A Guide to Socializing, Sharing, and Promoting on Facebook, Second Edition by Dave Awl. 
Copyright © 2011. Used with permission of Pearson Education, Inc. and Peachpit Press.
Facebook tools like status updates, Notes, Pages, photos, and videos make it easy to grab the 
attention of your friends and fans—and give you the opportunity to reach out to their friends as 
well, without being pushy or annoying about it.

For more about the tools, read "12 Tips for Creative Pros on Facebook". But first, let's look at 
some of the ABCs of social media marketing and how to keep your Facebook presence engaging.

Strengthening Emotional Attachments with Customers
An experiment conducted by the Harvard Business Review (HBR) in early 2010 found that 
Facebook Pages can be very effective at creating stronger “emotional attachments” between 
businesses and their customers. HBR e-mailed a survey to thousands of customers on the mailing 
list for a Houston-based bakery called Dessert Gallery (DG), then set up a Facebook Page for 
DG and invited everyone on the mailing list to become a fan of the Page. They updated the Page 
several times a week with news, positive reviews, info about contests and specials, profiles of 
DG employees, and of course, lots of photos of scrumptious desserts. (I want to click the Like 
button just reading about it.)

Three months later, HBR surveyed DG’s customers again. They found that becoming fans of DG 
on Facebook “changed customer behavior for the better”: Customers visited the store more often 
after becoming fans, were more likely to recommend DG to their friends, were most likely to say 
that they preferred DG to its competitors, and reported a greater emotional attachment to DG (3.4 
on a 4-point scale, compared to an average of 3.0 for customers who weren’t Facebook fans).

Cheat Sheet: Key Principles of Social Media Marketing
I've discussed many of the following ideas in other parts of this book (or even within this very 
chapter), so some of this is review—but I thought it might be useful to give you a checklist of 
some of the most important do's and don'ts of social media marketing in one handy bulleted list.

* Don't advertise—engage! People come to Facebook to socialize, to be entertained, and to get 
useful information, but almost nobody comes for the deliberate purpose of being advertised to. 
To reach people on Facebook, you need to grab their attention by giving them something they 
need. See the section "Free Ice Cream: Delivering Value to Your Fans" for more on this. 

* Show, don't tell. As discussed at the beginning of this chapter, remember that the best way to 
persuade Facebookers that you have something great to offer is to use Facebook's sharing tools 
to give them a taste of how great that something is, rather than just telling them about it.
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* Don't just talk—listen. The great value of social media is that it creates a two-way 
connection: an opportunity to build a stronger bond with your audience by listening to what they 
have to tell you and responding to them directly. In a world where customers who try to contact 
companies are routinely greeted with, "Please listen carefully because our voice menu options 
have changed," genuine communication is a killer app. If fans know they can get your ear by 
visiting your Facebook Page, that can do wonderful things for your traffic.

* Responsiveness matters. One of the worst things you can do is set up a Facebook Page and 
then neglect it. Make sure that you have one or more people keeping an eye on the Page on a 
daily basis to respond to comments and questions in a timely fashion. You want your customers 
to feel like there's a real live person on the other end of the metaphorical line when they post on 
your Wall (as opposed to the feeling of talking to, you know, an ordinary wall). 

* Practice good customer service. In one of my early retail jobs, a wise manager pointed out to 
me that when customers complain, the main thing they often want is an opportunity to voice their 
frustration and know it's been heard—a chance to vent. It's amazing how quickly you can turn 
their frowns upside down (or at least smooth them out a little) if you give people a sympathetic 
ear, acknowledge their frustration, and demonstrate your desire to make things better. 

Free Ice Cream: Delivering Value to Your Fans
It's easy enough for people to become a fan of your Page on Facebook: All they have to do is 
click the Like button. But the other edge to that sword is that it's also easy for people to tune you 
out if they find the content you're posting uninteresting or even annoying. All any fan has to do is 
click the Hide button next to one of your postings on the Home page, and poof! Your postings are 
no longer reaching their News Feed.

For this reason, fan counts on Facebook can be deceptive. Sure, you may have several thousand 
or more smiling faces in your People Who Like This box. But Liking isn't the same thing as 
listening, and you can't be sure that those people will continue to pay attention to what you post 
on your Page unless you make the effort to engage them.

So how exactly do you hold your fans' attention on Facebook? The key is to make sure that what 
you're posting speaks to your audience's needs: It's not about what you want to say, but what they 
want to hear.

Try to put yourself in the minds of your fans, and think about what motivates them to click the 
Like button on your Page. What kind of information or entertainment are they hoping will show 
up in their News Feed once they've added your Page to the mix?

There are many different kinds of value that posts can deliver:

* Useful or helpful information: Maybe you've got breaking news or announcements that can 
be shared more quickly on your Facebook Page than anywhere else. If you're in the consulting or 
training field, share a little of your expertise on a regular basis to show it off.
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* Free ice cream: Offer your fans goodies like rewards, tips, discounts, and giveaways. Some 
Pages post regular coupon codes that you can enter when placing online orders or visiting a 
business—a 10% discount on your next order, a free appetizer, and so forth. These posts are not 
only good motivators for your fans to stay tuned, they create good News Feed mojo because 
they're highly shareable: If what you're offering is good, customers will be motivated to hit the 
Share button to pass the info on to their friends. The Redbox DVD-rental company helped build 
a following for its Page by regularly posting codes that could be redeemed for a free one-night 
movie rental. And here in Chicago, the local Pockets restaurant chain let its fans know that they 
could get a 10% discount by entering a code word in the promo field for orders placed on its 
website.

* Thought-provoking or inspiring ideas. I'm not saying you should make the common mistake 
of posting a lot of recycled "inspirational" quotations on your Page. But if what you do genuinely 
involves ideas—because you're a writer, a designer, a nonprofit working to build schools in 
impoverished areas—then by all means discuss those ideas. Sometimes inspiration can be as 
appealing as ice cream (and more nutritious, too). 

* Entertainment value and humor. Bringing personality to your Page is a big part of making it 
engaging. A little humor of the non-abrasive sort can be the spoonful of sugar that makes the 
medicine go down.

* Opportunities for fans to express themselves. Remember that the fans on your Page make up 
a community with something in common—the interest they share in whatever your Page 
represents. Your Wall is therefore a place where they can enjoy the camaraderie of Like-minded 
people, and express their enthusiasm among others who "get it." Give them questions to answer 
and plenty of fodder for discussion and sharing. The Stash Tea Company invites its Facebook 
fans to post haiku about tea every Friday—and fans not only respond prolifically with dozens of 
poems, they actually complain if the company neglects to post the Tea Haiku Friday thread.

* The inside scoop. People often connect to Pages on Facebook in order to feel like they're 
joining the inner circle—the hardcore fans who are really wired in. Try to reward your followers 
with a little more info than you'd include in an official press release, on the assumption that they 
care a little more than most of the people who would read your press release. To put it in movie 
terms: Give your fans the kind of "bonus" info you'd put in the making-of/behind the scenes 
featurette on a DVD. 

Putting the "Social" in Social Media: The Art of the Friendly Voice
Back in the Communicating on Facebook chapter, I pointed out that Facebook is primarily a 
social space, and compared it to a party where you should show up in something casual and a 
little fun instead of your navy-blue business suit. The vibe on Facebook is relaxed, friendly, and 
social. Which means that to enter into the spirit of the party, the voice you use to communicate 
with customers (and potential customers) on Facebook needs to feel friendly—rather than overly 
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formal, pushy, or promotional.

So how do you achieve that social, friendly tone? Here are some useful dynamics to consider:

Cold Warm
Formal Informal
Distant Congenial
"Written" style "Spoken" style

Prerecorded
Live and 
spontaneous

Official Confidential

In general, for social media, you want to steer toward the Warm side of the scale for the 
dynamics listed above.

* Formal vs. Informal: Even if you're in a more formal kind of business, on Facebook you can 
move the slider a little more toward the informal side of the scale than you might in your regular 
business communications. Be conversational, direct, and by all means use contractions. You don't 
have to get slangy or dumb things down—eloquence and proper English are never anything but a 
plus, at least in my book—but you want to sound like you're talking to your fans rather than 
declaiming to them.

* Distant vs. Congenial: Think of yourself as the host or hostess of your Page, and your fans as 
your guests. Be welcoming, supportive, and continually let them know that you're grateful for the 
enthusiasm and energy they bring to your Page. You want your fans to understand that there are 
real live people on the other side of that Facebook Wall, and that you're enjoying the process of 
connecting with your fans.

* Written vs. Spoken Style: This is closely related to the Formal/Informal dynamic mentioned 
above. The best social media writers, in my opinion, manage to create the feeling that they're 
speaking out loud to you as you read their writing. That brings energy and a sense of 
connectedness that's appropriate to the medium. Try saying your status update out loud—does it 
sound natural and conversational? If not, rewrite till it does.

* Prerecorded vs. Live and Spontaneous: Even if you're writing content for your Page days or 
weeks in advance so it can be pre-approved by a client or manager (a process I work with all the 
time for my corporate clients), it should be written to sound like it's as spontaneous, timely, and 
"in the moment" as possible.

 Official vs. Confidential: This ties in to what I discussed in the "Inside scoop" bullet 
point of the "Free Ice Cream" section earlier. Ideally, you want your fans to feel like 
you're lifting the veil just a little bit—confiding in them and giving them the real dish, so 
they get more out of their Facebook connection with you than they would just by reading 
your regular advertising or the official copy on your website. I wouldn't recommend 
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actually typing "Pssst" at the beginning of all of your status updates—but if you imagine 
doing that, it might help you find the tone I'm talking about.

For 'B-to-B' Companies, Finding Facebook 'Friends' Can Be a 
Struggle 

Wall Street Journal, February 2, 2011

By SARAH E. NEEDLEMAN
Bill.com Inc., a provider of bill-payment services, is trying to market itself on Facebook. But 
even though the venture-backed company has more than 10,000 clients, it has so far managed to 
secure only 67 "friends" on the social-networking site.

These days, even small "business-to-business" concerns like Bill.com are experimenting with 
social media, perceiving the popular online hangouts as low-cost, easy-to-use venues for 
attracting new customers and retaining existing ones. But unlike their consumer-focused 
counterparts—retailers that sell smartphones, jeans, games and other personal products—so-
called B-to-B businesses seem to be having a harder time connecting with their target audience.
Facebook "is so consumer dominated that it takes time to find a voice that cuts through what's 
already out there," says René Lacerte, founder and chief executive of Bill.com, which is based in 
Palo Alto, Calif.

A survey released last month of 230 B-to-B companies shows that 24% are using Facebook Inc., 
Twitter Inc. and others for marketing, and another 36% plan to try them in the coming year. "It's 
certainly something that has taken off in the last six months," says Michael Greene, an analyst at 
Forrester Research Inc., which conducted the study.

In general, he says B-to-Bs tend to be slower to adopt new marketing technologies than business-
to-consumer companies. But now that they're catching up, it appears that many are having a 
tough time gaining followers. "B-2-B isn't sexy," says Mr. Greene. "It doesn't have that same 
immediate attraction that consumer brands do."

Bill.com so far has only about half the number of Facebook "friends" as the average user, and far 
fewer than many of its consumer-focused counterparts. For example, LegalZoom.com Inc., a 
small business that helps consumers file legal documents such as wills and divorce papers, has 
more than 10,000 Facebook friends.

Making fans of other businesses, as opposed to consumers (or actual friends), may seem 
counterintuitive to social networking. So B-to-Bs typically look to interact with workers who 
make buying decisions on behalf of the companies they target. Many attempt to acquire contacts 
by providing links to their social-media profiles from their websites and marketing materials.
"B-to-B buyers are people, which means they are on Facebook," says Tim McLaughlin, president 

Facebook for Business  Page 47



of Siteworx Inc., a small Web-strategy and design company based in Reston, Va., that is on 
Facebook, Twitter and LinkedIn. "You need to be where they are."

Some B-to-B owners say social networking is actually ideal for their demographic since it can 
take months for their kind of buyers to commit to a purchase. The products and services they sell 
tend to cost significant amounts and often several people are involved in the decision-making 
process.

For example, Eloqua Ltd., a marketing-software company in Vienna, Va., charges between 
$15,000 and $800,000 a year for its technology. Regularly posting status updates about industry 
trends and related topics to its Twitter, Facebook and LinkedIn Corp. profiles helps it stay "top of 
mind" among clients, says Joe Payne, chief executive. "There's no question what we do in the 
social world generates leads because it drives people to our website," he says. "We can see where 
they're coming from."

Sharing information or advice on social-networking sites is also a way for B-to-Bs to show off 
their expertise, says John Lopez-Ona, president of Six Sigma Qualtec Inc., a business-consulting 
firm in Princeton, N.J., that uses Twitter and has its own blog. "It's about building relationships," 
he says.

B-to-Bs are also running special marketing campaigns on social-networking sites, such as 
contests that give away prizes to winners. OnTimeSupplies.com, an online office-supply retailer, 
launched an initiative earlier this month in which it promises to donate 25 cents to a breast-
cancer charity every time someone posts an update on Facebook or Twitter mentioning it. "We've 
always depended a lot on word of mouth... whether it's people trading stories in the cafeteria or 
on Facebook," says Miles Young, chief executive and co-founder of the Atlanta firm.
Some small B-to-Bs say they prefer to market themselves on networking sites specifically 
designed for businesses and professionals such as LinkedIn.com.

"You have to pick the right tools, and sometimes the tools are dictated by the kind of company 
you are and the kind of prospects and clients you have," says Kathy Scheessele, a partner at 
Mastering Business Development Inc., a Charlotte, N.C., business-consulting firm that recently 
started using LinkedIn.

"The type of people we're trying to engage with are at a certain level. They're not the typical kind 
of person who's going to be twittering or have a Facebook page," Ms. Scheessele says.
Like many other types of companies, small B-2-Bs are also using social media to find out what's 
being said about them online, as well as gather competitive intelligence and keep up with 
industry trends. "The big advantage of social media is listening," says Eric Bradlow, a professor 
at The University of Pennsylvania's Wharton School.
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But he adds that once a business creates a profile on a social-networking site, it needs to use it on 
a regular basis to avoid stoking the rumor mill. "People build up expectations around 
communication," says Mr. Bradlow. "When expectations are violated, people will infer stuff that 
may not be true."

Write to Sarah E. Needleman at sarah.needleman@wsj.com

The Top 7 Reasons Companies Fail at Facebook Marketing
 Many companies that have excelled at traditional pay per click advertising drop the ball when it 
comes to advertising on Facebook  .  Let’s look at some typical issues and how to deal with 
them  :

• Keywords are not interests : You have keywords on Google versus interests on Facebook. In the 
former, someone is actively searching for something and is expressing immediate intent. In the 
latter, you’re targeting WHO someone is, as opposed to WHEN they are going to buy. You’re 
likely hitting them weeks and months before they search, so your targeting and ad copy must be 
different. We’ve seen PPC companies attempt to peddle translation tools that convert search 
keywords into Facebook interests. You might as well make chicken salad out of chicken poop– 
not possible. In search you know WHEN, but not WHO– in Facebook, you know WHO, but not 
when.

• Ads take users away from Facebook : Users who are on Facebook don’t appreciate being 
yanked out of their browsing experience. So don’t send them to your website– send them to your 
Facebook fan page. But that also requires that you have a custom tab on your Facebook page — 
a landing page that is just as specific as any PPC landing page, whether sending people to a 
particular product page, video testimonial, store locator, or whatever. And that does take a bit of 
engineering effort as there are few app makers that can build FBML apps. WebTrends just 
bought Transpond for that very reason.

• The ad copy is too forward : Imagine you’re having a nice dinner with a friend. Then some loud 
salesman interrupts your meal to pitch his wares. You’ve never seen this guy before— he’s not a 
friend, and you aren’t exactly interested in buying his stuff right NOW, thought it’s something 
you might consider later. That’s what Facebook advertisers do today– they shout over the din of 
the other shouting advertisers, just as you see in the content networks.  With Facebook 
advertising, you can use microtargeting and geographic targeting to avoid “shouting” at your 
audience. 

• There isn’t multi-step engagement : Because advertisers are trying to go from impression all the 
way through to the sale in the same visit (yes, it works in PPC because you can target bottom of 
funnel terms), they fail. Instead, have one set of ads designed only to get fans from the right 
target audience. Then another set of ads messaging just fans. Then another set of ads for friends 
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of fans. You wouldn’t say the same thing to someone off the street versus a friend you’ve known 
for a while, now would you? In Facebook PPC, you can segment your messaging by their level 
of engagement. And no, this concept is not available in mainstream PPC tools– those software 
companies are still trying to jam the round peg in the square hole.

•  Facebook Ad Copy Needs to be Changed Frequently  : In PPC you can make some ads and 
they can live a long time. We have ads that are years old that continue to build good Quality 
Scores. We just leave those campaigns as is–set it and forget it. In Facebook, ads burn out in 
days . In fact, the narrower the audience, the faster the burnout . Google ads don’t burn out 
because it’s a different set of users searching on the keyword each day. In Facebook, you’re 
hitting the same inventory over and over– especially since the average user spends 7 hours a 
week on Facebook and consumes dozen of pages. With no frequency capping on Facebook, you 
better keep your ad copy fresh– not just because you want to split test, but because you don’t 
want to burn out by wasting inventory on the same people over and over.

•  Analytics Is Giving Misleading Info  : If you’re measuring conversions, odds are that it’s the 
unspoken last click attribution. In other words, the user may have come to your site multiple 
times via organic, paid search, email, social, or other sources– but only that last click (likely a 
branded Google click) got 100% of the credit. In paid search, there is the concept of the “assist” 
and the “view through conversion” to give credit to other touchpoints prior to conversion. In the 
world of multi-channel marketing, where consumers take in multiple inputs before making a 
decision, you have to measure how many Facebook visits (or even impressions) resulted in an 
eventual conversion later. Facebook does have a conversion tracking tool and Ads API– but it’s 
still too buggy for mainstream users.

• You’re Putting Impressions over ROI  : True, when you have a new page, you want to get a lot 
of fans. If you’re a media buyer, you might even be looking for raw CPMs. But a fan is not a fan. 
You need to measure what those fans are worth. And there is no one size fits all– you can’t just 
use the ClickZ figure of $3.65 per fan and multiply by the number of fans you have. You have to 
measure how many of your fans eventually convert and then calculate back to an average fan 
value. If 5% of your fans eventually buy something and that something is worth $100, then a fan 
is worth $5 with full attribution. If you find the overlap is 33% between channels on average (3 
visits on average between all channels prior to conversion), then your fan is worth $5 divided by 
3–or $1.67.

There are no software packages that will save you from these pitfalls–you or someone in your 
organization must develop the targeting, ad copy, and landing tabs that reflect your unique selling 
proposition. In the same way that great traditional PPC has tight linkages between the keyword, 
ads, and landing page– on Facebook, you must have tight interests, ultra personal ad copy, and 
many interest-related landing tabs.

Dennis Yu is CEO of BlitzLocal, a Facebook advertising agency that has been serving brands 
and local resellers for 3 years. Come hear him speak at PPC Summit.
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