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Introduction

Wth more than 200 million active users and 250,000 new registrants
every day, Facebook has become a virtual world unto itself. But, what

started as a dorm room exercise to extend the popular printed college direc-
tory of incoming freshmen online, Harvard drop-out Mark Zuckerberg has
developed an international organization employing more than 400 program-
mers, graphic artists, and business development executives (expected to rise
to more than 1,000 employees by the end of 2009) with a valuation in excess
of $15 billion, depending on who you ask.

For many, Facebook is considered a social experience, a place to recon-

nect with an old college chum, or “poke” a new friend. But in April 2007,
Zuckerberg did something so revolutionary its aftershocks are still felt
throughout the business Web. He opened his virtual oasis to allow anyone
with a little programming know-how to build applications that take advantage
of the platform’s social graph (that is, network architecture). In that single
open software act, Facebook has redefined the rules for marketers looking to
gain access to social networks. And it will never be business as usual again.

About This Book

Facebook Marketing For Dummies is the first book to provide you, a marketer,
with in-depth analysis into the strategies, tactics, and techniques available to
leverage the Facebook community and achieve your business objectives. By
breaking down the Web service into its basic features of creating a Facebook
Page for your business, adding applications to your Page, hosting an event,
creating a Facebook Group, advertising, and buying and selling goods in the
Facebook Marketplace, we lay out a user-friendly blueprint to marketing and
promoting an organization via Facebook. Furthermore, we cite numerous
real-world examples of how businesses have both succeeded and failed on
Facebook, underscoring the treacherous road marketers must navigate while
traversing this capricious landscape. Finally at the end of the book, we list
assorted Web links that can further enhance your Facebook marketing expe-
rience and offer ways that you can protect your identity while in the social
network.
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Foolish Assumptions

We make a few assumptions about you as the marketer and aspiring
Facebook marketing professional:

» You are 14 years of age or over, which is a Facebook requirement to cre-
ating your own profile.

v You're familiar with basic computer concepts and terms.

» You have a computer with high-speed Internet access.

» You have a basic understanding of the Internet.

» You have permission to perform any of the techniques we discuss for
your company.

» You have permission to use any photos, music, or video of your com-
pany to promote it on Facebook.

Conventions Used in This Book

In this book, we stick to a few conventions to help with readability. Whenever
you have to enter text, we show it in bold, so it’s easy to see. Monofont

text denotes an e-mail address or Web site URL. When you see an italicized
word, look for its nearby definition as it relates to Facebook. Facebook fea-
tures — such as Pages and Marketplace — are called out with capital letters.
Numbered lists guide you through tasks that must be completed in order
from top to bottom; bulleted lists can be read in any order you like (from top
to bottom or bottom to top).

Finally, we, the authors, often state our opinions throughout the book. We
are avid marketers of the social network medium and hope to serve as reli-
able marketing tour guides to share objectively our passion for the social
network world.

What Vou Don’t Have to Read

v Don’t read supermarket tabloids. They're certain to rot your brain.

v Depending on your existing knowledge of Facebook, you may want to
skip around to the parts and chapters that interest you the most.

v If you have a good working knowledge of Facebook, you can skip Part 1.

v~ If you want to set up a Page for your business, go directly to Chapter 4.
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v If you have a Page for your business and are interested in advertising
and promoting it, go directly to Part III.

v And if you have a Page and want to start going viral with your marketing,
go directly to Part IV.

How This Book is Organized

We organized this book into five parts. Each part, and chapter, is modular,

so you can jump around from one to another as needed. Each chapter pro-
vides practical marketing techniques and tactics that you can use to promote
your business, brand, product, organization, artist, or public figure in the
Facebook community. Each chapter includes step-by-step instructions that
can help you jump-start your Facebook presence.

Part I: Getting Started on Facebook

Are you ready to get your company started on Facebook? Before you can
answer that question, you have much to consider. Part I talks about what to
keep in mind when it comes to Facebook marketing, such as how and why

to build a presence on the social network, what the changing demographics
in Facebook mean to you, how to become a Facebook member and navigate
through the system, and how to expand your business network in the com-
munity. You need to make a subtle mind shift along the way that we can only
describe as being more open and transparent. Many companies struggle with
this, but those that embrace it go on to have a new level of relationships with
their customers and prospects.

Part I1: Putting Facebook to Work

All marketers — young and old — are looking for ways to put Facebook

to work for their companies, small businesses, or clients. In this part, we
show you how to secure a spot for your business on Facebook, how to
design a great Page, and how to create a strategy for marketing that Page
on Facebook. We discuss what it means to market your Page virally, the dif-
ferences between Facebook Groups and Facebook Pages, as well as how to
throw an event in Facebook.
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Part I11: Strategies for
Advertising Success

Part Il can help you create a new source of revenue for your business. We
tell you how to advertise on Facebook by targeting a specific audience, creat-
ing and testing your ads, and then measuring that ad’s success. You learn
how to optimize an ad campaign and get insights into your customers’ inter-
actions with your Facebook Page. And we introduce you to the Facebook
Marketplace where you can sell your products and services on Facebook in a
way that further promotes your brand.

Part JU: Riding the Facebook Viral Wave

Facebook offers ways to make your presence on Facebook even better! In
Part IV, we lead you through a discussion of Facebook applications that you
can add or create, and that can help promote your brand. We also discuss
how to use Facebook to host a contest and conduct a survey that can give
you insights into this ever-expanding Facebook audience. Finally, we show
you how to extend the Facebook Platform to your own Web site in a way that
further expands the viral marketing effect of Facebook.

Part U: The Part of Tens

We packed these chapters with quick ideas to help you convince others in
your company why you should have a Facebook Page, how to conduct your-
self on Facebook in a way that best meets your business goals, how to find
the latest happenings on Facebook through blogs, and what top business
applications you can use on your Facebook Page for business.

Icons Used in This Book

This icon points out technical information that is interesting but not vital to
your understanding of the topic being discussed.

This icon points out information that is worth committing to memory.
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This icon points out information that could have a negative impact on your
Facebook presence or reputation, so please read it!

This icon refers to advice that can help highlight or clarify an important point.

This icon points to Web site locations that complement the text of this book.

Where to Go from Here

If you are new to Facebook and an aspiring Facebook marketer, you may want
to start at the beginning and work your way through to the end. A wealth of
information sprinkled with practical advice awaits you. Simply turn the page
and you’re on your way!

If you are already familiar with Facebook and online marketing tactics, then
you are in for a real treat. We provide you with the best thinking on how to
market on Facebook based, in part, on our own trials and tribulations. You
might want to start with Part II, but it wouldn’t hurt to take in some of the
basics as a reminder and learn about some of the new menus and software
features — you are sure to pick up something you didn’t know.

If you are already familiar with Facebook and online marketing tactics but
short on time (and what marketing professional isn’t short on time), you
might want to turn to a particular topic that interests you and dive right in.
We wrote the book to be modular so you don’t need to read it from front to
back, although you’re certain to gain valuable information from a complete
read.

Regardless of how you decide to attack Facebook Marketing For Dummies,
we're sure that you'll enjoy the journey. If you have specific questions or
comments, please feel free to reach out to both of us. We would love to hear
your personal anecdotes and suggestions for improving the future revisions
of this book. And in the true spirit of sharing on which Facebook is built —
we promise to respond to each of your comments.

Here’s to your success on Facebook!

5
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Getting Started on
Facehook

The Sth Wave By Rich Tennant

“...and then one day it hit Tarzan,
Lord of Jungle —where future in that?”



In this part . . .

A re you ready to market your company on Facebook?
Before you can answer that question, you have

much to consider. Part I talks about what to keep in mind
when it comes to Facebook marketing, such as how and
why to build a presence on the social network, what the
changing demographics mean to you, how to become a
Facebook member and navigate through the system, and
how to expand your business network in Facebook.
Facebook marketing requires a subtle mind shift along the
way that we can only describe as being more open and
transparent. Many companies struggle with this, but those
that embrace it go on to have new kinds of relationships
with their customers and prospects.




Chapter 1
Introducing Facebook Marketing

In This Chapter
Discovering Facebook marketing
Targeting the changing demographics in Facebook
Introducing Facebook Pages
Marketing to consumers and businesses
Understanding profiles, Pages, and Groups

t’s been said that if Facebook were a country, it would be the sixth most

populated nation in the world. Imagine being able to get your message in
front of the Facebook nation free. That’s exactly what Facebook is offering
companies with Pages: an online location for businesses, organizations, and
individuals looking to market themselves to the Facebook community.

Not just for businesses, Pages can be created by not-for-profit organizations,
public figures, entertainers, photographers, and professionals of all types.
Facebook Pages are fun and easy to set up, provide a powerful set of online
tools for engaging with your customers (or, as they are called in Facebook,
fans), and easy-to-understand metrics to measure your success.

Every day, 3.5 million people become fans of a Facebook Page, according to
eMetric’s February. 2009 Facebook Usage Metrics Worldwide study. That’s

a lot of fans. Although popular consumer brands, such as Apple, Coke, and
Skittles enjoy large installed fan bases, smaller brands, business-to-business
(B2B) companies, consultants, and personalities can also build a loyal follow-
ing by using Facebook Pages.

Building a Presence on Facebook

Prior to online social networks, companies centered their Internet strategies
on their Web site. Typically, advertisements and promotions focused on driv-
ing traffic to that site and success was measured by traffic metrics and con-
versions, such as how many forms were completed or how many items were
purchased. Now, the market is throwing these companies a twist: With the
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growing popularity of social networks in general, and Facebook in particular,
people’s online consumption habits are changing. For one, they’re spending
a lot of time on Facebook. The average Facebook member visits the site an
average of nearly 18 times per month, according to recent figures by Web
traffic analytics provider comScore.

That’s why marketers like you can no longer be content to stay on your
.dot-com islands. In response to the challenge, many marketers are adapt-
ing their Internet strategies to include these major hubs of social activity by
using a mix of advertising, promotional, and word-of-mouth campaigns to
drive awareness, traffic, and engagement. And they’re interacting with their
customers in new and unprecedented ways.

Facebook has remade itself to satisfy marketers’ needs to take part in the
conversation. They’'ve managed to balance commercialism with its members’
strong desire for privacy while fostering an open, transparent environment
where discussion flows freely between consumer and marketer.

It’s within this new Facebook marketing paradigm that the role of traditional
marketing is changing. It’s no longer a question of whether your business
should have a dedicated marketing presence on Facebook. Now, the only
question is do you really need a Web site anymore!

Chasing the Changing Demographic

Look into a mirror sometime: You are the future of Facebook. Young, middle-
aged, elderly, male, female, Hispanic, Caucasian, African American, Asian,
Indian — no single defining demographic represents Facebook members. If
you thought you were too old, guess again. Facebook is experiencing its fast-
est growth among women 55 and older. Furthermore, teenagers now make up
a paltry 12 percent of the Facebook audience. Overall, however, the fastest
growing group by total users is still age 26 to 34.

So why are adults flocking to Facebook in droves? Could it be the desire to
reconnect with old friends, former co-workers, and family separated by time
and distance? That pull is strong within most of us. Or, is it the basic human
need to be part of a community, recognized for one’s contributions and right
to express thyself? One thing’s for sure, Facebook is no longer a fad and is
not to be ignored by marketers, big or small.

Facebook opened to non-students in May 2006. Since then, Facebook has
grown to become much more than a social network. According to Facebook, it
is the largest online depository of photos, with more than 850 million images
uploaded to the site each month. Additionally, Facebook is available in 35 lan-
guages (another 60 languages are promised) with more than 70 percent of
users coming from outside the U.S.
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The Facebook factor

The astounding growth rate of Facebook con-
tinues to amaze. Below are some stats provided
by Facebook as of February 1, 2009. For updated
stats, visit the Facebook statistics page. Scroll
to the bottom of your Facebook screen, click the
About link, and at the top of your screen, click
the Press tab to access the Latest Statistics
link.

General Growth
More than 250 million active users

More than 120 million users log on to Facebook
at least once each day

More than two-thirds of Facebook users are
outside of college

The fastest growing demographic are people 35
years old and older

User Engagement
Average user has 120 friends on the site

Users spend more than 5 billion minutes on
Facebook each day (worldwide)

More than 30 million users update their sta-
tuses at least once per day

More than 8 million users become fans of Pages
each day

Applications

More than 1 billion photos are uploaded to the
site each month

More than 10 million videos are uploaded each
month

More than 1 billion pieces of content are shared
each week

More than 2.5 million events are created each
month

More than 45 million active user groups exist
on the site

International Growth

More than 50 translations are available on the
site, with more than 40 in development

More than 70% of Facebook users are located
outside the United States

Platform

More than one million developers and entrepre-
neurs from more than 180 countries are creat-
ing applications for the Facebook Platform

More than 350,000 active applications are cur-
rently available on the Facebook Platform

More than 200 applications have more than one
million monthly active users

More than 15,000 Web sites, devices, and appli-
cations have implemented Facebook Connect

More than 95% of Facebook members have
used at least one application built on the
Facebook Platform

Mobile

More than 30 million active users who access
Facebook through their mobile devices

People that use Facebook via their mobile
devices are almost 50% more active on
Facebook than non-mobile users

There are more than 150 mobile operators in 50
countries working to deploy Facebook mobile
products

11
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Take a closer look at Facebook’s recent demographics, as reported by noted
Facebook blog, Inside Facebook, in February 2009. Clearly, the site’s appeal is
both broad and growing, highlighted by the following:

v Facebook is growing in every age and gender demographic. Fastest
growing segment: Women over age 55, up 175 percent over the previous
120 days.

v Facebook is growing faster with women than men in almost every age
group. Women comprise 56 percent of Facebook’s audience, up from 54

percent in 2008.

v In Facebook, 45 percent of the U.S. audience is now 26 years of age or
older.
3
Facebook offers you the opportunity to get your message to all these demograph-
ics for free. What an efficient way to reach out and expand your customer base.

Homesteading on a Facebook Page

Pages are probably the best place for an organization to hang a shingle out
on Facebook. Pages serve as a home for business entities — a place to notify
people of an upcoming event, provide hours of operation and contact infor-
mation, show recent news, and even display photos, videos, text, and other
types of content. For example, the Skittles Page encourages users to share
experiences and memories of Skittles, as shown in Figure 1-1.
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Pages also allow for two-way conversations between a business and its cus-
tomers. In this way, Facebook provides a great feedback mechanism to learn
about your customers’ needs. A Facebook Page is similar to a profile: joining
as a fan is similar to becoming a friend of another member. (For more infor-
mation on personal profiles and Pages, see “Why Create a Facebook Page”
later in this chapter.

Facebook Pages are publicly available to everyone, (personal Profiles can
also be made available to public search engines via Search Engine Privacy
Settings as seen in Chapter 3), regardless of whether the viewer is a Facebook
member or not. This last point is important because public availability of
Facebook Pages means that search engines, such as Google, can find and
index these pages, often improving a company’s positioning in search results.

So, let’s look at some of the ways that Pages can help you promote your busi-
ness on Facebook.

Wall

The Wall tab serves as the central component of a Facebook Page and is
similar to your personal profile. The Wall allows your company and your fans
to upload content, such as photos, videos, and notes. These actions gener-
ate updates (called stories on Facebook) and often display as stories on your
fans’ News Feeds.

News Feed

A News Feed displays these stories and publishes any new social actions that
take place on your Page. For example, an addition of a new photo to your
Page is reported as a story on your News Feed.

Status updates

If a company wants to push out a message, the addition of status updates

is a welcome tool in the Facebook marketer’s toolbox. Like in personal pro-
files, Pages allow you, a Page administrator (admin in Facebook), to send a
limitless stream of updates (short messages up to 160 characters in length),
which, in turn, appear in your fans’ News Feeds.

Discussions

Discussions are another standard feature that allow anyone to create a new
topic of conversation and permit follow-up comments. (See Figure 1-2.)
Members can add to any discussion by typing their comments in the appro-
priate box and clicking the Post Reply button.
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Just like a profile, you can customize a Page with a host of applications
(apps). Not all Facebook apps work on a Page, but a wide range of useful
apps are available ranging from virtual business cards to RSS feeds from your
favorite blogs and news services. (See Figure 1-3.) (To find out more about
Facebook apps, see Chapter 12.)
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If you want to view a directory of Facebook apps that can enhance your busi-
ness Page, you can choose Applications=>Browse More Applications on the
bottom left navigation bar. In this new Facebook apps directory, click
Business in the left column to list relevant apps for your Page. (Alternately,
you can get to the Application Directory by going to www . facebook.com/
home .php?#/apps/index.php.)

When creating a Facebook Page, use only those elements that either provide value
to the visitor or represent the brand in a positive, audience-appropriate way.

Who Uses Facebook Pages?

Facebook Pages are for public figures, businesses, and brands who want

to establish a presence on Facebook and start interacting with fans. Pages
can be enhanced with apps and provide an open forum for discussions and
shared content. Only the official representative of the artist or business con-
trols their Facebook Page. (For more information, see Chapter 4.)

Facebook Pages provide a great opportunity for both business-to-consumer
(B2C) and business-to-business (B2B) marketers to get the word out about
their product or organization. Here are some examples of companies who use
Facebook now.

Benefits for business-to-consumer
marketers

Business-to-consumer (B2C) marketers were quick to realize the value of
Facebook as a branding opportunity. Entertainment companies, such as
movie studios, book publishers, and music labels, were among the initial
advertisers on Facebook and that continue to have a major presence.

Although well-known brands, such as Coke, Nutella, and Pringles attract mil-
lions of fans to their Facebook Pages, there are also more esoteric brands,
such as Marshmallow Peeps (shown in Figure 1-4) and Bacon Salt, that are
leveraging their Facebook Pages to drive engagement with customers and
build interest in their products. Their marketing strategies take advantage of
the viral power of Facebook, relying on fan participation to generate a stream
of News Feed stories, which in turn creates word-of-mouth awareness and
funnels new fans to the Page.

15
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[ Aplications

The challenge is giving people a reason to participate. Whether it’s shar-
ing hilarious pictures of Peeps in compromising situations or debating the
benefits of salt and bacon as an essential part of a diet, consumer-facing
businesses are interacting with their customers in entirely new ways via
Facebook.

Here are the main reasons every B2C marketer needs to have a presence on
Facebook:

v Facebook offers consumer marketers an excellent brand-building envi-
ronment, thanks to its viral marketing capabilities.

v Facebook allows companies to interact with their customers to gain
valuable consumer insights.

v A Facebook Page improves a company’s search engine rankings.

Benelfits for business-to-business
matrketers

Consumer marketers aren’t the only ones to benefit by having a presence on
Facebook. Many B2B (business to business) marketers are also tapping into
the social network’s business appeal by reaching out to their customer base
where they live and play. From accounting firms like Ernst & Young, who
launched a targeted recruitment advertising campaign to attract recent CPA
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graduates, to technology management consultancy BearingPoint, who spon-
sored a contest for best “Green Enterprise” idea, B2B marketers are leverag-
ing Facebook’s community-oriented tools in exciting ways.

And why are they on Facebook? Because that’s where their customers

are. For many B2B marketers (for example, see BearingPoint in Figure 1-5),
Facebook is another touch point, a new channel from which to communicate
directly with their customers, partners, and employees — past, present, and
future.
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Many of the same benefits that B2C marketers enjoy on Facebook apply to
the B2B world. From community building to providing a customer feedback
loop to search engine positioning, Facebook helps build relationships regard-
less of whether an organization is selling to businesses or individuals.

Here are the main reasons every B2B marketer needs to have a presence on
Facebook:

v Companies are leveraging Facebook as a recruitment tool by reaching
out and promoting positions via the Facebook Marketplace (see Chapter
11), industry-related groups within Facebook (see Chapter 7), and highly
targeted Facebook advertising campaigns (see Chapter 9).

v B2B marketers are using Facebook as a feedback loop, giving the cus-
tomers a forum where their voice can be heard and appreciated.

v Facebook offers B2B companies with disparate offices a centralized
online hub to interact, share knowledge, and facilitate employee
communications.
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Create a Facebook Page?

Both personal profiles and Pages have gone through several transitions and
the distinctions between the two continue to blur. Capabilities once found
only on profiles, such as status updates, the News Feed, and the Wall are find-
ing their way onto Pages. These feature upgrades all serve to the marketer’s
advantage. (To create your own Facebook page, see Chapter 4.)

Pages versus personal profiles

Each Facebook member has a unique personal profile on Facebook (Figure
1-6 shows an example of a personal profile.) An individual can have only one
profile per email account and that profile can only be created, maintained,
and credited to that person. Often, people create both a personal profile and
a more public profile using separate e-mail addresses.

A Facebook member can have multiple Pages, but only Pages created by the
real public figure, artist, brand, or organization, or by an official representa-
tive of the entity. Pages are managed by admins, whose names are never

revealed. You are the admin for your Page unless you specify someone else.

Finally, Facebook Pages have no fan limit, and can automatically accept fan
requests, whereas profiles are restricted to a 5,000-friend limit and friends
must be approved.
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Using a personal account for promoting business interests, or creating an
unauthorized Page, may result in a warning or even an account termination.
So, be safe, use your profile page for personal networking and your Page for
business promotion.

Pages versus Groups

Only an official representative of a business, public figure, nonprofit organi-

zation, artist, or public personality can create a Page and serve as its admin.

Pages are designed to provide basic information and feature community
building blocks, such as discussion boards and the ability to comment,
upload user-generated content, and post reviews.

By contrast, any members can create a Facebook Group about any topic —
and they do. Groups serve as a central hub for members to share opinions
and discussions about that topic. Whereas Pages allow for a high degree

of interaction and rich media with the addition of applications, Facebook
Groups do not allow for the addition of applications.

When an admin updates a Group page (see Figure 1-7), the News Feed story
includes the name of the group’s admin. Pages, however, attribute updates
to the Page and never reveal the admin’s name. Groups also don’t offer the
status update capability, which has recently been added to Pages.
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Group admins can send messages to the entire group’s individual Inboxes,
provided the group has fewer than 5,000 members. Page admins, however,
can’t send messages to all members. Group admins also have the ability to
restrict member access by requiring a member approval process, whereas
Pages can only restrict members from becoming a fan by age and location
requirements. For example, alcohol and cigarette companies are prohibited
from marketing themselves to minors and so restrict fans who are below
legal age limits.

To create a Group, choose Applications=>Groups in the bottom left navigation
bar, and then click the Create a New Group button.



Chapter 2
Joining the Facebook Community

In This Chapter
Learning how to make new connections
Signing up with Facebook
Finding friends and adding them to your list

Ficebook is all about making connections. Whether it be reuniting with
old high school chums, or meeting new people with similar interests,
Facebook provides a framework that makes it easy to discover, reach out,
and share with others. Smart marketers are discovering ways to attract and
grow their network of Facebook clients, known as fans in the Facebook uni-
verse, to achieve their objectives.

But before you can market to Facebook members, you need to be part of the
Facebook community. Facebook offers plenty of opportunities for organiza-
tions to get exposure, many available for free. But, before you can create

a Facebook Page, start your own Facebook Group, run a Facebook ad cam-
paign, build a Facebook application, or sell your wares on the Facebook
Marketplace, you need to be a Facebook member. So, if you haven’t already
taken the plunge, what are you waiting for?

So, What Took You So Long?

If you're like many people, perhaps you thought (or still think) that Facebook
wasn’t for you. That Facebook is all about fun and games and flirting and
preteen angst, which has no value as a business tool. Or that only bad things
could come from sharing your thoughts, pictures, likes, and dislikes for the
entire world to see.

Or, perhaps your children’s protests sounded the loudest warning, bringing
both trepidation and a feeling of being so out of touch with technology that
you’d be rejected, denounced, or publicly drawn and quartered by the diget-
eria (a cute name for the digital elite).
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But now, after all your belly-aching, procrastinating, and gnashing of your
teeth, you've decided to join Facebook and see for yourself what the fuss is
about and how it may help to expand your business. It seems a day doesn’t
go by when you don’t read something about the Web’s newest phenomenon,
or worse, receive an invitation to join from a friend or work associate. And
although you might be familiar with professional online networks, such as
LinkedIn or Xing, you've so far resisted the lure of Facebook.

After all, you're resourceful, a true professional with real business acumen.
Relax, you can figure this out. If 250 million people have already discovered
and joined Facebook, how hard can it be?

Networking in Facebook

If you imagine a map representing all of your relationships and then expand
it to include the external relationships of each of those contacts, you get an
idea of the concept behind a social network such as Facebook. When you
connect with folks through the Facebook confirmation process, it’s as though
you're inviting them into your circle.

Whether you're representing yourself, a business, a nonprofit organization, a
polka band, or a political cause, in Facebook, just like in the real world, your

ability to form strong relationships and influence your fans determines your

ultimate success or failure in achieving your objectives (that is, getting what

you want).

Engaging with your fans

Facebook wasn’t the first online social network, but has arguably done the
best job in providing its members a safe, social environment in which their
actions (for example, posting a photo album), if they so choose, can be auto-
matically broadcast as news stories to those friends who are interested in
reading it.

Businesses are now realizing the value of being part of Facebook to engage
their fan base. It’s this viral capability, or ability to broadcast actions as news
stories, that has helped fuel the growth of Facebook and makes it an ideal
environment from which to market to other members.
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Embracing openness

Although no man is an island, Facebook is making it harder and harder to live
in anonymity. That’s why there needs to be an implicit, trusted, symbiotic
relationship with people in your circle of friends. Your Facebook friends’
actions might very well end up on your Facebook profile, and similarly, your
actions could end up on their profile. This trade-off between privacy and
openness is difficult to balance for most new members, not to mention mar-
keters looking to leverage social media.

To some extent, Facebook requires a new mindset based on the concept of
openness. Facebook marketers need to embrace openness, while understand-
ing the inevitable challenges and pitfalls that go along with it. Unlike previous
mass media (such as, print, radio, and television), Facebook is a two-way
medium, lending itself to a new kind of relationship between consumer and
marketer — a relationship based on trust, openness, and transparency.

It’s important to note that there is a major generational shift in the amount of
information people disclose via online social networks. The younger genera-
tion (teens and college students) has much less fear and trepidation of broad-
casting their lives, warts and all, via Facebook, YouTube, Twitter, blogs, and
other social media, whereas those who didn’t grow up with the Internet are
typically much more hesitant to release even the slightest bit of information.

Since the lines are blurring between many people’s professional and personal
lives, you need to realize that business relationships may in fact crossover
and become part of your Facebook personal network of friends. But that
doesn’t mean your entire life or business needs to be an open book. Basic
common-sense rules that apply while on Facebook include:

v Only disclose information that you’re okay making publicly available.

v Don’t be nasty or offensive because you never know who will read
your post.

v Never reveal personal details that you might regret later.

v Never publish your contact information.
Whether you're commenting on a photo or writing how you feel as a status
update, the information that you disclose is not necessarily a private conver-

sation. Openness has its risks and consequences, so you have to decide where
you draw the line.
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Now that you've glimpsed how Facebook can be a great marketing tool for
your business, you need to sign up and start using this social networking
tool. You'll then be on your way to joining, creating a profile, uploading your
photos, and finding friends for fun and profit.

Facebook often changes its Web site without prior notice. Some of the features
in this chapter might appear slightly different from what we describe at the
time we published this book. Please note that we strive to be as current and
accurate as possible.

Joining Facebook

To sign up for your own Facebook account, all you need is a valid e-mail
address.

Businesses can create their own dedicated presence on Facebook (see
Chapter 4), but you still need to be a Facebook member to access much of the
site, use its features, and interact with other members.

Follow these easy steps to register with Facebook:

1. Open your Internet browser and go to www. facebook.com.

The Facebook welcome screen appears, as shown in Figure 2-1.
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. In the Sign Up section, type your First Name and Last Name in the

name fields.

. Type your e-mail address in the Your Email address field.

Facebook sends a confirmation e-mail to this e-mail address, which com-
pletes your sign up process.

4. Type a password in the New Password field.

5. Select your sex in the I Am drop-down box.

6. Select your birth date in the Birthday drop-down boxes.

Facebook helps you connect and share with Sign Up
the people in your life. It's free and anyone can join
q Security Check
& g ] s, - Enter both words below, separated by a space,
f 25 _ e f 7] Can't read the words below? Try different words or an audio captcha,
)
8 2. Dave
g = mecCes

Facebook ©2009  English (US) #

Please note, birth date is required to ensure that all members comply
with age requirements. Often, members who do not care to share their
actual birthday use Jan. 1 in the date field. Also, Facebook gives you the
option of hiding your date-of-birth year, to shield your actual age.

. Click the Sign Up button.

After you click Sign Up, the Security Check feature appears, as shown in
Figure 2-2.

. Type the captcha that you see in the Security Check section.

A captcha is a security feature in which you need to enter the exact
phrase you see on the screen.

. Click the Sign Up button again.
10.

In your confirmation e-mail, click the link to authenticate your
membership.

Congratulations! You are now officially a Facebook member — one in a
community of more than 250 million people around the globe.

Text inthe box:

By clicking Sign Lip, o 3 ndicating that you have read and agree 1o the Tems of Use and
Privacy Palicy:

Login About Advertising Developsrs Careers Terms »  Find Friends Privacy Help
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Creating a personal profile

Facebook tries to make filling out your profile information as painless as pos-
sible with a simple, three-step process. You can choose to enter as much or
as little information as you desire.

Although your protective side may be telling you not to reveal anything
about your personal history, it’s important to note that by adding this
information, you’re making it easier for people you may know to find you.
However, the eventual number of contacts you add as friends and the
amount of information that you disclose is entirely up to you.

For example, by not listing your high school, you won’t be included in search
results for that particular school; therefore, you're invisible to classmates
who might be looking for you. Likewise, by not adding previous companies
that you worked for, past associates looking to reconnect with you will have
a harder time discovering your whereabouts.

Providing personal information on this page is not mandatory; you can simply
skip these questions by clicking the Skip this step link in the lower-right
corner of the shaded box. If your goal is to sign up as a business member to
create a business Page, then follow this simple three-step process, and head
to Chapter 4.

Only disclose information that you’re comfortable having publicly available.
This goes for profile questions on political views, religion, relationship status,
as well as for age, sex, and home neighborhood. Don’t ever post unsavory or
compromising photos as your profile picture, or anywhere within Facebook.
Your actions are transmitted to others in the form of news alerts, so don’t do
anything that you wouldn’t want everyone you're connected with to know.
There are too many stories of people losing a job or a job opportunity because
of improper images on their Facebook profile pages.

Find friends

After responding to your confirmation e-mail, you are then whisked off to

the Find Friends Using Your Email Account page, as shown in Figure 2-3.

To find people on Facebook that you already know, use your existing con-
tacts, already stored in your Webmail account (Facebook supports AOL

Mail, Microsoft Hotmail, Google Gmail, Yahoo! Mail, and others) and Instant
Message account (Facebook supports AIM and Windows Live Messenger).
You can then simply select the contacts that you want to friend via Facebook.

If you provide a friend’s e-mail address, Facebook stores this information to
send invitations and reminders, to register a friend connection if your invita-
tion is accepted, to allow you to see invitations you have sent, and to track the
success of its referral program.



Chapter 2: Joining the Facebook Community 2 7

|
Figure 2-3:
Import your
existing
contacts to
reach out
and friend
someone
you know.
|

A\

A\\S

facebook  Home Profile Friends Inbox Richkager Settings Logot R

Step 1 Step 2 Step 3
Find Friends Profile Informatian Set Profile Picture

Are your friends already on Facebook?
Wany of your Friends may already be here, Searching your email account is e Fastest way
tovFind your friends on Facebook,

Your Email: | richkager@yahoo.com

Find Friends YAHOO! Mall

1 Facebook wil nat store your password, Learn More,

Skip this step

Facebook ©2009  Englsh (US) About Advertising Developers Careers Terms « Find Friends Privacy Mobile Help Center

[Ed applications AlD

Facebook then extends a friend request to those contacts. Contacts that are
existing Facebook members receive a friend request notification on their
Facebook profile page. Contacts who are not registered members receive an
e-mail invite from Facebook.

To prevent someone from finding you on Facebook, search for that person’s
name, and click the click the Report/Block Person link on the right side just
below their photo.

Add profile information
Type your education history, work history, and associated years on the Fill

Out Your Profile Info page, shown in Figure 2-4. Yawn! This can take a while!
Click the Save & Continue button when you finish.

Business professionals may want to use the city where their company or
industry is based. For example, many hi-tech professionals outside Northern
California still prefer to list Silicon Valley as their regional network because of
the access it provides to other Silicon Valley members.

Set profile picture

First impressions are everything. Never underestimate the importance of a
good profile picture. Facebook is a visual medium and everyone is interested
in personal appearances. Make your face count on Facebook. And to be sure,
it should be your face — not your pet, your child, your significant other, or,
worse still, the Facebook default image.

To add your profile picture, roll your mouse over the existing Facebook
default image and you see the link prompting you to upload a picture. Click
the link. Notice a pencil icon by your options in Figure 2-5. Whenever you
enter Facebook edit mode, you see this pencil icon.
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Figure 2-4:
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Figure 2-5:
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You are then presented with a range of picture options, including:
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For first time users, click Upload a Picture to search your computer’s hard
drive. Select an image file and click Upload. You can upload a JPG, GIF, or PNG
file up to a maximum of 4MB. You also have the option to use Facebook’s edit,
delete, and crop tools. Figure 2-6 shows a rather hip profile photo.
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Save s

Edit My Profie
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A neat trick to using larger images is selecting Choose from Album within your
profile picture edit menu. You can then select an existing photo that you have
previously uploaded to a Facebook photo album, which expands the image to

a height of 600 pixels.

If you don’t have a suitable image on your hard drive but have an external or
built-in camera, you can choose Take a Picture from the profile picture edit
menu, which then asks for your permission to allow Facebook’s internal Take
a Profile Picture application to capture your picture and automatically upload
it to your profile.

You can change your profile picture at any time. You can even set up a pro-
file photo album and rotate between those images. After you have a profile
photo, you can further refine it by tagging the photo, where you attach names
to people pictured in the photo. If they’re a Facebook friend of yours, they
receive a notification that they’re tagged in a photo, along with a link back to
your picture. See Chapter 6 for more information on tagging.

One of the most compelling yet daunting aspects of Facebook is that each
member gets to create his own profile. This is a chance to define yourself
via responses to both standard and more esoteric questions, such as Write
Something about Yourself. Like you, your profile should be unique, honest,
and engaging.

One final note about customizing your Facebook profile. As Shakespeare’s
Hamlet said, “To thy own self be true.” That could just as easily have been
written about Facebook profiles in addition to the prince’s quest for the truth.
Be honest, be transparent, and most of all, be yourself.
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Logging into Facebook
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Figure 2-7:
The Home
page

for new
members
connects
you with
people you
know.
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When you’re a Facebook member, you can log in from most computers con-
nected to the Internet.

To log into Facebook, surf over to www. facebook. com and you'll see two
entry fields on the top for your e-mail and password. When you log in, use the
same e-mail address that you used when registering. Click the Login button
and you’re immediately taken to your Home page.

If you are on your own computer and want to be remembered on future visits,
click the Remember Me check box above the e-mail field. This allows you to avoid
the login process and go directly to your Home page when entering the site.

For new members, logging in to Facebook is always a chicken-and-egg-type
situation. Without many friends, not many News Feed stories are generated.
So, Facebook presents new users with the following options (as seen in
Figure 2-7):

v Find People You Email

v+ Find People You Know

1+ View and Edit Your Profile

G2 Your account is not yet confirmed. Check your email {richkager@yahoo.com) for your Facebook confirmation. Email Settings
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5] 1nvite friends to join Facebook.
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/ View and edit your profile CBS.
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Cassie Kuo
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‘:{) Find people you know Christopher Clark
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Ithaca College.
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Finding Friends for Fun and Profit

After becoming a Facebook member and setting up your personal profile, it’s
time to start making friends. After all, being on Facebook without friends is
like being in a forest with no trees. It gets lonely and there’s not much to do
or see.

Facebook members add connections by friending one another. That is, you
send a friend request to someone, and the other party confirms that you are
indeed a friend before becoming your Facebook friend. If a friend request is
rejected, Facebook does not send the person who made the request a rejec-
tion notification. When a friend invitation is confirmed, Facebook sends a
confirmation notice to your registered e-mail address and posts it to your
News Feed and Notifications menu depending on your privacy settings (see
Chapter 3).

As you grow your network of friends, this can be a significant asset to your
business. By having an opt-in audience, you can leverage your friend-base
through comments, updates, and Inbox e-mail. Just like in the real world,
having influential friends can benefit you in many ways. You just have to
know how to influence the influencers. If you launch a Facebook Page (for
more information on building a Page, see Chapter 4), you can transition your
friends into fans of your Page through gentle coaxing.

Finding friends

You can find friends and contacts by using several search and import capa-
bilities within Facebook. To start, return to your Home page by clicking the
Home tab on your top navigation bar. Facebook displays the Find People You
Know link in the center of this page. Click this link and Facebook displays all
your search and import options, as shown in Figure 2-8.

At the bottom left of the screen, you see the Find Former High School
Classmates, Find Current or Past College Classmates, and Find Current or
Past Coworkers links. These tools are useful in tracking down old friends,
family, and associates. There’s also a default search box for searching via
name or e-mail address.

Drill into each of the search functions a little deeper to get a sense of the
search options available. For example, with the classmate searches you

can add the class year(s) that you attended or graduated from a particular
school, or leave the year fields blank to return the widest possible matches.
By experimenting with narrowing and widening the results, you can discover
many close contacts, familiar names, and old friends long forgotten. Figure
2-9 shows a search for friends using the school search feature.



32

Part I: Getting Started on Facebook

|
Figure 2-8:
Facebook
provides
tools to
help you
discover
contacts
and grow
your friend
base.

|
|
Figure 2-9:
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It’s up to you who to friend. If you receive a friend request from someone,

you don’t have to accept it. If you don’t actually know the person or have any
friends in common, a good rule of thumb is not to accept the request, unless
your goal is to expand your network no matter what. You can find all outstand-
ing friend requests on your Home page. If you want to accept the request,
simply click Confirm. If you don’t want to accept the request, click Ignore.

After you identify a Facebook member worthy of your friendship, you can
extend a friend request by clicking the Add as Friend link to the right of that
person’s name within the search results. You also find these other links: Send
a Message, View Friends, and View Friends in Common (if any). It’s always a
good rule of thumb to send a personal message when friending folks so they
have a point of reference when they receive your friend request. Typically,
they’ll reply with a friendly message back.
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By viewing a person’s friends, you can get a good sense of his network, which
might then lead you to discover additional friends. This social graph is how
people tap into friends of friends in an effort to expand their own network.
Facebook even shows you friends that overlap with the Friends in Common
view. Click this link to see which friends you have in common. After all, a
social network can be thought of as circles that intersect at certain points. Or,
six degrees of you!

You can also send a friend request from within someone’s profile page.
Simply visit their profile and click the Add (name) as a Friend link directly
under their profile photo. Note: Because you're not already friends, you only
have access to profiles of members with a common network, depending on
their privacy settings.

By clicking this link, a friend request is sent to the person and you receive
notification if the request is accepted. Additionally, you can also choose Send
a Message or Poke without having to be a friend. If you poke someone, they
receive notification that they are being poked by you the next time they log
in to Facebook. It’s a gentle way to let someone know that you’re thinking of
him or her.

Creating friend lists

After you have a healthy number of friends, Facebook lets you organize your
gaggle into lists, or groups, with its Lists feature. For example, you can create
a work list that consists of co-workers or business contacts. Lists allow you
to quickly view friends by type and send messages to an entire list. Facebook
allows up to 100 lists with up to 1,500 friends per list. (See Figure 2-10.)

To create a list, click Friends at the top of any Facebook page. On the Friends
page that appears, click Make a New List on the left. Type a title for your

list. You can add friends to your list by typing your friend’s name into the
Add to List field. You can also click Select Multiple Friends to the right of the
field, which allows you to select numerous friends from your entire list. After
making your selections, click Save List to store your changes.

If you have more than two lists, click the Expand box next to a friend from the
Friends page to quickly add that friend to any of your lists.
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You can contact a list from within your Inbox. Entering the name of your list
into the To box allows you to send a message to everyone on the list. When
you select the list you desire, the list expands to show all members of the
list; the title of your list is never visible to other members of Facebook. So, if
you put a bunch of geeks in a list and name it “Geeks,” they’ll never know you
classified them as such. Another advantage is that you can create separate
privacy settings for each list. See Chapter 6 for more on Facebook settings.



Chapter 3
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In This Chapter

Checking out out the Home page

Introducing News Feeds and status updates
Viewing your personal profile

Getting to know Facebook friends

Sending messages through the Facebook Inbox
Controlling access to your information in Facebook
Introducing Facebook applications

Fe Facebook evolution has been a bumpy road. Two major upgrades
in the past two years were met with a tremendous outpouring of opin-
ion and debate. The most recent upgrade, which went live in March 2009,
resulted in the company capitulating to member demands, giving users
greater control over the ability to filter the flow of stories.

The company’s much anticipated upgrade also moved the News Feed stories —

a dynamically updated, real-time view of your friends’ social activities on
Facebook— to the Home page. Stories often include links that lead you to a
photo album, a video, a Facebook Group that you can join (see Chapter 7), or
a Facebook Page for your business (see Chapter 4) that you can connect to.
This continuous stream of news keeps you informed of your friend’s activi-
ties and draws comparisons to Twitter, another fast rising social network.
Dubbed by many as the twitterization effect, the design underscores the
potential of the social graph stream. No one knows where this stream leads,
but one thing is for sure, the Facebook News Feed is the heart and soul of the
beast that is Facebook.

The Home Page

The Facebook top and bottom navigational toolbars offer an iconic design
with easy access to the site’s core functionality. The Home link takes promi-
nent, top-left positioning. Figure 3-1 shows a glimpse of a Facebook Home
page as of this writing. Home is where you land after signing in to Facebook,
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Figure 3-1:
Atypical
Facebook
member’s
Home page.
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and you can easily arrive there from anywhere in Facebook by clicking the
Home link on the top navigation bar. The Home page features a three-column
format, which we describe in the following sections.
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Facebook often changes its Web site without prior notice. Some of the features
in this chapter might appear slightly different from what we describe at the
time we published this book. Please note that we strive to be as current and
accurate as possible.

The center column

The What’s on your mind? box (known as the Publisher in Facebook) takes a
top-center position, and is where you can update your status by posting mes-
sages, photos, notes, links, and more. These posts also show on your profile
(on the Wall tab) and on your friends’ News Feeds.

Below this status update feature, your News Feed shows real-time posts from
your friends. You can control how much information you want to receive
and exactly whose activities you see in your News Feed. To the right of every
news story, you can click the Hide link to stop viewing that friend’s feeds.
(For more information on generating News Feed stories, see Chapter 6).
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News Feed

Facebook uses the News Feed to deliver news and information as it relates
to you and your friends’ activities. News Feed stories are selected based on
Facebook’s proprietary algorithm that takes into consideration a member’s
actions on the site, the privacy settings of everyone involved, your interactions,
and your account and applications settings. Facebook weighs all these ele-
ments in deciding which stories to publish for each member. The key is rel-
evancy, which Facebook’s News Feed algorithm is very good at delivering.

News Feed stories represent only part of the content created across your
social graph (see Figure 3-2). You will not see stories by friends whose pri-
vacy settings restrict you from seeing their actions. Likewise, your privacy
rules dictate what actions of yours Facebook publishes as news stories on
your friend’s Home page. Facebook gives you plenty of control over your
News Feed stories — from what you receive to what is published about you.

Facebook allows you to prevent certain types of stories from being published
about you. To find out more about your Privacy Settings for your News Feed,
see “Managing Your Settings,” later in this chapter.

News Feed stories do not display any actions or content that your friends normally
are not allowed to see. For example, if you post a photo album and only allow
specific lists to view that photo album and a certain subset of your friends are not
included in that list, they will not receive a News Feed story about this action.
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Status updates

The What’s on your mind? box is where you can share your content, whether
it be text, photos, video, notes, music, and a whole lot more. (See Figure 3-3.)
The question “What’s on your mind?” is displayed inside the status update
box and you can address the question directly by sharing text messages up
to 160 characters that appear in your friends’ (or, for business Pages, fans)
News Feeds. (See Chapter 6).

To update your status and post your message, click in the What’s on your
mind? box at the top of your screen. Type the text that you want to share
(and/or attach a photo, video, or Web link), and then click the blue Share
button.
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For both your personal profile and your Page, you have to be extra careful
when sharing with others. Whether it be a message, a photo, a link, or videos,
if your friends (or fans for Pages) find your updates boring and irrelevant,
they’ll hide you from appearing in their News Feeds. An inappropriate update
could result in a drop in fans. So, it’s always good to follow some basic rules
when posting updates on behalf of your personal or professional use.

Following are a few status updates do’s and don’ts that can help keep your
fans engaged:

Status updates do’s
Always remember when updating your status to keep your content fresh.

Make an effort to post updates on a regular and ongoing basis.

Post relevant statements and questions to your fan base to encourage
participation.

Be up front with your posts, which speaks to a company’s willingness to
be open and transparent with fans.
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Include URLs to drive traffic to appropriate information and resources.

If you want to include a link, use a URL shortening service, such as
TinyURL.com or bit.ly, to condense the length of a URL. Bit.ly (http://
bit.ly) can even provide stats on how many people actually click
through to the page.

Status updates don’ts

Never make the following mistakes that can make your Page feel like a
distraction.

Don’t make updates that are irrelevant to your audience.

Don’t send an over abundance of updates. It no doubt turns off your fan
base and dilutes any newsworthy updates.

Don’t be too personal. Your Page’s sole purpose is to promote your busi-
ness, not to update fans on your personal life.

Don’t use a hard-sell approach in your updates. Over-aggressive market-
ing may result in fan revolt.

Don’t use updates to broadcast frivolous, mundane, or inconsequential
information.

The left column

The left column provides a set of filters that allow you to limit information in
your News Feed by using lists. You can also display only application-related
stories, stories with photos, stories about Facebook business Pages that
interest you, and so on. Facebook is giving its users a lot of control in deter-
mining what types of stories they want to receive and by whom.

The right column

The right column displays information regarding any outstanding requests
(event invitations, friend requests, group invitations, and even news
updates). It also displays suggestions for friends, based on an advanced algo-
rithm that infers connections between members. If you click the photo or see
friends link, you're taken to a page of 20 or so profile pictures of suggested
friends. When looking to expand your friends network, this is a good feature
to explore.

We recommend that you only friend, or accept a friend request from, people
you know or folks who are at least friends of friends.
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The Highlights section provides an added stream of updated news stories,
albeit in an abbreviated format. Typically, there’s an emphasis on recently
updated videos and photos within this section. Farther down the column are
Events, which includes friends’ birthdays, and then Connect with Friends,
which includes the Invite Friends to Join Facebook link and the Friend Finder
search page link.

The Top Navigation Toolbar

Facebook conveniently places its most important functions in a toolbar at the
top of your screen. The top navigation features primary links, which include:

Home, Profile, Friends, Inbox, your name, Settings, and Logout. (For informa-

tion on the Home page, see “The Home Page” section earlier in this chapter.)

The Facebook Search box is at the end of the toolbar and is the quickest way

to find people, Pages, Groups, Events, and so on. In this section, we introduce
you to each of these key features and what they can do for you.

Profile

Next to the Home link, the Profile link shows you the screen that others see
when they visit your personal profile. It displays the most recent News Feed
update at the top of the screen right next to your name. Just below are the
recently updated Facebook feature called tabs that display Wall, Info, Photos,
and more. These tabs help organize your content and allow for easier viewing
of your profile information.

It’s important to spend some time completing your personal profile, even from
a business perspective, as business and personal often blur on Facebook. Plus,
Facebook allows profiles to be indexed by the major search engines, so more
and more, your Profile is becoming your public face on the Web.

And since creating a Facebook Page (see Chapter 4) starts with your personal
profile, take this opportunity to really position your business. Try to make
your profile something that is remarkable to the reader. Do you do something
really well, better than anyone? Do you make the best deep dish pizza in all of
Greenwich? Why not position yourself as an expert on the topic with which
you most want your business to be associated?

Wall

The Wall is the central focus of your profile and features continuously
updated information (see Figure 3-4). Facebook’s Wall allows you to post
messages, links to other Web pages, photos, or videos via the What’s on your
mind? box beneath your tabs. When you make Wall posts, News Feed stories
are generated and published on your Wall and in your friends’ News Feeds.
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When visitors see these stories, often they take other actions, such as visit-
ing a photo album or installing a particular application. The viral nature of
Facebook News Feeds serves to promote the post, causing more people to
take interest in the posted action.

From your friends’ status updates to updates from business Pages for which
you are the admin or fan, to your friends’ interactions, such as uploading

a photo, every story that is being generated by you, about you, or by your
friends, appears on your Wall. You can also filter the stream of stories by dis-
playing only stories generated by you, stories about you generated by your
friends, or both.

Likewise, you can view your friends’ activities by visiting their Wall. It’s no
coincidence that the Wall is the first page you see when you visit a friend’s
profile and vice-versa. It represents a member’s social interactions — what
you do on Facebook, and increasingly, what you do when you’re not on
Facebook, thanks to Facebook Connect, which extends many of the Facebook
features to external Web sites. (Read more about Facebook Connect in
Chapter 15.)
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Info

Clicking the Info tab from within a profile takes you to personal information
that can help identify you. This is information that won’t likely change that
often, such as your primary network, sex, birthday, hometown, relationship
status, political views, and so on, as well as contact information, interests,
and education and work histories. The more information you provide about
yourself during registration or while editing your profile, the more informa-
tion that will display. (See Figure 3-5.)

The Info tab is also a great resource when business prospecting. If you iden-
tify someone with whom you want to do business with, you can find out a lot
about them from the information detailed within their Info section.

In the left column are your profile picture, brief information about you, your
friends, and recent links to friends’ photo albums.
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Photos

Next to the Info tab, the Photos tab displays all the photos posted by you, the
photos posted of you by others (if any), and any photo albums that you've cre-
ated. Facebook is home to more than 12 billion photos, making it the largest
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photo site in the world by a good distance. According to Internet traffic mea-
surement firm comScore, nearly 70 percent of the Facebook monthly visitors
either view or upload photos (See Figure 3-6). For more detailed information on
adding photos and videos to your Facebook Page, see Chapter 6.
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Friends

Connecting with old and new friends is a major part of the Facebook experi-
ence. Facebook makes it easy to find friends. Pointing to the Friends link,
which is next to the Profile link in the top navigation toolbar, Facebook
displays a pop-up menu that shows the Recently Added, All Friends, Invite
Friends, and Find Friends links. Or, you can simply click Friends to be taken
to the All Friends page. (See Figure 3-7.)

Increasing your number of friends (or fans to your Page) enhances your
network, giving you a large audience from which to connect. Reach out and
friend/fan someone and add value to your network and your brand.

You can control what information is available to your friends, including your
contact information. You don’t have to share your telephone number or
e-mail address with friends. You can choose not to include the information
during registration or, if you already have information posted, you can visit
your personal profile, click Edit My Profile just below your profile picture in
the left column, and delete the information that you do not wish to share.
(See Chapter 2 to learn more about Facebook friends.)
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Inbox

Facebook has an internal e-mail system that offers a secure option for commu-
nicating with other Facebook members, regardless of whether they’re a friend
or fan. You can also send an e-mail from your Facebook Inbox to an external
e-mail address, simply by typing that e-mail address into the To field.

Addd tn list w
L@ Char (Offline)

-t

Mail sent internally via Facebook has a much greater open rate than tradi-
tional e-mail. While Facebook does not allow members to spam, or send mass
e-mails, to other members, by using the Facebook Inbox for communicating
with your business contacts, it stands a greater chance of being read. (See
Figure 3-8.)

Your messages are only available to you and there is never a News Feed story
associated with your Inbox actions. So, e-mail away without fear that your
actions are being published as a news story.

To read your mail, choose Inbox=>View Message Inbox. A list of four tabs are
displayed: Inbox, Sent Messages, Notifications, and Updates.
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Hovering your cursor on the Inbox link displays a pop-up menu with the View
Message Inbox link and the Compose New Message link. You can also com-
pose a message to a member from the right side of any search results screen.

To send a message, just follow these easy steps:
1. Choose Compose New Message in the pop-up menu, or click the
Compose Message tab at the top right of your Inbox.
2. Type the recipient’s name.
A message box appears.
3. Type a subject and body to the message, and click the Send button.
The recipients are notified the next time they log in to Facebook, and via

their regular e-mail address, if their settings permit.

A message can be sent to a maximum of 20 Facebook friends and non-Facebook
members. To send to non-members, enter their regular e-mail address. If
you're sending to a member who’s not a Facebook friend, you can only send to
their internal Facebook e-mail, not an outside email address.
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The Inbox also features tabs at the top for organizing your e-mails. These
include:

1 Sent Messages: By clicking Sent Messages, you're presented with all the
Facebook e-mails you've sent.

1 Notifications: Provides a stream of News Feed stories focused on noti-
fications, such as birthdays, events, and other social actions triggered
by you and your friends’ interactions on Facebook. You can filter noti-
fications by those you’ve received and those sent by the result of your

<P actions. (See Figure 3-9.)

Facebook also alerts you when you receive a new notification with a red
notification alert appearing on the bottom right of the chat menu.

v Updates: Offers a News Feed with the latest updates that are gener-
ated by the Pages that you're a fan of, Groups that you belong to, as
well as applications that you've added. Updates are an ideal way to
stay informed about your competitors, customers, and leads. To con-
trol which updates you receive, click the Edits Updates Settings on the
bottom right side of the Updates page.

You have complete control over what information is published. See the
“Settings” section, later in this chapter.

facebook  Home Frofile Friends Inbox (60 Richard Krus os Logow I

| Inbox [ Sent Messages Tl l Updates | + Compose Message |
Today Show ntifications...
Advert
« @ Your friends want mors gits! Send them soms of these items with Jam Band Stickers. & [¥] Received Ve
[disable notifications] =45 .
] Sent By Me Love Your Wife?
Yesterday
o B Jeremish Kristel just fought you n Piates. Fight back or join their Crew! 4:215 applcations you've autharized gm
o £ Hew Status King Crowned - Winning status s: Christi thinks that i T stand high enough on my B8 [ eithday Cards e
Tippy Tippy Toes...I might be able to see Friday! View winning T-hirt | View other findlsts.. 121
€@ [ Bowing Busidies Tattoo your wiFe's name on
April 2 e, [ Chidhood Memaries of the your profile, IU's free and
I o B Jeremiah Kristal just Fought youin Pirates, Fight back or join their Crew! 4:31an L Ek

B O Fire Island

Figure 3-9: et

& % BIRTHDAY NOTICE: 395,572 birthdays were FORGOTTEN last weeld Remember your friends’ # @ Forinarow
You can Apri Bithdays 5:0; S5 O Friencs
o || Chris Feacock just tried to beat your score in Seinfeld Click here ta find out if he beat B
find youl 3.4 [ Hugoed
Ind recent P e
. Sherri Rrosenburgh Baer just tried to beat your score in ‘Seinfeld! Click here to find out if she Jam Band Stickers
Facebook Bentyaulids EA [ Lucky strike Lanies
Dk o | Tadd J Chrstie just tried ta beat your scare in ‘Seinfeld! Click here to find out if he beat @ e
155 F
notifications youlo2 = .
o 3 yvour daly 10 bonus tokens is waitina for you, cick hers to claim it 12 524 [0 Music Like) S
onthe In bOX o & Hew Status King Crowned - Winning ststus is: Stanton must construct additional pylons! View 3 [ MyCalendar
B ’ . wirning T-Shirt | View ather finalists, 12:012 Seinfeld
link’s Notifi- ] :
april 7 € [ socialcalendar
« €) VYou are missing birthdays on your SodislCalendar - Add birthdays now = no invites required 2 Start your
. & Status King
and add as many as you like 4520 = EDEEC IDC &
e | |Eecics LEESD LLIT




Chapter 3: Finding Your Way Around 4 7

A\\S

RSS Feeds are an integral tool for today’s business professionals, providing a
streamlined method for receiving a constant stream of information. To create
an RSS Feed for your Facebook Notifications, go to your Inbox and click the
Notifications tab. On the screen that appears, you see the Subscribe to
Notifications section in the right column. By clicking the Your Notifications
link, an RSS Feed automatically generates that you can cut and paste directly
into your RSS Reader. You're updated RSS Feed now alerts you to all your
Facebook notifications as they happen.

Your name

Your name displays as a link on the top navigation bar on the right side. If
you click your name, it takes you to your personal profile. It’s of paramount
importance that your profile projects your voice, whether you're marketing
yourself or a business. Your personal settings can help filter your persona
from the public’s view. As personal and professional worlds often collide, it’s
best to create some walls of separation between the two.

Settings

The Settings link is next to your name, and is where you can set all your pri-
vacy and account preferences. When you hover your cursor on Settings, a
pop-up menu appears with the following options:

1 Account Settings: You can change key information associated with
your account, such as how you want your name to display to changing
your contact, password, networks, notifications, mobile, and language
settings. You can also enter or change credit card information if you
choose to send gifts or purchase ads, and deactivate your account if you
desire. Keep in mind, the account information you choose to show rep-
resents you, so choose your networks wisely and simplify the stream of
notifications you receive and publish for others to see. (See Figure 3-10.)

v Privacy Settings: All your privacy settings, grouped by Profile, Search,
News Feed and Wall, and Applications, are controlled here. Facebook
allows a wide-range of choice when it comes to setting your privacy set-
tings. From allowing everyone to view your profile to customizing access
to just a few friends, you can choose what and with whom to share. (See
Figure 3-11.)
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<P To control who can access your personal profile from the Privacy
Settings options, click the Profile link. From the Profile drop-down menu,
choose either Everyone, My Networks, Friends of Friends, Only Friends,
or Customized to select from your list of friends specifically.

v~ Application Settings: You can edit your application settings, including
what information an application publishes on your profile, your News
Feed, and your Wall, as well as who can see it (see Figure 3-12). You can
add the application to your bookmarks, allow the application to access
your data, and set additional permissions depending on the application.
(See Chapter 12 for more information about Facebook applications.)
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Log out

The last link on the right of the top navigation bar, Logout, is how you sign
off from your Facebook account. Clicking Logout redirects the page to the

Facebook welcome screen, where you can log in again by entering your e-mail

address and password and then clicking the Login button.

It’s important to log out at the end of your session so you don’t compromise
your account access.

Search box

The search box on the top navigation bar allows you to search for names of
people, companies, groups, and applications from a single text box. Simply

type your search term and click the magnifying lens icon to the right of the

search box.

Facebook lets you narrow your search results, choosing filters for People
(names), Pages (companies, non-profits, public figures, and so on), Groups,
Events, or general Web search results provided by the Microsoft Live.com.
You can also join a Group, become a fan of a Page, or add someone as a
friend from the search results. (See Figure 3-13.)
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For our example, if you're looking for the Facebook Page about World Chess
Champion Garry Kasparov’s Foundation, you can search for any part of the
name to find the Page listed in the results. You can enter ‘Kasparov’, as well
as ‘Chess’ or ‘Foundation’ and it shows up in the results. If you are interested
in chess, you might be interested in finding related Groups. You can search
for ‘educational games’, or ’board games’ to yield some Groups that may be
of interest to you. Searching for ‘chess’ brings results from all over Facebook.

1. At the top right of your screen, click in the Search box.
2. Type a name or title that interests you.

3. Click either the image or the name of the Group that you want to visit.

In the search results, be sure to note the number of members, the type
of Group, and any recent activity, so that you have some indication of
how active the Group is before you visit or join.

The Bottom Navigation

The bottom navigation provides convenient access to some of the most pow-
erful features within Facebook. The Applications menu and bookmark icons
are on the left and the Chat functions and Notifications are located on the
bottom right side.

v Applications: On the far left side of your screen is the Applications
menu, which, when clicked, displays your bookmarked applications. It
provides easy access to your Groups, Pages, Events, Links, Notes, Gifts,
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and more (see Figure 3-14). Facebook Gifts is a real marketplace where
members can purchase virtual items to send to other members. (For
information on adding Facebook applications, see Chapter 12.)

+* Bookmark icons: To the right of the Applications menu is a list of six
icons. Bookmark icons make it easy to access an app at any time by
simply clicking the link. Some common icons that Facebook displays
include: Photos, Video, Groups, Events, Notes, and Links. These icons
change depending on how often you use different applications.

¢ Photos: Takes you to the Photos page. You can view photo albums
recently posted by your friends and create a photo album by click-
ing the Create a Photo Album button. (See Chapter 4.)

Video: Takes you to the Video page where you can view your own
and friends’ recent video streams. You can also show just your
videos, or videos in which you're tagged, via the two tabs on top of
the page. (See Chapter 6.)

Groups: Lets you view Groups that your friends have recently
joined and Groups you’re in. You can also search for groups by
using the Search for Groups search box, and create a new group by
clicking the Create a New Group button. (See Chapter 7.)

Events: Lets you view your upcoming events, as well as friends’
events, past events, and birthdays via the tabs on the Events page.
You can also search for events by using the Search for Events
search box, and create a new event by clicking the Create an Event
button. (See Chapter 8.)
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¢ Notes: Facebook Notes is a powerful blogging tool that provides
Facebook members with a forum to write whatever they choose
via the Share box, allowing friends to comment. Similar to tagging a
photo, Facebook members mentioned in a note may also be tagged
and receive a notification. (See Chapter 6.)

¢ Links: Clicking the posted note icon takes you to the My Friends’
Links page where you can view your friends’ recently posted links.
You post links via the Post a Link text box on the top right of the
page. You can sort friends’ links by using the drop-down menu to
the right or show your own links by clicking My Links near the top
of the page. You can even create an RSS feed of your friends’ links
by clicking My Friends’ Links in the Subscribe to Links section in
the right column.

v+ Chat: Facebook has an internal chat system that allows for instant mes-
saging between friends. This is a great feature for reaching out to your
friends in real-time, as opposed to the Inbox e-mail system, or writing on
someone’s Wall. (See Figure 3-15.)

The Chat feature allows you to change your online/offline status, dis-

plays your friends’ most recent status update, pop out chat as a separate
window, and show News Feed stories in Chat. If your status is set to Online,
you see a green dot by the person icon on the bottom navigation bar and
the word Chat. If your status is set to Offline, the dot appears grey.
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The Sth Wave By Rich Tennant

ORCHTENNANT

“Well, it’s not quite done. I’ve animate
the gurgling spit sink and the rotating
Novocaine syringe, but T still have to add
the high-speed whining drill audio track.”



In this part . . .

A 1l marketers — whether young or old — are looking
for ways to put Facebook to work for their companies,
small businesses, or clients. Part Il shows you how to
secure a Page for your business on Facebook (an important
starting point for marketers), design an engaging layout,
and customize it to meet your needs. We help you create
a strategy to promote your business and show you the
various tools and tactics that Facebook offers.

We then discuss how to virally market your Page through-
out the Facebook platform and learn the distinctions
between Facebook Pages and Facebook Groups. Finally,
we show you how to host your own Facebook Event.




Chapter 4
Creating a Page for Your Business

In This Chapter

Introducing Facebook Pages for your business
Exploring Page elements

Creating and customizing your Facebook Page
Finding fans for your Page

Virally promoting your Facebook Page

f someone offered you retail space in the heart of Times Square, rent free,
would you open a business? Of course, you would. Well, that’s exactly
what Facebook is doing with Facebook Pages. As a result, hundreds of thou-

sands of businesses have hung their shingle out on the social network.

In this chapter, you learn all about what Facebook Pages are and how to
use them for your business. We walk you through creating a business Page
and give you tips on how to customize it for optimal effect. We also help
you attract customers (that is, fans in Facebook) for your business Page,
and introduce you to the viral nature of Facebook Page promotion and the
Facebook features that can help you.

What Are Facebook Pages?

Facebook Pages give your business a presence on Facebook to promote your
organization. Facebook Pages are the business equivalent of a Facebook
member’s profile. Members can become a fan of your Facebook Page (simi-
lar to becoming a friend to your profile), write on your Wall, learn about
special promotions, upload photos, and join other members in discussions.
And you can share your status updates with your fans to keep them engaged
and informed. For more information about Facebook fans, see the “Finding
Facebook Fans” section, later in this chapter.
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Unlike profiles (where the number of friends is limited to 5,000), Facebook
does not limit the number of fans a Page can acquire. A business can send
updates to all of their fans at any time. Therefore, think of a fan as an opt-in
subscriber, with Facebook providing the infrastructure to reach your fans via
Facebook’s internal e-mail and Wall features, among others.

Another key difference between Facebook Pages and profiles is that
Facebook Pages are public by default. This means that anyone can search
and find your Page with the Facebook search engine and with the Internet
search engines, such as Google and Yahoo, thereby helping your business
gain visibility and broadening your audience beyond just Facebook. To find
out more about profiles and Pages, see Chapter 1.

For even more search engine visibility, consider getting a vanity URL on
Facebook, which can include your company name in the Facebook Web
address.

Facebook Pages found with a search engine are visible to non-Facebook mem-
bers, but they require the user to join Facebook if they want to interact with
the Page, such as make a comment or enter into a discussion.

Facebook Pages also allow you to add applications (apps), or small interac-
tive software programs, to your Page to engage your readers further with
videos, notes, links, discussions, Flash content, and more. Depending on
which category of Facebook Page you choose, you can see that some apps
are standard and can’t be removed, such as your Wall, Events, and Notes.
Facebook also maintains a large library of third-party apps that you can use
to make a Facebook Page your own. (See Chapter 12.)

Facebook Pages come in three categories:

v Local: Local pages are meant for business that would benefit from a
strong local market presence. A breakfast cafe, pizza shop, or an adver-
tising agency is an example.

v Brand, Product, or Organization: These pages are meant for larger
national businesses, which could include nonprofit organizations or
soft drink companies. Starbucks and Coca-Cola are good business-to-
consumer examples; Avaya and Oracle are good business-to-business
examples.

v Artist, Band, or Public Figure: These pages are good for a politician, an
artist, or a musical group. Barack Obama or the band Nine Inch Nails are
examples.
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Exploring Page elements

Good news: Facebook Pages allow for a flexible layout. Some of the Page ele-
ments are universal to every Page and come loaded when you create your
Page, such as the picture on your Page, the Wall tab, Information tab, and the
Events box in the left column. This helps maintain a consistent look across
all Facebook Pages. However, you can add new tabs (predefined or custom
built) to your tab list, and many elements to your left column, which you can
reposition by dragging and dropping the box that outlines each element.

Depending on which category you select when you create your Page, your tab
display may vary. For example, if you chose Local=>Cafe, you see a Reviews
tab in your tab list (see Figure 4-1).

Universal Page elements include:

v Picture: When it comes to projecting an image — figuratively and liter-
ally — your picture is one of the most important elements of your page.
Be sure to choose a good, clear image that best represents your
business.

v Wall tab: Another important element when creating conversations for
your Wall. Here, you can leave updates about your business and fans, or
friends and fans can leave comments that everyone can read.

v Info tab: General info about your company. Fields are category specific
to your business: Government businesses ask for parking and hours of
operation; fashion businesses ask for Web site, company overview, and
mission. These fields can be left blank initially and completed later.

Facebook Pages are public and these fields can help you with the search
engine optimization of your page so it is best to fill them in with content
that contain keywords you wish to be found under on a search engine.

Freespace | % Become a Fan |

wall  Info Add a new tab

@ Photos
Events
:l Motes
H Video

= Discussions

Search available tabs:
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To add a new tab, click the + sign next to the Info tab. There you’ll find a
bunch of default Page tabs including:

+” Photos: Lets fans tag photos on your Page and notify other fans via a link
to view the pictures. This is a fun, key feature because tagging photos
spreads the word about your Page. (See Chapter 6 for more information
about tagging photos, notes, and videos.)

v~ Events: Lets you organize events or gatherings with your fans. It also
allows you to alert your community about any upcoming events you
may be having. (See Chapter 8 to find out how to host an event.)

v Notes: Lets you share happenings in and around your company with
your fans. You can also tag fans of your company in notes, so they can
leave you comments.

v Video: Provides a high-quality video platform for Pages. You can upload
video files, send video from your mobile phone, and record video mes-
sages to all your fans. Additional features include full-screen playback,
tagging your fans in videos, rotating videos, and more.

v~ Discussions: Lets your fans express their ideas, questions, and sugges-
tions. Discussions let you know exactly what your fans and customers
think and want from your company. Think of this section as a commu-
nity section.

Designing your Page

Before creating a Facebook Page, give some thought to basic design princi-
ples. Although there are always exceptions to the rules, some best practices
in Facebook Page design include:

v Keep it clean: Too many elements on the Page can detract attention
from the brand. Although some apps are productive and useful, try to
keep the number to a minimum.

v Keep it fresh: By continuously updating your Page, you're giving your
fans a reason to come back often, which generates social stories that
attracts more fans.

* Keep on topic: Your Facebook Page should focus on your business.
Although adding RSS feeds and other dynamic content is encouraged, you
need to keep it relevant to the business and your fans. As much as you
may love Elvis, he doesn’t belong on your second-hand jewelry page.

1 Keep your fans in mind: Design your Page with your customer in mind.
Every element should be of value to them; otherwise, it doesn’t belong
on your Page.
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v Position your company as an authority: Your Facebook Page signposts
your business to the world. This is your chance to show what you know
and let your expertise shine.

v Inject some personality into your Page: Even though a Facebook Page is
for business, it should reflect your personality. Find and maintain your
company voice throughout your communications. Have fun with it, but
convey a professional, quality organization.

v~ Value feedback: Facebook, unlike radio and TV, is a two-way medium.
Companies shouldn’t overlook or ignore the value of feedback received
via your Facebook channel. They should encourage it through discus-
sion boards, polls, surveys, contests, user-generated comments and
general fan interaction. Feedback is very valuable because so few people
actually take the time to give it.

1 Fostering a give and take relationship: Your fans are looking to engage
with your Page, but it’s a two-way street. It’s been written that you must
give in order to receive. Make special content available exclusively
through Facebook or offer prizes in exchange for feedback — just two
ways to show fans that you value their input.

* Generating social stories is key to viral success: Facebook uses a snazzy
sophisticated algorithm to publish social stories that are relevant to like-
minded users. You, or your Page administrators (admins), should always
be thinking of what social interactions you can perform — or can encour-
age your fans to perform — to fuel the Wall items.

+” General guidelines and limitations: The Page layout is generally very
flexible, but brand guidelines on Facebook must be strictly followed. Any
links off Facebook must open a new window. Facebook does not allow
pop-ups or pop-unders. The Page cannot be “skinned” with a new back-
ground design.

Creating Vour Facebook Page

Facebook makes setting up a Page easy. With some basic information about
your company, you can get started. To create your Page, follow these steps:

1. Scroll down to the bottom of your Facebook screen, and click the
Advertising link.

2. At the top of your screen, click Pages to see the Facebook Pages
screen.

This contains lots of useful information about business Pages, what they
are and how to use them. (See Figure 4-2.)
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Create a new Facebook Page
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3. Click the green Create a Page button in the upper-right corner. (Refer
to Figure 4-2.)

The process of creating your new Facebook Page begins (see Figure 4-3).
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Figure 4-4:
The Pop Tot
Tees brand.
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4. Select the category that best describes your business and choose your
business type from the drop-down list.

¢ Local ranges from Automotive to Travel Service.

¢ Brand, Product, or Organization ranges from Airline/Ship/Train
Station to Web site.

e Artist, Band, or Public Figure ranges from Actor to Writer.

Choose the correct category from the start because the resulting tem-
plates that Facebook generates have different options. For example, if
you choose a brand, product, or organization, your Page elements are
different from a Local café. The Local café has a section for reviews from
your patrons; the brand, product, or organization does not.

For our example, a Web-based tee shirt company that specializes in
shirts for toddlers, we selected Brand, Product, or Organization as the
category, Fashion as the type of business, and then named the brand,
Pop Tot Tees, in the Name of Fashion text box. (See Figure 4-4.)
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5. Type your business name in the Name of Other Businesses field to
secure your company name on Facebook.

When you name your Page, it’s permanent, so make sure you choose
a name that you want your fans and customers to associate with your
business. When you get more than 1,000 fans, you can claim a vanity
URL on Facebook.
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The person who sets up the Page also becomes the default administra-
tor (admin) of the Page.

6. Certify that you are authorized to create this Page by clicking the
check box, and type your full name as the electronic signature.

7. Click the Create Page button.
Congratulations, you created your Facebook Page!

Your Page will not be live until you click Publish This Page, so feel free to edit
it until you think that the Page is perfect. (See Figure 4-5.)

1\ This Page has not been published. To make this Page public, publish this Page.

Customizing your Page

Beyond certain universal elements, Facebook Pages allow you to customize
your Page to your liking. For example to change the order of items on the
Page, click the item bar and drag it to the desired location. Everything except
the photo at the top of the left column is movable, thanks to a very slick tech-
nology called AJAX.

AJAX is short for Asynchronous JavaScript and XML, which is a group of inter-
related Web development techniques used to create interactive Web apps that
users can customize.

Upload a picture

A good place to start is to upload your company logo or a photo of your
product. This picture represents you on Facebook so be sure to make it a
good one. Or, you can add an animated GIF that has several photos of your
product from various angles. If you're a services company, you can have
several photos of happy people using your service. You can upload photos
in JPG, GIF, or PNG formats only. Pictures can be up to 396 pixels wide with a
height three times the width. Maximum file size is 4MB.
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To upload the first picture for your Page:

1. Hover your mouse on the question mark on your screen.

2. Click the Change Picture link to view the Edit your Profile Picture
dialog box. (See Figure 4-6.)

3. Click the Upload a Picture link.

4. Browse the picture you are looking for and click Open to start the
upload process.

You are prompted to write something about the photo, which appears
on the Wall of your profile or you can skip that step.

5. Click Publish.

Figure 4-6:
Click the
Change
Picture link
to upload a
picture to | it page
your Page. idd to my Page's Favorites

Change Picture

|
Info tab
The details of this feature differ based on which category and business type
you choose. The Info section has two sections: Basic Info, and Detailed Info.
In this example, we chose the Brand, Product or Organization category to
MBER promote our online fashion business, Pop Tot Tees. (See Figure 4-7).
X\
Q
&

The Info tab content changes depending on which category you choose when
you create your Page.

v Basic Info: Enter your basic contact information, such as business
address and phone number, as well as hours of operation.
+” Detailed Info: Enter more in depth information, as follows:
e Web site: Add your Web site’s URL.

e Company Overview: Add your company’s boilerplate text on who
you are and what you do. Or, you can add content that is more
social and less “corporate” to give your Page more personality.

e Mission: Add your mission statement. You don’t have to enter one
if you don’t have one, or you can make up something provocative.

e Products: Add a listing of your products or services. (See Figure 4-8.)
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Wall tab

The Wall on your Page (see Figure 4-9) is where fans of your brand can inter-
act with you, such as leaving a comment, thought, or idea about your com-
pany. Also, you can share What’s on your mind? as well. Think of this area
like a very public message board. You can get creative and use this to post
jobs for your company to let people know you are hiring, announce a coming
product launch, and gauge interest from your fans.

This Page has not been published, To make this Page public, publish this Page,
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wall Info  Photos Discussions +
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Your Wall generates and displays stories for anyone who is a fan of your
Page. You should keep your Wall active by posting content you already have,
such as links to the latest blog post from your company, by using the What’s
On Your Mind? box. Or, you can add a link to a news item that covers your
industry. Here is a list of the items that you can use on your Wall:

v~ Content: Type a text message up to 365 characters in length. Use this
area to discuss anything of interest happening at your company.

v~ Links: Add any links from your corporate Web site or any news coverage
you may get with your fans.

+* Photos: Add photos of new products, launch parties, or any photos of
people who work at your company. Single photos can be uploaded from
your hard drive, taken with a webcam; larger groupings of photos can be
made into an album.

v Videos: Add a video from your company. You can record a video with a
webcam or upload it from your hard drive.
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\&gN\BEH Every time you update the information section of your page, it posts an update

& on your Wall. Also, anytime you add a discussion using the Discussions tab or
write on someone else’s Wall, it appears on your Wall. For more information
about adding content to your Wall, see Chapter 6.

Photos tab

The Photos tab lets you upload photos for your Page. Use this tab to upload
photos that you want to organize in albums to share with your fans. You can
also use any photo that you upload as your profile picture, if you want to
change it often to keep it fresh.

Facebook also allows you to upload an unlimited number of photos and
albums to your Facebook Page. You can reorder photos, rotate them, and
acknowledge a Facebook member by “tagging” them in the photo. We explain
how to tag a photo in Chapter 6.

To use the Photos tab:

1. Click the Photos tab.
2. Click the Create a Photo Album button.

Facebook prompts you for the name of the album, the location of where
the pictures were taken, and a short description of the album. (See
Figure 4-10.)

3. Click the Create an Album button.
A dialog box opens to help you locate your photos on your hard drive.

4. Browse on your hard drive to select the photos that you wish to
upload.

5. Click Upload.

Discussions tab

Lets you engage your fans to express their ideas, questions, and suggestions.
Discussions let you know exactly what your fans and customers think and
want from your company. Think of this as a community section. (See Figure 4-11.)
For more information, see the “Setting Page access” section, later in this
chapter.

To use the Discussions tab:

1. Click the Discussions tab.

2. Click Start a New Topic.

3. Type a title for the topic and the content of the post.
4. Click Post New Topic.
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Because discussions can grow to contain many topics, Facebook provides
you with a topic view so you can see the entire discussion. Find the topic you
want, and then click the topic name to see the complete topic view and reply

to any comments.
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Page controls on the left column

Facebook provides links on the left column to help you control your Page.
The links in this column represent quick ideas for how to build your audi-
ence. No matter which category or type of business you choose, this column
preloads with the following items:

v Edit Page: Lets you make changes to your Page by editing your security
settings, changing your Wall settings, and activating your mobile set-
tings so you can update your Page from your mobile phone. You can
also locate and choose new apps, such as Polls, that you can add to your
Boxes tab. (See Chapter 14 to find out how to use Polls.)

v Promote Page with an Ad: Link to the Facebook advertising app where
you can advertise your Page on Facebook in three easy steps. Members
can become a fan of your Page right from the ad or click through to visit
your Page. (See Chapter 9 to advertise on Facebook.)

v+ Add a Fan Box to your site: Lets you take your Facebook Page and
create a widget that you can use on your Web site; thereby giving your
Web users a taste of your Page without having to be on Facebook. All
you have to do is just copy and paste the code into your Web site tem-
plate! Note that this feature is visible only after you publish your Page.

1 Suggest to Friends: Use your friends to build your fan base. Click the
photo of one of your friends or type a name in the Search box. Facebook
sends them an invitation to join your Page.

Add to My Page’s Favorites: Lets you add a Page to your favorites list. It
also generates an item on your Wall for others to see. Note that this fea-
ture is only visible after your Page is published.

1 Write Something About: Type a short blurb or mission statement about
your company, so people know why you exist or what your mission for
the Page is.

Setting Page access

Now that you have almost completed your Page, you might want to limit
access certain readers have to your Page before you go live. Facebook allows
you to restrict access to your Facebook Page by country: US, Canada, UK,
Australia, and several others. You can also restrict access by age: Anyone
(13+), People over 17, People over 18, People over 19, People over 21, Legal
Drinking Age. Restricting by age is something you may want to consider if
you are a local bar or perhaps a tobacco brand. (See Figure 4-12.)
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To access your Page settings:

—

. Click the Edit page link under the picture on your Page.

2. Click the pencil in the Settings bar.

3. Click Edit to expand the settings.

Select the best settings for your page.

4. Click the Save Changes button.
Facebook also lets you control what users can do on your Wall. The screen is
broken into two parts: View Settings and Fan Permissions. The View Settings
is where you can direct new fans to a specific tab. Perhaps you have a video

you want them all to see. Otherwise, consider sending them to the Wall by
default, or to your company Info tab. (See Chapter 9 for more about landing

pages.)

You can also restrict whether fans can write on the Wall or post photos,
videos, or links. Our advice is to allow as much interaction as you can with
your fans so be sure to check these boxes. (See Figure 4-13.)

To access your Wall settings:

1. Click the Edit Page link under the picture on your page.
2. Click the pencil in the Wall bar.
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Figure 4-13:
Sending
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w

. Click Edit to expand the settings.

-

5. Click Save Changes.

. Choose the best View settings and Fan permissions for your Page.

To publish your page, click the Publish this Page link in the top banner (see

Figure 4-14).
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Finding Fans for Your Page

In Facebook, members become a fan of your Page, which gives your busi-
ness access to millions of possible clients. In fact, more than 5 million fans
are added to Pages every week. Pages say something about the celebrities,
products, or brands that they endorse. A Page can have an unlimited number
of fans, as opposed to personal profiles that are limited to no more than 5,000
friends. (See Chapter 2 to learn how best to populate your personal profile.)

Becoming a fan is easy. When members discover your Page, they can simply
click the Become a Fan link at the top of your Page next to your Page name
to be added to your list of fans. Their friends see that they’ve become a fan
of your Page in their News Feed, and the fans’ profiles show a message that
they’ve become a fan. Fans can also choose to receive messages from your
Page automatically to stay connected with your organization.

You should feel free to invite your friends to become a fan of your Page.
Facebook offers several features that lets you promote your Page to pro-
spective fans and customers. (See Chapter 6.) Facebook members can also
discover your Page on their own and the public can see your Facebook Page
when using the Internet search engines.

Sharing your Page

What'’s a Page worth if you don’t share it? Facebook makes it easy for you, or
your fans, to share your Page with other members to help you attract more
fans. First, you can simply post a message with a link to your Page to your
personal profile.

Then, all Pages feature a + Share button in the lower-left column that gives
you a choice to either send a message to up to 20 Facebook friends or to post
a message about the Page to your profile. (See Chapter 6.)

The Send a Message feature lets you send an e-mail message to a Facebook
friend asking them to become a fan of your new Page. Start by letting people
know you’re on Facebook. You can use your new Facebook Page as a reason
to reach out to existing customers, friends, and contacts outside of Facebook
through your normal marketing channels. For example, you can send them
an e-mail blast or include the Page address in a printed newsletter or flyer.
Something as simple as “Join us on Facebook!” does the trick.
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Letting fans find you

Facebook members can find your Page in several ways. You can also refer to
Chapter 6 for more information on promoting your Page to learn more about
Facebook marketing tactics.

+* Name search: Members can search for a Page by using the Search box
in the top-right corner of your screen anywhere within Facebook. Simply
type the name of a company, local business, or public figure, and then
click the Search button. Your Page name appears near the top of the
search results when a user enters an exact match. (For more informa-
tion, see “Finding Pages on Facebook” later in this chapter.)

1 Member profiles: Profile Walls list each of the Pages friends are fans of.
Members can click your Page title in a friend’s profile to go to your Page.

1 News Feeds: When members become fans of a Facebook Page, stories
are published in their News Feeds in their profiles. Members can click
your Page title that’s embedded within a story to visit your Page.

v+ Public view: Facebook Pages are available to the public, not just
Facebook members, via Internet search engines. Internet users can find
links to your Page within search engine results, as well as on Web sites
and blogs.

Viral Marketing with Pages

If you build a Page, will they come? Not if nobody knows about it! The same
viral elements that have helped make Facebook profiles so popular are also
hard at work behind Facebook Pages. No, we're not talking nasty viruses;
we're talking a way of spreading your reach. When fans interact with your
Facebook Page, their actions become social stories and publish to their News
Feeds.

Your friends may very well see these social stories when they log into
Facebook and be influenced to take a similar action. The stories link to

your Facebook Page, generate social interactions in the News Feeds of their
friends, and drive more traffic to your Page. This is leveraging each person’s
social graph. Meaning through Facebook, users can discover new Pages of
interest to them.

Your job is to create actions that generate social stories. Understanding
the types of social actions that trigger social stories is key to harnessing
Facebook’s social graph.
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How can you market your Page?

Your goal is to create interaction on your page that gets noticed. To do that
you can use a variety of tactics. In this section, we discuss some ideas for shar-
ing, adding features, and commenting. (See Chapter 6 for more information.)

Adding applications

One simple idea is to add apps to your page. By doing so you generate
another story on your Wall and in the News Feed of your fans. Facebook has
a variety of apps for businesses, entertainment, games, sports, and utilities.
(See Chapter 12.) For example, you can use the SlideShare app to share a
PowerPoint presentation with your fans or you can add the birthday calendar
app to keep track of your local patrons’ special day.

Posting and sharing on a Page

Posting a blog or sharing an interesting article you just read that is related to
your business is a great way of generating a story. To do this, simply click the
What’s on Your Mind? box at the top of your Page. Enter a comment about
the blog or article and then add the link by clicking the Attach a Link icon.

Comment on your Page

Comments to members or for your Page show your fans that you're engaged in
a dialogue with them and add value to the conversation. If you get comments,
be sure to respond to as many of them as you possibly can. Nothing keeps the
dialogue going like knowing that someone is listening and responding.

Editing Page info

Editing your Page content is a very simple but often overlooked way to gen-
erate an item on your Wall. Although we don’t advise that you change your
information several times a week, we do encourage you to edit your Page
when major events occur.

How can fans market your Page for you?

Fans actions on your Page can also generate stories about your business in
the News Feed of their friends. Although they are impossible to control, be
aware that these actions count in the eyes of a fan’s friends and can seem like
an endorsement of your Page.
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+* Becoming a fan: Creating a strong fan base is a great way to get the
viral equivalent of an endorsement of a fan to all their friends. Growing
your fan base should be a top priority for you. (See the earlier section,
“Finding Fans for Your Page.”)

v Wall posts: Offers another great way for fans to enter into a discussion
on your Page. Wall posts also appear on the News Feeds of all the fan’s
friends. (See Chapter 6.)

+* Photo uploads: Getting users to share photos of them engaging with
your product, brand, or public persona is a great endorsement that’s
visible to all the fan’s friends.

v~ Tagging friends: Share photos that include the friends of your fans. Be
sure to take as many high quality photos at events so you can share
them and tag as many people as you can whether or not they are fans of
your page. (See Chapter 6.)

v Video uploads: Add a great sense of interactivity with videos to pro-
mote your brand. Running a contest to get members to send in videos is
a great way to market your product. (See Chapter 13.)

v Event RSVPs: Invite your fans to join an online or face-to-face event as
another great touch point to consider. Any event you hold should be
posted to your Facebook Page. When members RSVP, a new item gener-
ates in their News Feed for all their friends to see, perhaps enticing them
to come to the event as well. (See Chapter 8.)

Finding Pages on Facebook

When looking for a specific Page on Facebook, the Search box on the top
navigation bar is a handy way to find what you're looking for. Here’s a quick
step-by-step guide to finding a specific Page:

1. Type the name of the company, product, or personality in the Search
box, and click Enter.

You're presented with the closest matches in the search results.

2. If you don’t see what you were searching for in the results, click the
Pages tab just above the results.

Only Pages that closely match the search term display. If you don’t see
the company, product, or personality, it’s most likely because a Page
doesn’t exist.

Facebook also provides directories to help you find Pages of several types,
as shown in Figure 4-15. Facebook Pages are divided by major categories,
including Places, Products, Services, Stores, and so on.
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Here’s how you get to where you can browse Pages by type:

1. Click the Profile link on the top navigation bar.

2. Click the Info tab.

3. Scroll down to the Pages section, and click the See All link.

4. From the Your Pages page that appears, click Browse All Pages.

Using the Browse by Type box allows you to list Pages within catego-
rized results. Pages with the most fans are featured on the top of the list-
ings in descending fan order.

For a list of Facebook company directories, please visit us on the Web at www .
dummies.com/go/facebookmarketingfd
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0ne of the great things about Facebook is that it provides you access to
a very large and growing audience at relatively low or even no cost. All
you need is just a little sweat equity on your part. But that doesn’t mean you
shouldn’t have a strategy for what you are trying to achieve for your business.

Whether you're a small business, an artist or celebrity, or sell a well known
(or soon to be well known) product or service, you need to think about your
audience, who they are, how they want to be spoken to, what they want, as
well as what message you want them to receive and the Facebook tactics that
get them to interact with that message.

Traditional marketing — advertising or “shouting at” your customers to

get them to buy something — does not work in a social network such as
Facebook. It might even work against you. Social networks represent a shift

in the way that you use the Internet. Rather than just searching for informa-
tion, you can search for and interact with like-minded people who have similar
interests.

So, approaching your social network marketing with a word of mouth or viral
marketing mentality is important. Viral marketing is a way of using customers
to promote awareness of your business. One way to think about Facebook for
the marketer is that it makes viral marketing simpler. From becoming a fan
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of a company’s Page (see Chapter 4), to confirming attendance at a Facebook
Event (see Chapter 8), to installing an application (app) on your Page (see
Chapter 12), these social actions are automatically turned into stories that
appear on a member’s Wall. This exposure to other Facebook members
expands word-of-mouth awareness of your business. For more information
about viral marketing and your business Page (see Chapter 6).

You are entering into a conversation between you and your customer, so
always think in terms of what they want and how they want to be treated. As
long as you keep these two things in mind, you’ll be successful.

By the end of this chapter, you’ll be able to meet these challenges and begin to
put your marketing strategy in place. So, let’s start with defining your audience.

Defining Vour Audience

Whatever your business goals, always assemble the best information that
you can about your audience. The better you understand the culture and
viewpoint of your audience, the more effectively you can capture their atten-
tion and deliver your message.

Unlike Google, which only uses keywords search terms, Facebook can use all
of the profile information that member has entered at its disposal. For exam-
ple, if you are looking to reach men ages 35 - 45 who live in the Northeast and
like Scuba Diving, you can do that. With Facebook advertising options (see
Chapter 9), you see how to target your message by location, age, relation-
ship status, and interests. You can even specify a language, as Facebook is
available in more than 640 languages with many more in development. So, no
matter whom you are targeting, Facebook has you covered.

Targeting your demographic

Identifying and then reaching a specific audience has never been this exact
and cost-effective until now. The Facebook Insight tool helps you find out
more about who is visiting your Facebook Page (see Chapter 10), including
an age and sex breakdown of your fans. And the Facebook ad targeting capa-
bilities (see Chapter 9) makes it relatively easy to get your message to the
right demographic within Facebook.

The face of the average Facebook user has actually shifted over the past few
years. While the Facebook population continues to grow, its total users have
started to represent the world’s population more closely. But right now,
Facebook is in the middle of a shift from a college crowd demographic to a
more eclectic one.
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The fastest growing demographic is the 35-54 year olds, which have a growth
rate of 276 percent. The next fastest growing demographic is the over 55
crowd, which has a growth rate of 194 percent. The core of the Facebook
audience, the 25-34 year old group, is still doubling every six months.
Moreover, the largest demographic concentration, the college crowd of 18-24
year olds, is down from 54 percent six months ago to 41 percent. And some-
what surprising, more females (58 percent) than males (42 percent) are on
Facebook.

Targeting your psychographic (Eek!)

Before you go running for the hills, that’s psychographic, not psychopathic.
Psychographic variables are any qualities relating to a user’s personality,
values, attitudes, interests, or lifestyles (such as music you love, politicians
you endorse, or causes you support). These variables are in contrast

with demographic variables (such as age and gender) and behavioral vari-
ables (such as usage rate or loyalty) and can help you target potential
customers.

Psychographics is exceptionally relevant in any discussion of social
networks because your target audience is more likely to interact with you
along the lines of their interests, their values, and the substance of their
lifestyle.

Examples of this can be seen in Facebook apps similar to iLike, which inte-
grates your favorite music and makes recommendations on your profile.
President Barack Obama’s Facebook group was very popular because he
tapped into the values of many Americans. Thus, his group grew virally.

Understanding the lives of your customers and prospects is key when com-
municating your business or product to them. So, let’s define a few objectives
of your marketing strategy.

Defining Your Marketing Goals

Now that you have a better understanding of the makeup of the Facebook
audience and some knowledge of demographics and psychographics of the
Facebook audience, you can define a few goals for your Facebook marketing
strategy.
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Your Facebook approach should at least include these four objectives:

v Building your brand’s awareness
v Driving your sales
v Forming a community of people who share your values

v Listening to feedback about your brand

We discuss each objective in more depth. But keep in mind that they aren’t
mutually exclusive but rather a combination. You can start with one method
and advance your strategy in other areas while you go along.

Building the ultimate brand

The concept of branding can be traced back in history to the early Romans.
But the story that always stuck with me was the concept of farmers branding
their cattle with branding irons so they could be recognized by the farmer.

It was a way of distinguishing their product from other products that looked
very similar.

These days things are very similar. A brand is how you define your business
in a way that differentiates you from your competition. It is a key element

in defining your marketing goals. With a Facebook Page, for example (see
Chapter 4), you can build awareness of your brand with all your current and
future potential customers.

Pages are probably the best place for an organization to start on Facebook.
They serve as a home for business entities on Facebook — a place to notify
people of an upcoming event, provide hours of operation and contact infor-
mation, show recent news, and even display photos, videos, text, and other
types of content.

They also allow for two-way conversations between a business and its cus-
tomers. In this way, Facebook provides a great feedback loop to learn about
your customers’ needs. A business Page is similar to a personal profile

as joining them as a fan is similar to that of becoming a friend of another
member.

Start by letting people know you are on Facebook. You can use your new
Facebook Page as a reason to reach out to existing customers, friends, and
contacts outside of Facebook through your normal marketing channels. For
example, you can send them an e-mail blast or include the Page address in
a printed newsletter or flyer. Something as simple as “Join us on Facebook!”
does the trick.
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Within Facebook, you can also send an e-mail to your existing fans or friends
with the name of your Page. (Please be aware of the Facebook policy on send-
ing spam.) Plus, Facebook offers a great utility for sharing your new Page —
the Share button. (See Chapter 6.)

The Share button, found at the lower left column of any Page, allows you
to invite Facebook friends, or a list of Facebook friends, to check out your
Page. Plus, you can input an e-mail address of someone who may not be on
Facebook so that they can view your Page.

Driving sales

Whether you're a local, national, or international business, Facebook can
help you to drive the sales of your products and services. As another poten-
tial sales channel, you can leverage the social network in a number of ways to
achieve your sales objectives.

Facebook Pages are an ideal way to communicate special offerings and dis-
counts and can provide an easy path to purchase with a simple link back

to your company Web site. Some larger retailers are bringing the entire
shopping cart experience to Facebook. For example, 1-800-Flowers recently
launched a flower store within their Facebook Page. It’s easily accessible
from a tab (see Chapter 6) labeled Store and provides a secure transaction
environment for Facebook members to make a credit card purchase and send
a dozen roses to a friend in the real world.

Many marketers are also discovering the potential in Facebook as a cost-
effective advertising medium. They’re testing and launching targeted ad
campaigns that employ traditional direct marketing techniques. The most
successful offer is an incentive that appeals to your respective audience.
Some brave new marketers are even experimenting with the new video
engagement ads to provide a multimedia sizzle to their sales pitch.

The Facebook Marketplace is also a good outpost if you have a business that
deals in books, furniture, electronics, cars, tickets, or other tangible items.
See Chapter 11 for a discussion of the Facebook Marketplace.

Facebook Events are another avenue from which to drive your sales. For
example, you can hold a new product launch party or a wine tasting for
potential new customers. And you can throw a Facebook-only Event for
fans and allow them to network as well. See Chapter 8 for a discussion of
Facebook Events.
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Forming a community

One of the best uses of a social network is to build community. No matter
what your marketing goals, forming a community can be tricky. We tend to
think it arrogant for marketers to feel they can build a community that people
will flock to — the proverbial “build it and they will come” model.

It is possible, however, with both Facebook Groups (see Chapter 7) and
Facebook Pages for your business (see Chapter 4). You can create a new
community focused on an existing cause that matches with your business
goals, and gives your group members the tools to communicate with each
other in Facebook. (For a comparison of Facebook Groups and Facebook
Pages, see Chapter 7).

For example, build a Facebook Group around a cause related to your
brand. Lee Jeans’ National Denim Day supports breast cancer awareness
and the search for a cure — a good cause, and who doesn’t like to wear
denim! The Lee Jeans’ National Denim Day cause informs the Facebook
community about wearing jeans to support breast cancer awareness, as
shown in Figure 5-1.

Spirited discussions are prominent in Facebook Groups so plan for someone
in your company — a product expert or someone on the communications
team — to lead regular discussion threads. This could be weekly, bi-monthly,
or even monthly. You probably want people coming back to the group more
often than monthly but less often than weekly. For example, weekly updates
from your Group might be too much for your fans to handle, but because

of the nature of the Web, you’ll want to remind them to come back to

your site more often than monthly just to keep your group fresh in their
minds.

Listening to feedback

Facebook Groups gives you the opportunity to create community and have
discussions with the members of your Group. But another noteworthy
byproduct of forming a Facebook Group is the ability to get feedback from
the members.

Next time you think of launching a new product or service, consider having
the members of your Group weigh in on it long before it goes to market.
And don’t worry about a delay getting the product to market; it only takes a
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few days to get feedback from your member, but you have to build up your
member base before you can tap into it. See Chapter 7 for more information
about building a Group for your business.

Suppose you are looking for discussions about your brand. Facebook is
fertile ground for open, honest peer-to-peer discussions about your busi-
ness. Just plug any search terms into the Facebook Search box and see what
comes up. You might be surprised to find other fan Pages devoted to your
brand started by fanatics of your brand.

Facebook does not publish Group discussions to Internet search engines.
Therefore, they are not indexed, which is how a search engine finds its infor-
mation. This may change, but currently there is no way to monitor Facebook
Groups via the Internet because they exist behind a password-protected com-
munity. So be sure you manually search for your business on Facebook to
ensure you see any conversations and feedback.

Facebook Pages are publicly available to everyone regardless of whether
the reader is a Facebook member. This last point is important, as public
availability of Facebook Pages means that search engines, such as Google,
can find and index these pages, often improving a company’s search results
positioning.
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Crafting Your Message

Keep in mind when thinking about your business on Facebook that you are
entering into an online conversation. So a traditional command and control
message won't work.

An example of a command and control message is Nike’s Just Do If, which is
their ever popular tag line. If you search for Nike in Facebook, you’ll notice
that the most popular Nike site (Nike — Just do it) is not owned by Nike (see
Figure 5-2). This is a real shift for marketers today — in the past we would
have notified our legal department and shut the site down. Now we revel in
the fact that we have Pages or Groups devoted to our brand that we don’t
have to update.

This exemplifies the spirit of Facebook and the way marketers on Facebook
need to think. The question quickly becomes: What can you do to help these
brand evangelists? Can you invite them to private screenings of your new
movie, song, or video? Or, can you give them product to test before anyone
on the market?
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“&N\BER The culture of Facebook was formed by young, digitally fluent adults who
& understand when they are being talked at (or commanded to Just Do some-
thing) versus engaging in a conversation. So, the key is not to interrupt them
with messages, but to use the Facebook features to attract them to your mes-
sage. By creating a steady stream of rich content, you can engage the right
audience and get them to interact with your brand.
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Discovering your voice
“Ahem.” (Cough.) “Lalalalalalala.”

Not that kind of voice. Marketers often talk about understanding the voice
of the customer, what the customer values, but nowhere is this more impor-
tant than in Facebook. Because Facebook is ultimately the expressions of its
members, it makes sense to hear their needs before listening to the needs
of the marketer’s business. Ultimately your voice is determined by your
customers.

If you want to build trust and have a loyal following on Facebook, you have
to become an active member of the community. Start discovering your voice
by putting the needs of the community first, building content that gains their
trust, and then engaging in honest dialog.

Open versus closed communication

Inside Facebook, the most powerful message is one delivered by one friend
to another friend. This means that the marketer needs to ensure that every
communication is as open and honest as possible.

Be as authentic as possible and quickly disclose any relationship that could
be seen as borderline unethical. A relationship that can work against you
undoubtedly will, so be careful.

A very public and notable example of this was a blog called walmartingacross
america.com. The issue wasn’t that the founders of the blog weren’t real
brand enthusiasts of Wal-Mart, the issue was that Wal-Mart was paying for
them to blog. The relationship was quickly discovered and worked against
Wal-Mart. The point here — disclose any relationship that if printed on the
front page of the newspaper would make you feel uneasy. This goes beyond
Facebook — it’s a tenet of all good social behavior!

For more about Facebook Groups, see Chapter 7. We recommend being as
open in your communications as possible, which may be more than you are
comfortable with. That is okay, however, as that’s how it works on social
networks. You have to jump in with both feet if you want to run with the
crowd.
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Applying Vour Facebook
Marketing Tactics

The toolkit for marketers on Facebook is a little different from the more tradi-
tional toolkit that marketers are used to. Advertising has been the traditional
path of most marketers. But few marketers are finding that path successful today
for a variety of reasons, including the cost of advertising and its effectiveness.
Even though advertising is available on social networks like Facebook, it is not a
guarantee of success. (See Chapter 9 to advertise on Facebook.)

While Facebook offers advertising as a way to reach out to your customer, it
also includes tools that address the more viral nature of the social network.
You can maintain a presence on the site (see Chapter 4) and distribute your
content (see Chapter 6). To enhance your Page, you can add elaborate soft-
ware apps (see Chapter 12). Why not hold a contest (see Chapter 13) or host
an event (see Chapter 8)?

Presence

Even if you aren’t completely ready to market your product or service, get a
presence on Facebook. We highly recommend that you reserve your business
or brand name before someone else takes it (see Chapter 4 to secure your
company name on Facebook).

A Facebook presence, like having a Web site, is a fundamental tactic and
should be on everyone’s list of must haves. You might want to go ahead
and secure your company name on other social sites, too, such as LinkedIn,
FriendFeed, Delicious, and Twitter. Similar to the .dot com land grab that
happened in the late 90s, secure your company name now for use later.

Advertising

Advertising on Facebook is unlike any other advertising experience you’'ve
had because of the unique ways you can precisely target an ad to a specific
group of people. For example, if you want to target MBA graduates that are
three to five years out of school and working in Southern California that like
Rock music and whose favorite food is sushi — you can do that!

Facebook ads work similar to online banner ads, but try not to use them the
same way. Most banner ads, when clicked, take you to a completely different
site. In Facebook, however, although you can redirect members to your Web
site, most users feel more comfortable staying within Facebook — and you
want your users to feel comfortable!
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Beyond that, Facebook ads are still made up of the basics: an image, some
text, and a title. And ads on Facebook are purchased like banner ads, with
pay for clicks (CPC) and pay for impressions (CPM) pricing. The big differ-
ence is that you can attach social actions to your ads to increase the rel-
evance. Facebook is operating on tons of personal data that users have made
available about them on Facebook. So, unlike Google, where you only have
keywords to attach your ad to, Facebook makes all aspects of a user’s social
profile open for targeted ads. (See Chapter 9.)

Applications

Facebook apps can be embedded in any Facebook Page or personal profile
to distinguish your profile. You can think of them as interactive spaces that
allow the user to get content, take a poll, play a game, or anything else you
can dream up.

Creating a Facebook app has become widely popular because custom apps
are not that hard or expensive to build. Some Facebook apps have seen
tremendous growth because they were built to take advantage of the viral
nature of Facebook. And new apps have been built to display advertising,
giving birth to a whole new generation of advertising networks.

A great example that was well integrated into the Facebook site was the
Fedex - Launch a Package app (see Figure 5-3). The app imitated the real
world need to send a package fast, but using the Facebook platform. It was in
line with the FedEx brand — simple, fast, and easy to use! See Chapter 12 to
learn more about Facebook apps.
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Content syndication

Another tactic to consider, if you have a steady stream of content, is to
use Facebook as an outpost for your content. If you already have a blog,
podcast series, or video series, you can effectively attract your Facebook
audience to interact with — therefore displaying — those assets. (See
Chapter 6.)

You can syndicate content in a variety of ways on a Page, including:

v+ Importing blog posts with Notes

v Using the My Del.icio.us app to import bookmarks from your Delicious
account

v Using the Simply RSS app to gather all the RSS feeds you're collecting on
your company’s Web site

v~ Editing your Links section to include blogs and Web sites you want to
highlight, perhaps by employees or partners of your company

v Uploading photos, videos, and podcasts (MP3 files) to your Facebook
Page

Don’t forget to edit your Wall settings to include complete versions of all your
blog posts so that they appear not only on your business Page, but also on the
News Feeds of all your fans.

Contests

Okay, after you create a presence on Facebook, advertise your company, per-
haps create a custom app (or just use existing apps) to dress up your Page,
and pull in and syndicate all your content, you might want to kick your mar-
keting campaign up a notch with a contest.

Facebook has no official Contest app, but a few enterprising companies
jumped on this opportunity to create their own app to fill the need of mar-
keters wanting to run contests (see Figure 5-4). Contests tap into human
nature’s competitive tendency and you can use them to help build your fan
base, reward an existing fan base, or drive awareness of your brand. (See
Chapter 13.)
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Facebook Events are a great way to get people together virtually, or in
person, in support of your local business (see Figure 5-5). They are also an
economical way of getting the word out beyond your normal in-house mar-
keting list by inviting the fans of your Page or members of your Group. Fans
can also help you promote your Facebook Event to their friends by sharing
the Event if it seems of value to a group of their friends. (See Chapter 8.)
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Integrating Your Online
and Offline Campaigns

When you start to solidify your strategy, you may question what support sys-
tems and resources are needed, or wonder how to integrate your social net-
work marketing strategy with your existing marketing plans. In this section,
we make some suggestions on how to support the effort without overloading
you or your marketing team, if that applies.

There is no reason you can’t leverage your existing offline campaigns with a
social network. But be sure you incorporate the campaigns into Facebook the
right way. That is, include all elements of your campaign on Facebook. If you
are throwing an Event, be sure to mention it on Facebook. If you are starting
a campaign, mention it to your Facebook fans. Pretty much anything you are
currently doing can be digitized and used on your Facebook Page.

v Face-to-face events can be promoted. (See Chapter 8.)

v Advertising campaigns can be adapted and used for Facebook ads. Just
be sure to adapt the campaign to be more social and conversational.
(See Chapter 9.)

v Products can be sold in the Facebook Marketplace. (See Chapter 12.)

v Contests can be adapted to have a social element and drive awareness
of your brand. (See Chapter 13.)

v Research within Facebook can be compared to offline efforts. (See
Chapter 14.)

Now you should be ready to get started promoting your Facebook Page (see
Chapter 6). If you haven’t yet created a Facebook Page, see Chapter 4. Be
sure to evaluate your media budget and hire a writer exclusive to your online
needs.

Deciding on a media budget

Believe it or not, the cost of the technology used for social network market-
ing is rather low. For example, a blog costs nothing to start, a podcast can
cost up to $2,000, a wiki can cost up to $6,500 per year, and a video can cost
up to $15,000. Your own Facebook page is free but a private, branded app on
Facebook can cost up to $100,000.
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But unlike traditional media — print, TV, and radio — which can cost big
money, social networks’ upfront costs are very little. A blog or Facebook
Page costs nothing to start but the real cost is creating a steady stream of
rich content to fill up these new media channels which is where the costs can
get large.

We recommend dedicating up to 25 percent of your traditional media budget
to non-traditional media. This gives you a healthy budget to experiment with
for advertising, apps, contests, and creation of content to be successful in
social networks such as Facebook.

Hiring an online writer

To create a steady stream of rich content that attracts the right audience,
plan to have access to some additional, perhaps dedicated, writing resource
for all your social content needs.

Social writing is a unique skill because the writing needs to be conversa-
tional. Headlines need to be provocative and entice the reader into wanting
to know more. Above all, body copy needs to have a colloquial tone without
a trace of sales or marketing speak.

We recommend hiring a separate writer for social network marketing content
unless you happen to be one yourself.

Most people tend to think they can use the same writing resource for
research papers, fact sheets, brochures, Web site copy, e-mail copy, and
social content. This is a dangerous practice. Having someone who truly
understands the medium can help tailor existing content, and writing new
content helps to that ensure you always put your best foot forward.
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Chapter 6
Promoting Your Page

In This Chapter
Adding text to your Wall
Posting photos and videos
Generating a discussion
Sending your Page to friends
Adjusting your Page settings for optimal effect
Tapping into your Facebook offline network
Checking out seven groovy (and free!) ways to market your Page

Wlere you now tread, many great ones have tread already. Many of
today’s most popular public figures and commercial products from

President Barack Obama to Coca-Cola are already located on Facebook. And
scores of other local businesses, brands, actors, politicians, and musicians
have done the same. So, there is no reason why you shouldn’t create an out-
post for your business on Facebook as well.

With a Facebook Page in place (see Chapter 2 to become a Facebook member
and Chapter 4 for details on creating a Facebook Page), your attention

can turn to building a strong fan base for your Page. Social networking is

a quantity game in that the amount of time you spend networking equals

the amount of results you receive. For example, if you were to attend a net-
working event, such as a Chamber of Commerce meeting, you might meet a
handful of people. But repeated appearances at these meetings would most
certainly build your credibility in the group and your number of contacts.

Think of Facebook, or any social network, in the same way you would the
Chamber of Commerce meeting, except the meeting is ongoing and there’s
no limit to the number of people you can meet (that’s a big virtual meeting!).
Also, imagine what would happen at the Chamber of Commerce meeting

if you walked up to each group of people that you saw, interrupted them,
handed them your business card, and asked them to visit your store down
the road right now. That approach wouldn’t go over very well in that setting,
and it won’t work for you on Facebook.
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In this chapter, we cover a few tactics that are well accepted in the Facebook
community that generate conversations rather than interruptions. These
tactics help to build awareness of your brand; drive your sales; form a com-
munity of people who share your values; and listen to feedback from your
customers.

We discuss how to generate the best Wall stories by writing text messages,
adding photos and videos, and starting discussions. We show you how to
leverage your existing friends and customers both in and out of Facebook,
and how to find new business prospects within the Facebook community.
Plus, we list seven easy, free ways to market your Page on Facebook that
everyone should consider. So let’s dive right in!

Positioning Your Page

The way most businesses grow in the offline world is through word of mouth
recommendations. You make a good product or provide great service, the
word gets out, and customers beat a path to your door. Conversely, if you
don’t make a good product or provide great service, then customers will
avoid you and might never give you a second chance.

Facebook is really no different. In fact, it enhances the word of mouth pro-
cess because Facebook provides many ways to share Pages and give friends
your “digital” endorsement.

The perfect place to start promoting your Facebook Page is with a well-honed
position for your brand, product, service, local business, or performer. Try to
make your Page something that is remarkable to the reader. Do you do some-
thing really well or better than anyone? Do you make the best deep-dish pizza
in all of Greenwich? Why not position yourself as an expert on the word you
want to get around. (For more information on developing a Facebook market-
ing plan, see Chapter 5.)

Generating Stovies for Your Wall

The core of your Facebook Page is the Wall, where fans can post comments
and engage with you in conversations. When a fan posts something to your
Wall it shows in their friends’ News Feeds, allowing you to keep reaching a
wider circle of people. This is the viral nature of Facebook, which is what
makes it so powerful!
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You can keep your Page engaging and fresh by using simple Facebook fea-
tures, such as updating your content regularly, adding photos and videos,
generating interesting discussions, hosting an event, and more. Here are the
Facebook marketing tactics that can make the most of your Page.

Keeping your content fresh

As with so many other forms of social media, the key to a vibrant Facebook
Page is fresh content. It can’t be any old content, either — it needs to be
interesting and relevant content to your readers.

Content truly is king because users who return to your Page regularly are
more likely to become customers over the long haul. Moreover, existing cus-
tomers who return often to your Page are more likely not to leave you, so you
owe it to your company to keep the content flowing.

You have several ways to make regular updates:

v Find content that’s relevant to your audience from any content aggre-
gator or blog search engine, such as Digg or Technorati. By taking the
time to search on these sites every day, you can find interesting informa-
tion to repost so that you can keep your site fresh and keep the conver-
sation rolling.

v Vary your tactics. If you find a clever blog post about something you think
is relevant to your audience, post it as a status update. For example:

Just read this post from ABC on 123. They are on to
something!

v Find something you don’t agree with and post it in your Discussions
area to ask your fans what they think about it. If you see a clever com-
ment in a blog post, for example, you can post the comment to your Wall
and add a link to the blog post where you found it.

Adding new messages

Maintaining a steady stream of content helps you to attract new members of
the Facebook community, as well as to interact with them. Every time you
update the What’s On Your Mind? feature, Facebook posts a story (a listing of
the action that occurred) on your Wall.

95
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Other stories that post on the Wall include starting a discussion, adding a
photo, uploading a video, throwing an Event, changing your Page settings or
writing on a Wall — even your own Wall. You can even add your company’s
RSS news feed, any feeds from a blog that you might have, or a feed of items
from a feed reader you share that covers your industry.

You can choose from two types of features that post content to your Wall:
the update feature and the Notes feature. When and how you use them is
entirely up to you, so we discuss the uses of each one in more detail.

Updating your status

Using the update feature can be done easily by entering a status update in
the What’s On Your Mind? feature and clicking the blue Share button. This
feature is limited to 160 characters including spaces (which is about 2} to 3
lines of text), just slightly longer than a Twitter post. Be sure to click the blue
Share button to post it to your Wall.

WBER You may also add a link to an article or news item of interest for your fans.
Always stay on brand; that is, the content should relate to your business in
some way. And consider keeping it on the positive side. No need to associate
negative news with your business.

To enter a Web site address into the What’s on Your Mind? box, simply click
the Attach link and cut and paste the URL of the Web page into the What’s On
Your Mind? box. That’s the best part about using one-liners — they’re short
and unintrusive so that you can read them quickly and easily. (See Figure 6-1.)
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Using Notes for your message

The previous feature was geared toward a short burst of information. But
what if you want to share a more complete story including a photo and tags?
You use the Facebook Notes feature found by choosing Applications=>Notes
in the bottom navigation bar.

Of all the content-creation tools that you can use to share a post, Facebook
Notes offers you the most flexibility. Notes are a good way to go because
they have a title and body copy much like an e-mail or blog post and can be
of unlimited length. Just watch the title though because you’re limited to 120
characters including spaces although you should be able to manage that.

Notes can also include photos in JPG, GIF, or PNG formats with a maximum
width of 396 pixels and a height up to three times the width. Maximum file size
is 4MB.

In this example, we use Notes to announce an addition to the Pop Tot Tees
line just in time for spring. (See Figure 6-2.)
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To add a note:

1. Choose Applications~>Notes from the bottom navigation bar.
2. Click the Write a New Note button.
The Write a Note page appears. Here you can
¢ Add a title of up to 120 characters in length.

e Type as much body text as you like, augmented with HTML com-
mands.

¢ Import a photo, or use one from your photo albums.
¢ Tag someone in the photo to ensure he or she sees the Note.

3. When you finish, you can preview your work and then publish your
Note by clicking the Publish button.

\“g\l\BER Fans can subscribe to your Notes much as they would to a blog.
Y
&
You can use many popular HTML commands to dress up your Note.

Using Notes to import a blog

You can also use Notes to import posts from an external blog so that they
appear along with your Notes. Facebook automatically updates your Notes
whenever you write in your blog.

To import your blog using the Notes tab:

. Choose Applications~>Notes from the bottom navigation bar.
. Click the Import a Blog link on the right-hand side.

. Enter an RSS or Atom feed address.

- W N e

. Check the box to represent that you have the rights to use or repro-
duce this content on Facebook and that the content is not obscene or
illegal.

5. Click the Start Importing button.
You see a preview of some of your blog posts.
6. Assuming you like what you see, click the Confirm Import button.

@ Imported blog posts cannot be edited.
h\

If you import too many blog posts in a day, you could be blocked from writing
or importing new Notes, which could result in your account being disabled.
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Adding photos

Facebook also allows you to upload an unlimited number of photos and
albums to your Facebook Page. You can reorder photos, rotate them, and
acknowledge a Facebook member by “tagging” them in the photo. We explain
how to tag a photo later in this chapter in the “Checking Out Seven Free Ways
To Market Your Page with Facebook” section.

Adding photos is easy, and you have several ways to do so. You can post a
single photo, add a photo to an existing album, or take a photo if you have a
camera attached to your computer.

To add photos, choose Applications>Photos from the bottom navigation bar.
Then, click the Create a Photo Album button. You need to name your album,
add a location, and then provide a short description. Next, browse your hard
drive or insert a CD-ROM to find the photo you want (see Figure 6-3), click the
green check box in the upper left-hand corner of the photo, and then click
Upload to post the photo to your Wall.

As with the Notes feature, you can also access Photos from the Applications
menu, as opposed to the Photos tab of your business Page. However, you'll be
adding photos to your personal profile rather than your Facebook Page if you
post a Photo via the Applications menu path.
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In this example, we decided to promote a new product item for Pop Tot Tees
by adding a photo. The photo really stands out on the Wall and looks engag-
ing to the reader. (See Figure 6-4.)

Finally, you can take a photo with a camera if you have one attached to your
computer. An Apple Mac has a built-in camera you can use to take facial
shots or extend to take shots of live scenes. Give this a try if you think this
will work well for your business. Be advised that you need to grant access to
Facebook to allow them to use your internal camera, which you'll see is part
of the process for taking a photo in Facebook.

Use images and photos that communicate who you are, provide what your
business is about, and inject personality into your Page. Be sure these are
photos you would want a potential customer to see — not the holiday party
where everyone had a few too many cocktails!

Adding videos

Adding a video is just as easy as adding a photo. You have two ways to do
so — uploading a video or recording a video. The easier option is uploading
avideo.

' Facebuok | Pop Tot Tees's Notes - Mozilla Firefox CEX
Eil:  Edit View History Bookmarks  Tools  Help
@ N 2y @- ( https/ foww. Facebook, cominote. php?createdaifs. . id=110089519 vy -| |[Cl# e £
LbxDusBO%*EHEv  =cBEOCSQUEDV #» sYLHEECLEEI wHBOP ®
“¥7 (0 unvead) Yahoo! Mail, phounay Facebook | Pop Tot Tees's Notes 3 -
facebook  Home Profile  Friends Inbox e o Logor: T < A
Pop Tot Tees's Notes
Pop Tot Tess's Hotes
Your note has been created. Tag people in this note
Type any name
Do you have a little trouble maker on your hands? [Share 3] Al

Today ot 10:19am | Edit Note | Delete
In this note

Wehsite Magazine
M ane, i

#* Become 3 FAM of Website

Magazine (Print & Digial)
Learn about: e Design &
Dev, SEC, Social Media,
E-Commerce, Blogging, and
mare!
Dawn Christing Mlar is 3 fan,

We have the perfect tee shirt for your Pop Tok. Available in white For boys and pink For girls! , Become & Fan

U a0+ Commert * Like

a ‘Wirke & comment..

Ed #pplications | [ it [ B3 | Bockmark Notes 1 Chat (42) &

Dane B &

e, [Wmzv [ W




Chapter 6: Promoting Your Page 1 0 ’

WMBER
@?«
&

You can add a video to your Wall by uploading one from your hard drive, a
CD, or other storage device. All video must be under 1,024MB and must be
under 20 minutes. You also need to agree to the Facebook Terms of Service,
which stipulates that you or your friends made the videos you place on
Facebook.

Recording a video requires that you have a webcam attached to your com-
puter. Again, Apple’s Mac makes this quite easy with a built-in webcam. But
don’t despair if you don’t have a Mac, you can add a webcam to your PC with
a FireWire or USB type of connection just as easily.

Facebook supports many popular video formats but does not support iframes
or JavaScript.

To add a video:

1. Choose Applications=>Video from the bottom navigation bar.
The Video page appears.
2. Click either the Upload or the Record button.

The Upload button asks you to browse your hard drive to find the video
file you wish to upload.

If you wish to record your own video, you need a camera integrated into
your computer system with a good microphone. Also, you need to give
Facebook access to your camera and microphone in the Privacy window
that appears. Press the Record button again to begin filming.

3. When you finish, you can click Play or Reset, which automatically
rewinds to the start of the video.

4. Click the Share button.

Adding a music player

If you are a band, a musician, or a comedy act, you may want to add the
Music Player tab, which lets your fans listen to any MP3 tracks your company
or band may have directly from your Page. (See Chapter 4 to learn how to
add tabs and applications to your Page.) You can add as many tracks as you
want because there is no limit. Keep in mind that the file size must be smaller
than 15MB and the track cannot play automatically (it must be user initiated).
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Figure 6-5:
To place
music on
your Page,
you need to
verify your
Page by
providing
some
identifi-
cation.
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Facebook allows you to display a maximum of six tabs.
To use the music player:

Click the Music Player tab.
Click the Add a Track link.

1.
2.
3. Browse your hard drive to find the track you want.

4. Certify that you have the right to distribute the file and that it does
not violate the Facebook Terms of Service.

When the upload completes, you're asked for the song’s title, artist, and
album.

Your music cannot be played until you verify your Page. You need to establish
that you are authorized to post the audio assets to the Page by uploading a
valid form of legal identification, such as a passport, photo driver’s license, or
school ID. Doing so identifies you as the company’s admin for the Page. You
can upload a JPG, GIF, or PNG file of any of these identifications.

By submitting your identification, you represent that you will only upload
songs or other assets to which you own the rights, and for which you have
obtained all necessary music licenses. (See Figure 6-5.)
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Starting a discussion

Starting a discussion on your Facebook Wall is a great way to engage your
audience. We suggest keeping it short and to the point. Be provocative in
your title and give some content to help explain your position, and then
watch what happens. Be sure to monitor the conversation at least daily and
respond to as many, if not all, comments if you can.

A discussion is broken into two parts: the Topic and the Post. The Topic is
limited to 120 characters including spaces, and the Post is limited only to
your imagination from a size perspective. Unlike the Note feature, which is
similar in look to the Discuss feature, you can’t add a photo. For more about
Notes, see the “Checking Out Seven Free Ways to Market Your Page with
Facebook” section, later in this chapter.

To start your discussion, select the Discussions tab. If you don’t see the
Discussions tab, select the + tab to get Discussions from the list. Click the
Start a New Topic button to begin.

Hosting an event

Facebook Events allows you to organize events or gatherings with your fans.
It also allows you to alert your community about any upcoming events you
may be having.

Generally, we think it is advisable for Pages to list any event you would nor-
mally post to your business Web site. If it is good enough for your corporate
Web site, why not post it to Facebook? An event can be a grand opening, a
storewide sale, an upcoming promotion, or a big industry conference you'll
have a booth at. (See Chapter 8 for more information on hosting a Facebook
Event.)

Sharing VYour Page

The Share button, found at the bottom of the left column on any Page, lets
you invite Facebook friends, or a list of Facebook friends, to check out your
Page. Additionally, you can input an e-mail address of someone who may not
be on Facebook so that they can view your Page.
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To access your Page:

1. Choose Applications=>Ads and Pages in your bottom navigation bar.

2. Click the Pages link on the top navigation bar.
3. Access your Page by clicking the photo or the Edit Page link.

Sending a Page to your friends

1. Click the Ads and Pages link in the Applications menu in the bottom-
left corner of the navigation bar.

2. Click the Pages link on the top navigation bar and select the Page that
you want to share.

3. Click the Share button.

The Share dialog box appears, as shown in Figure 6-6.
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4. Click the Send a Message tab.

5. Start typing the name of a friend in the To field.

8.

Facebook auto-populates the full name while you type.

You can also type the name of a friend List, which Facebook also auto-
populates, but be aware you can only message up to 20 people at one
time so be sure your friend List is not too large.

You can also enter the e-mail address of anyone you want to share your
Page with.

. Type your subject in the Subject field.

Be sure to make it descriptive enough to get the recipient to open your
e-mail.

. Enter your message in the Message field.

Because you are sending an invite to join a Facebook Page, be sure to
mention the creation of a new Page or some reason you think the recipi-
ent should join you on this Page.

Click Send.

Any recipients who are not already Facebook members do need to join
Facebook first to see your Page (see Chapter 2).

Posting a Page to your profile

The Share button, found at the bottom of the left column on any Page, also
lets you post any Page (even if you haven’t created them) to your personal
profile to let all your Facebook friends know about it and how you feel about
that Page by adding a personal message.

Here’s how to post a Page to your profile (see Figure 6-7):

1.

Click the Share button found at the bottom of the Page that you want
to share.

2. Click the Post to Profile tab.

3. Input a message about the Page.

It can be up to 787 characters in length.

. Click Send.
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Figure 6-7:
Posting a
Page to your
profile.
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Adjusting VYour Page Settings
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Now that your Page is live, your Facebook Page settings are actually impor-
tant to consider. All Facebook Pages are public and therefore indexable by
the search engines, such as Google. They actually do quite well achieving
first-page search rankings under the name of the business, which creates
even more of a viral effect for your Page. So, additional traffic can be directed
to your Page from viewers outside of Facebook and you want to be sure that
these visitors are respectful of your Page. You want to build a positive image
for your brand and engage readers so that they engage with you and return
often.

To adjust the settings on your Page, click the Settings link under the blue
Share button on your Wall. (See Figure 6-8.) Page settings are organized in
two distinct groups: View Settings and Fan Permissions.

Be sure that your Page is rich in the keywords that can best help you appear
in the search engines. Also, be sure that you provide all the necessary contact
information, such as directions to your offices, Web site address, and blog
address. If someone who hasn’t joined Facebook finds you through a search
engine listing for your Facebook Page, make it easy for him to contact you
without having to join Facebook first!
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Adjusting
the settings
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Page.
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View settings

View settings control what users see when they perform certain actions.
New viewers can be directed to a specific page and returning viewers can be
directed to another page.

Default view for Wall

The default Wall setting here is Only Posts by Page. And we recommend
leaving this as your default setting. Your viewers are greeted with what only
you’ve written on your Wall rather than mixing it with what fans have written
on your Wall. The Just Fans option underneath the What’s On Your Mind?
box lets you sort the results just for your fans.

The other option, Post by Page and Fans, gives you a different default view of
both Page and fan updates, and two ways to sort: Just Page updates and Just
Fan updates.
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Default landing tab for everyone else

This setting allows you to direct new visitors to a variety of tabs, including
Wall, Info, Photos, Discussions, and Boxes. This is the option where you can
decide where you want your non-Facebook visitors to go when accessing
your Page. But your fans can go directly to your Wall. For more discussion on
tabs, see the “Using Tabs Wisely” section later in this chapter.

Depending on the nature of your business, you might want visitors to go
directly to your Info tab to view your basic contact info. If you are an artist,
you might want to send visitors directly to sample photos of your work. If
you are a local landscaper, maybe you want visitors to see a video of your
work. For Pop Tot Tees, we send visitors to our Wall to view our latest prod-
ucts and promotions.

Auto-expand comments

When comments are expanded, visitors can see the complete story for each
post on your Wall so your visitors (both fans and non-fans) don’t have to
click to see more. We recommend keeping this option checked.

Fan permissions

Depending on the nature of your business or if your business is going
through a rough patch, you may want to revisit these permissions. This sec-
tion can help you restrict what fans can do and post to your site. Although
we always recommend being as open and transparent as you can when using
social media, there could be a time when you might want to restrict some of
these settings.

Four options allow your fans to engage with your Page. By default, all options
are selected.

Fans can write on the Wall

We think that you should leave this option checked. Unless you have a spam-
mer or some other person taking liberties with your Wall that you don’t think
are appropriate, you can leave this setting alone.

Posting ability

These options allow fans to post photos, videos, and links to your Wall.
Again, under the spirit of creating a conversation with your fan base, we think
you should keep these boxes checked to allow your fans to post photos,
videos, and links to your Wall and interact with you. Unchecking these set-
tings seriously limits the interaction you have with your fans.
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Leveraging Your Offline Customers

You are now ready to start promoting your Page to your existing customers
to help build your Facebook fan community. The fun part about Facebook is
that it lets you create a network that you can leverage when you have some-
thing to share. Sharing can be fun and, if you play it right, profitable for your
business. Here’s a look at how to leverage your existing customers to pro-
mote your Page.

Using your company e-mail

Because Pages have a unique URL, you can copy and paste the URL into

your corporate e-mail inviting members of your database to sign up as a fan.
This is a good way of going about it, if you really want to keep control of the
branding surrounding the invite, which is definitely a positive. One negative
consequence to keep in mind is that not everyone in your corporate database
is a member of Facebook, which means, assuming that the recipient wants

to become a fan, he needs to join Facebook first. This isn’t all bad because

it adds more people to the network — and everyone benefits from that.
However, not everyone joins, so that’s a potential negative.

Using the Facebook Share feature

If you want to use the Facebook invite process, you can do that, too. You
have less control over how it looks from a brand perspective, but it is very
consistent with all the other Facebook experiences your prospective fans are
having. Here’s how. Just use the same process discussed in the previous sec-
tion, but this time copy and paste e-mail addresses from your corporate data-
base into the To line, edit the Subject line to grab the recipient’s attention,
and then include a message. (See Figure 6-9.)

Whichever way you choose to reach your customer, be sure you explain
what value your fans can expect from you. If you plan a weekly thread on
your discussion board, be sure to mention that and mention what topics you
plan to cover — and follow through. If you are planning major events with
big name speakers, drag them into the e-mail, too — mention any value you
see your Page providing. In this example, [ choose to use the pending spring
launch of a tee shirt collection to entice them to sign up.
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Sending
invites to
your
customer
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Cross promoting your Page
for extra coverage

Consider this scenario: you have a blog for your business, a Twitter feed, a
new Page on Facebook, and oh yes, a Web site. You may think it is great that
you are tapping into all these new forms of media, but how can you expect
everyone to know about all these sites if you don’t cross promote them?

Social media is a great thing, but the downside can mean fragmented media
for many businesses. Therefore, a strong policy of cross promoting these
sites is in order, and you have a variety of ways to accomplish this.

Be sure to cover the basics of letting everyone know about your various
sites. You should include in your e-mail signature and every e-mail from your
business all the ways that the recipient can connect with you. Also, be sure
to list this info on your Web site Home page. For blogs, you can list your Page
in a special Social Links section or with Facebook’s latest plug-in called Fan
Box, which can pull updates to your blog directly from your Page.

That’s the cross promoting side of getting users to discover your various
sites and pulling all of these sites into Facebook. Facebook provides a vari-
ety of applications that can plug in your blog feed, Twitter feed, FriendFeed,
Delicious bookmarks, and RSS feeds to your Page.
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Facebook also allows Facebook members to use Facebook Connect to con-
nect on Web sites that have Facebook Connect installed. (Refer to Chapter 15
for more information on Facebook Connect.)

Checking Qut Seven Free Ways to
Market Vour Page with Facebook

One of the great things about Facebook is that it provides you flexibility

to engage with not only your friends but also your fans. In March 2009,
Facebook relaunched Pages to be more like profiles. By doing so, this opened
up Pages to the same types of interactions you use to grow your friend base.

We suggest you try some of these free ways to interact as part of your
Facebook strategy. The only possible downside is that nothing happens,
whereas the potential upside is you get some new fans.

Uploading photos or videos

A simple strategy for creating some interaction on your site is to provide
content. Much like a Web site, you want to ensure you have a steady stream
of good and engaging content on your Facebook Page as well. By uploading a
photo or video, you reappear on the Walls of all your fans.

If you throw an event (see Chapter 8 for a complete discussion of Facebook
Events) and shoot photos or video at the event, be sure to upload the media
to Facebook and tag the people who attended. This is not only a great way of
sharing the photos, but also a great way of appearing on the Walls of all their
friends. This gives you immediate credibility with the friends of your fans.

Tagging for success

This great strategy directly links your Page to an individual Facebook user.
The default setting for tagging in Notes or photos is that the user gets an
e-mail letting her know she has been tagged.

When you tag (identify and label) the name of a friend in photos, videos, or
Notes, the person who’s tagged then receives an e-mail notification about it.
Tagging, already a true attention-getting Facebook activity, is one of the most
directly effective actions you can take.
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To tag a friend or fan in a photo, follow these simple steps:

1. Click the Tag This Photo link just below the photo.
The cursor turns into a plus sign (+).

2. Click the face of the person you want to tag.
A pop-up menu displays a list of your friends.

3. Select the name of the friend that’s featured in the picture.
(See Figure 6-10.)
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Tagging has some limitations, however. Facebook allows you to tag only
people you know. For people you know (such as your friends) or current
customers who are engaged with you (such as your fans), tagging is a helpful
way to recognize them — just use photos or videos on your Page. Be sure to
take as many photos as possible at in-person events (Chapter 8 tells you how
to host your own event) and shoot as many videos as you can so that you
can post and tag them accordingly.

N If you're tagging members who aren’t Facebook friends, you can enter their

e-mail addresses to send them an e-mail notification and a link providing

access to the image.
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One way to obtain a suitable photo is to conduct a contest to find the best
idea for your company or the best use of your product. Then take a photo of
the winner with your CEO, and tag the winner in the photo in Facebook. (To
find out how to host your own Facebook contest, see Chapter 13.)

When you tag a friend in a photo, that person is notified and the photo
appears on her Wall. Your friend can delete the photo from her profile by
clicking the Remove link next to her name.

The more people you can tag, the more your Page spreads.

Posting a note

Another way to appear free on your fans Walls is to post a note. You can
either write a new note announcing some news about your business or repur-
pose a press release by posting it to Facebook.

To post a note, choose Applications=>Notes from the bottom navigation bar.
Then, click the Write a New Note button on the top right of the page. Start
by adding a provocative title and then post your text to the body of the note.
Notes are reasonably flexible because you can format it with standard HTML
commands and add photos to dress it up. Remember a note with a photo is
read more than a note without a photo (see Figure 6-11).
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Figure 6-12:
Starting a
new
discussion
topic.
|

Starting a discussion

Another great way to interact with your fans is to start a discussion on your
Page. Keep in mind one potential benefit is that all discussions on Facebook
Groups and Pages are public, meaning that they are entirely searchable by
search engines such as Google. Oddly enough, however, they aren’t search-
able in the Facebook Search utility.

To start a discussion, click the Discussions tab. If you don’t see the
Discussions tab, click the + tab to select it from the list. When you reach the
Discussions page, click the Start New Topic tab, as shown in Figure 6-12.

Commenting to win

Every comment that appears on your Wall, in discussions, or about photos,
videos, and events is an opportunity to engage with a customer or potential
prospect! Every time someone reaches out to engage with your Page, you
should engage with that person in return.
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Failing to reciprocate can potentially backfire or cause less revenue. If you're
asked a question, respond to it. If you receive a compliment, thank the
person and reinforce your commitment to creating exceptional customer
experiences. If you receive a mediocre comment, ask how you can improve
the overall experience.

Using tabs wisely

Don’t treat all your Facebook Page traffic the same way. One huge advantage
that Facebook affords businesses versus a traditional business Web site is
the targeting of new visitors on a specific tab of your Page. You can allow
first-time visitors or people who aren’t members of Facebook to navigate

to one tab, such as the Info tab, and allow returning visitors to see another,
such as your Wall.

By segmenting traffic and targeting new visitors with a special tab, you solve
an age-old design problem that has existed since the start of the World Wide
Web. This strategy makes sense because you don’t want visitors to land on the
Wall area of your Page and draw their own conclusions. You can control that
experience by directing visitors to your most engaging information, such as a
Flash video on its own tab or a well-crafted promotional offer on its own tab.

You can take this concept a step further by running ads on Facebook (see
Chapter 9) and having them target specific tabs, or landing pages, in Web
marketing speak) with different promotional offers on each one. You can then
measure and monitor the tabs that work well and remove any underperform-
ing ads and tabs. For basic information about the tabs feature, see Chapter 4.

Promoting your company blog

If you have a company blog, you definitely don’t want all your hard work to
go unnoticed on Facebook. Facebook lets you import your external blog as
Notes on your Page to keep your fans and their friends up-to-date.

You are allowed to import posts from only one blog and the posts appear
as a note on your Wall. Facebook automatically updates your Notes when-
ever you post a new blog post. However, be aware that imported blog posts
cannot be edited.

If you have a company blog, be sure that you are synchronizing it with your
Facebook Page so that when you post to your blog it automatically pulls the
same content into your Facebook Page for your Facebook audience to read.
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Chapter 7
Facing Facebook Groups

In This Chapter
Introducing Facebook Groups
Choosing Groups versus Pages
Finding, joining, and participating in group discussions
Creating, customizing, and promoting your own group

Measuring your group’s success
Y

A great option for marketing your business on Facebook is Facebook
Groups. In this chapter, we discuss how to find groups and join in on
the discussion. We show you how to create your own group on a topic that
can engage potential business clients, and how to promote the group to
attract members and possible customers. Plus, we show you how to manage
your group and measure its success.

With Facebook Groups, you can join and create up to 200 groups. Groups can
be based around shared interests, activities, or anything you like. Groups are
different from a Page (see Chapter 4) or a profile (see Chapter 2) since they
are less about the business or person, and more about a shared interest or
cause. Groups can be great, and perhaps a more personal option for market-
ing your business because you are relating to an audience around a cause or
local issue that your business cares about so people can be more inclined to
get involved.

What Are Facebook Groups?

You might have several reasons why you want to join a Facebook Group to
help promote your business; conversely, you might even want to have your
own Facebook Group instead of a Facebook Page for your business.
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|
Figure 7-1:
A Facebook
Group
provides
members
with an
online hub
to share
opinions
about a
topic.
|

Groups are based around shared interests, activities, or anything you like.
Pages are strictly for your business organizations, which includes artists and
public figures. A good place to start is with a Page, but a more advanced mar-
keting tactic may be to start, join, and be active in Groups that match your
business in some way. (See Figure 7-1.)

Distinguishing Groups from Pages

For a Facebook Page, only an official representative of a business, public
figure, nonprofit organization, artist, or public personality can create a Page
and serve as its administrator (admin). Pages are designed to provide basic
information about a business, featuring community building blocks, such as
discussions and comments, upload user-generated content, and post reviews.

By contrast, any members can create a Facebook Group about any topic —
and they do. Groups serve as a central hub for members to share opinions
and discussions about that topic. Whereas Pages allow for a high degree of
interaction and rich media with the addition of applications (apps), Facebook
Groups do not allow for the addition of apps. (See Chapter 12.)

When an admin updates a Group’s page, the News Feed story includes the
name of the Group’s admin. Pages, however, attribute updates to the Page
and never reveal the admin’s name. Groups also don’t offer the status update
capability, which has recently been added to Pages.

facebook

Home Profile  Friends

Inbox (60 Richard Krusge

AL INTERACTIVE MARKETING

Global

Basic Info
Type:
Description;

Contact Info
Email:
Website:

Members

Gisplaying & of

Steve

[} #pplications

Business - Marketing & Advertising

This commurity is for all those marketing enthusiasts wha thinks that the Future of
Marketing is in Engagement, Collaboration, Sharing, Peering & Sacializing (SPECS)
or in a broader sense "Interactive Marksting”,

This next wave of changes are broadly due to profound changes in the nature of
Technolagy & Demographics. The Global economy is giving rise to powerful new
models of production based on commurity, collaboration and self-organization
rather than on hisrarchy & contral.

5o lets discuss where marketing should be, where it was and where itis heading...

sampad s@gmail com

hitp: {sampadswain.com

&2 members {5 Al
y =
EY
< i
"_
Anish Rish Kundan !  Ayan  Chandra

FLAFEES D

INTERACTIVE
MARKETING
= — ]

View Discussion Board
Jain this Group

[Share [#]
Officers

Sampad Swain (India)
Officer

Group Type

This is an open group, Anyone can
join and inwite athers to join,

Admins

= 5andip Ghosh (India)
= Sampad Swain (India) (creator)

Related Groups

Feed a Child with just a Click!
Commen Tnterest - Balicfs & Causes

Weh 2.0 (Entrepreneurs)

L Onine Friends (33)

Advertise

A perfect NY smile

= g

Invisile braces For young
adults - Invisalign, Fast
results! $1000 off, Book 2
free comsult today. Clickjcal
655 DRUAVSMAN,

RadioShack

=




Chapter 7: Facing Facebook Groups

Group admins can send messages to the entire Group’s individual Inboxes,
provided the group has fewer than 5,000 members. Page admins, however,
can’t send messages to all fans. Group admins also have the ability to
restrict member access by requiring a member approval process, whereas
Pages can only restrict members from becoming a fan by age and location
requirements.

The following are some key differences between Facebook Groups and
Facebook Pages:

v Groups are not public, so the search engines cannot index them. Groups
are only visible to Facebook members.

v As the owner of a Facebook Group, you can dictate how open you want
your group’s membership to be. You can make your group open to all
Facebook members; closed, so that only Facebook members approved
by the group’s owner can see it; or secret, which is an invitation-only
group that’s not visible in a Facebook Groups search.

v You cannot add apps to a group like you can to a Page, so you are less
able to take advantage of some of the more interactive features of a
Facebook Page.

v Groups have it easier when it comes to recruiting other Facebook mem-
bers. Unlike Pages, you can send invites quickly and easily to all your
Facebook friends requesting they join your group.

v It’s easy for your friends to send out an invite to all their friends to join
your group — giving Groups a leg up on some viral marketing where
Pages have a more difficult time.

v Sending a message to all group members is easier, and the message
appears in the members’ Inboxes. Inviting the group to an event is also
easy (see Chapter 8 for more information on Facebook Events).

So you might want to consider a Facebook Group if you want to have a seri-
ous discussion where members can really get involved, perhaps around a
cause or a topical media issue that you want to enlist support on.

The key is keeping the discussion flowing with the members of the group.
You might be better off joining a few groups to see how it’s done before jump-
ing in to create your own. In the next section, we discuss how to find groups
that might be relevant to your business.
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Finding a Group

Finding a group is not very hard, and Facebook offers two ways to locate
Groups: the Search feature in the top right of your screen or the Applications
menu in the lower navigation bar.

Use the Facebook Search box

For our Pop Tot Tees example, we searched tees, but we also could have
searched T-shirts, kids, or even pop art to yield some groups that we might
want to monitor. The typical Facebook search for tee shirts brings results
from all over Facebook. (See Figure 7-2.) Now, it’s your turn.

1. In the Search box, at the top right of your screen, type a name or title
§,“v‘,N\l?vl:'I? that interests you.
<

Be sure to select the Groups tab in the search results so that you are
only looking at Groups.

2. Click either the image or the name of the group that you want to visit.

In the search results, be sure to note the number of members, the type
of group, and any recent activity, so that you have some indication of
how active the group is before you visit.

<P You can also gain quick access to Groups by using the bookmark icon dis-
played in the lower navigation bar. Hover over the icons with your mouse to
find the Groups icon, and click it for easy access to the Groups page.
Remember that not all features display icons.
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Use the Facebook Applications menu

The other way to find Groups is to use the navigation bar at the bottom of
any Facebook screen.

1. Choose Applications~>Groups.

The Groups page displays and is split into two sections. (See Figure 7-3.)
The left side shows you groups recently joined by your friends, and the
right side shows you groups you have joined.

2. Click either the image or the name of the group to access the group’s
page.

If you find a group that really matches with your business and you are think-
ing about reaching out to its members in an attempt to sponsor the Group,
don’t. It’s a good thought, but that option no longer exists. Facebook did away
with sponsored groups in favor of Pages.

When you access the Group’s landing page, note at the top of the page any
recent activity posted by the group admin in the Recent News section. Also,
look for dates of any photos or videos that have been uploaded as well as any
recent discussions on the Discussion Board. You might see how many mem-
bers they have and whether you want to browse any related groups.
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|
Figure 7-4:
Joining

a group
devoted to
the Tuxedo
Tee Shirt.
|

The most important part of the group is the Wall and the Discussion Board.
This is really where the action is. But you need to join the group to get a
sense of how active that group is and if you want to contribute.

Joining a Group

After you identify a group that matches your interest and has an activity level
that matches with your objectives, it’s easy to join the conversation.

All you need to do is navigate to the page of the group you wish to join and
click the Join this Group link under the group’s photo in the top right column.
(See the preceding section on using the Search box and the Applications menu
to find a group.) Keep in mind that you can join up to 200 groups and that each
group appears under the Groups section on your profile. (See Figure 7-4.)

Participating in a Group

One of the Golden Rules of social networks and other forms of social media is
to spend some time observing and listening to the conversation. It’s good to
get a feeling for the cadence or rhythm of the group’s conversations before
you barge in and change things.
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<P You'll find that only a portion of the group really participates actively and
many members are just lurking in the background. That’s okay, and don’t let
that discourage you from wanting to participate. If you are truly looking to
learn more about Groups, then we encourage you to take the first step and
jump into the conversation. It really is the best way to learn about how social
networks operate.

You might also find that in some of the larger groups people tend to try to
hijack the conversation by posting links to their own groups or related Web
sites. Don’t try this tactic. Technically, it’s considered spam, and Facebook
members have a very low tolerance for spammers.

QNING/ Any member who is considered a spammer can and will have their profile shut
Ny down by Facebook. Although the rules on spamming are not published any-
where on the site, it is widely considered taboo by the members of the group,
the group admin, and of course, to Facebook.

Creating a Facebook Group

When you get the hang of how a group works, as a marketer, you might want
to start your own group to support your business. Creating a group is actu-
ally quite simple, and a group contains elements that are similar to those on
a Facebook Page. (See Chapter 4.) To decide whether to create a Facebook
Group or a Facebook Page (or both), see the earlier “What Are Facebook
Groups” section to be sure a Facebook Group best matches your business
objectives.

Securing your Group’s name

Before jumping in and creating your group, we suggest that you conduct a
search for the name of the group you want to start so you can see whether
any existing groups or Pages have that same name. Having a name that has
never been used on Facebook isn’t required, but a unique name helps you to
distinguish yourself, so we recommend it. Also, note that Facebook doesn’t
let you own a name in the same way as when you reserve a Web site address
(URL). Other people can use a name that is similar to or even identical with
other names on Facebook.
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To conduct a search for group names, you can use the Search box at the top
of any Facebook page, which we discuss in the preceding “Use the Facebook
Search box” section.

Setting up your Group

After you choose a group name that you want to use, you can go ahead and
create your group.

1. Choose Applications=>Groups from the lower navigation bar.

The Groups page displays and is split into two sections. (See Figure 7-5.)
The left side shows you groups your friends recently joined and the
right side shows you groups you have joined.

2. Click the Create a New Group button at the top right of your screen.

Facebook displays the Create a Group page, as shown in Figure 7-6. In
our Pop Tot Tees example, instead of creating a group based on the Pop
Tot Tees corporate name, we created a group devoted to the best retro
tee shirt fashions.

3. Provide the following basic information about your group:

e Group Name: Because you did the research in the earlier section,
“Securing your group’s name,” go ahead and plug in the name you chose.

¢ Description: Be sure to put some extra effort into creating a good
description of whatever your group is about. You want it to sound
enticing to prospective members so that they will join. Usually, a
statement that includes the benefits of belonging to your Group is
a good place to start.

¢ Group Type: Allows you to specify the type of group. Notice how
the diversity of types here differs from Facebook Pages.

Group types include Business, Common Interest, Entertainment
and Arts, Geography, Internet and Technology, Just for Fun,
Music, Organizations, Sports and Recreation, and Student Group.
Additionally, many of the group types have subgroups.

* Recent News: Consider this a bulletin board type of news. It could
be anything, but again, be sure to pick something that people
believe in and want to rally around.

e Office: Either the name of your business or the name of the group.

¢ Email: Use either a personal e-mail address or an address that you
created just for receiving e-mail about the group.

e Street: Street of your business location.

¢ City/Town: City or town of your business location.
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You do not have to fill in these last four fields — and in the case of city
or street, it might be best to leave blank if you are seeking a national or

international presence.

4. Click the Create Group button when the information is just the way
you like it.

facebook

Home

Profi Friends

Inbox

EEEN

My Groups | Brawse Groups

A% Groups

Recently joined by your friends

3 i

Fans of East Brothers Light Station

t Organizations

Onganizations - NonProf

Size: 22 members Size 452 members
Joined: Kely Graham Hew 5 Hore Members
Updated:  News 2

Dr.Barry Miller's Career Page

Business - Emplayment & Work
Size!

Search for Groups

1,461 members

Your recently updated groups

Help

( + Create a New Group )

107.1 FM - The Peak
Entertainment & &rts - Radio

Profile updated on Thursday

Sixt Degrees Of Separation - The

Advertise

Coping with change?

GQuestions ahout Farily
changes caused by milt:ary
deployment? Ask Sesame
Workshop's Jeanette
Bekancourt your questions at

Joined: Pavla Weiner Experiment
6 Just for Fun - Facebook Classics PBS Engage,
Size: 4,234,720 members
Degrees 14,764 More Members,
of 34 Board Topics Top Real Estate
Separation Profile updated last Sunday. Agents
I Hub Sio Paulo Sales & Marketing Executives | e gt

Qrganizations - Clubs B Secietiss

@‘%I T

International, Inc. (SMETY

Find the top real estats

1 . Grganizations - Professional Grganizations agent in your kown - sell your
Figure 7-5: SR i s p— P ety 2
Jnined: Diego Remus ize members agerk or purchase a new
Hlev; 4 Mare Members hare,

The Groups
page.

K Anplicatons | [

Profile updatad last Saturdsy

Find and Convert - B2B Weh Marketing &

A2 orline Friends (11)

Nownlnar a Fras

LT

|
facebook  Home Profi Inbox
AL Create a Group
_ EEE At
:Sr:up Na:'na: Retro Tes Revolukion Creative BackStage
Network: Global (Available to all of Facetook) ~
Description:  This group is devoted ko Retro Tee Shirt fashions wherever
(required) we can find them. Join us in the search for the best Retra
Fashions. Sponsored by Pop Tot Tees.
Event production service:
lighting, sound, staging and
videa, With in house film
studio and editing suite.
’ Specail events to concerts,
OrouPTYPE: | erpertanment&irts % || Fashion -
{required)
| HecEnt Seves)
| Want to Become a...
Figure 7-6: &7 criminal Invesigator
Th C ﬁ;‘ Pelice
e Create
a Grou p Office: Wew o 5 Thenps
Email: phdunay@yahoo,com EE ¥ Graphic Designar
page for i) E socal Worker
Retro Tee City/Town: | New York, HY ﬁ“’ Teacher
R lution! w Detective
evolution! o

[Ei Applications

B G 4

(=]

1# Chat (35)




’ 26 Part ll: Putting Facebook to Work

A\\S

|
Figure 7-7:
Uploading a
picture for
your group.
|

Customizing your Group

After you create a Group, it’s time to customize your group. You can now
upload a picture for the Group; any picture that you have the rights to use
and distribute in a JPG, GIF, or PNG format that is less than 4MB in size. (See
Figure 7-7.)

You can also add a link to a Web site outside of Facebook or even to your
Facebook Page, if that is appropriate, which links Facebook members to your
organization.

Members of Facebook are generally more comfortable if you add links to loca-
tions within Facebook rather than outside Facebook.

The Options section (see Figure 7-8) is where you select whether it is okay
for Facebook to list other related Facebook Groups within your Group and
enable the Discussion Board, Wall, and Photos features.

These settings can help you restrict what members of your Group can do

and post for other members to see. While we always recommend being as
open and transparent as you can when using social media, there may be a
time when you want to restrict access if a Group member is getting out of
hand.
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< You select the group’s accessibility level in the Access section. The access
levels of Facebook Groups are:

+* Open: Groups that can be found by anyone on Facebook when doing
a search. Anyone can join the group and anyone can see the Wall,
Discussion Board, videos, and photos in the group.

v Closed: Groups that require approval by the group admin to join them.
Anyone can see the basic group description information but only mem-
bers can see the Wall, Discussion Board, videos, and photos in the group.

v Secret: Groups that can’t be found by using a search or even in member
profiles; they truly are secret. Membership is by invitation only; there-
fore, only members can see the Wall, Discussion Board, videos, and
photos in the group.

After you are invited to a group or join a group on your own, you might spend
some time observing the conversation before you choose to participate. To
find out how to limit membership in your own group, go to the “Limiting
membership” section, later in the chapter.

Generally, when setting access and publicizing the group, we recommend
casting the widest net for your business. After you enter this information,
click Save Changes to start promoting the group. Notice that Facebook asks
you to invite your Friend List to join the group. You can pass on this for now
until you read about promoting your group in the upcoming “Restricting
Membership” section.
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Promoting Your Facebook Group

After you create your Facebook Group, you need to promote the group and
keep it updated with fresh content. Facebook Groups work similar to a blog
or a forum in the sense that you can use them to communicate with a large
audience quickly and easily. But building that audience is the real trick.

Growing your group is a never-ending process. Existing members need to see
that new members are joining all the time to reinforce their confidence in the
group — sort of a third-party validation. And the more members you have
means the more people viewing your content and the more perspectives in
your discussions.

A popular theory states that 90 percent of the participants in the group

are silent, 9 percent are sometimes active, and 1 percent are very active.
Therefore, if you have 200 or 300 members, only two — three people are very
active, and one of them is you.

One method of building your membership in the group is to promote your
group with an advertisement. You can use the Promote Group with an Ad link
under the group’s main photo with three simple and easy steps. (See Chapter
10 for a full discussion of advertising on Facebook).

We tend to think of groups and Pages as growing organically. But with
groups, you build membership by leveraging existing members to bring in
new group members, as well as by having a healthy and varied discussion on
your group’s relevant issues.

Reaching out to Group members

Reaching out to all your members is clearly one of the fun and easy parts about
having a Facebook Group compared with having a Facebook Page (see Chapter 4).

1. Choose Applications=>Groups from the lower navigation bar.

The Groups page displays and is split into two sections. (Refer to Figure
7-4.) The left side shows groups your friends recently joined and the
right side shows groups you run or have joined.

2. Click either the image or the name of the group to access the individ-
ual group’s page.

In the right column, under the group’s main photo, you see a list of
choices starting with Message All Members.
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3. Click the Message All Members link.
A page displays that looks very similar to an e-mail form.

Only the admin of a group sees the Message All Members link under the
group’s photo. So if you are looking around on a group’s page, you won'’t
see this option.

4. Write a short message on your hot topic in the Subject line and a
deeper explanation in the Message area.

You can get the word out very quickly and keep your members engaged
with the group. (See Figure 7-9.)

5. Click send to message all the members.

Also, if you have more than 1,200 members, Facebook does not allow
you to send a message to everyone, only groups of 1,200 or less have
this option.

You might want to decide how often you want to reach out to your group’s
members. Your contact strategy can range from daily to monthly. In our opin-
ion, daily might be too often for some organizations, but not if you're running
a political campaign and your Facebook Group is the center of your com-
munity. Weekly might be okay for some businesses where special deals are
offered that are available only on Facebook. We tend to think bi-monthly is a
good cadence for most businesses and that monthly might not be enough to
keep your members’ interest piqued.
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Anyone who joins your group after you send a message to your members does
not know the message was sent.

If you want to invite people to respond to your message by commenting or
joining the discussion, the Wall or the Discussion Board is your best bet.

Generating comments

Just like any good blog on the Web, members of your group come back
repeatedly when the content stays fresh and is relevant to their needs.
Therefore, you should try to provoke discussion by posting relevant links to
external blog posts, research papers, case studies, online magazine articles,
news sites, and so on. Besides links, consider uploading images and videos
for your members to view — for example, if you're into travel, why not post
pictures or videos of great looking destinations!

We find most of the comments happen on either the Wall or the Discussion
Board. Generally, we find that the Wall is used for more casual comments,
such as, “I totally agree!” or “Great idea.” They don’t further the discussion,
but they do help by appearing on that members’ News Feed and all their
friends’ News Feeds, giving your group more visibility and the chance that
someone who is just a casual commenter might want to join your group.
Think of them like a mini endorsement!

The Discussion Board is really where the debate happens. You should
actively try to keep the conversation going on your group with a cadence
of regular discussion topics. You might want to generate a list of weekly
discussion topics that you can use to keep things moving forward. Having
a strong discussion topics list allows you to always have an idea available.
Alternatively, when new ideas come to mind or something happens in the
media, you can use them to jumpstart a discussion.

Posting to your Discussion Board is quick and easy. If you are posting for
the first time, you see a link on your Discussion Board that reads, “There
are no discussions. Start the first topic.” Select that link, type your topic
and post, and click the Post New Topic button when you finish. (See
Figure 7-10.)

If you have an initial discussion topic, then you can go to the Discussion
Board and select the Start New Topic or See All links to continue.

A strong group has lots of discussions, and with any luck, provides some
healthy debate about the issues. So don’t be afraid to provoke a debate; that’s
what you’re hoping to achieve!
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Managing Your Group

After you know how to promote your group and keep the discussion flowing,
you might want to think more broadly about how to manage and measure
your group.

Here are some metrics you can use to measure the success of your Facebook
Group:

v+ Number of members in your group

+ New members who join per day/week/month

v Ratio of new members to people who left the group

1 Ratio of members who are Facebook friends versus non-friends

v Activity on Wall and Discussion Board

v Members who accept invitations to join your events
You don’t have to use all of these metrics, although they are good indicators
of how your group is performing. We suggest picking a few and monitoring
them with either a spreadsheet or database so you have a way of understand-
ing the trends in the data. Sure, you can see that membership has gone from

124 to 136 in one month, but what if you didn’t know that is a 10 percent
jump, down relative to last month’s jump of 22 percent?
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Limiting membership

Changing the group’s type is easy. You can make your group open to all
Facebook members; closed so that only Facebook members approved by the
group’s owner can see it; or secret, which is an invitation-only group that’s
not visible in a Facebook Groups search.

1. Go to your Facebook Group.

In the right column under the group’s main photo, you should see a list
of links.

2. Select the Edit Group link.
3. Select the Customize tab.
4. Select the Group Type that you want.
5. Click Save.
SMBER
S

Depending on your need or the development of your group, you might want
the group closed until you're fully ready to launch.

Deleting a Group

Removing or deleting a Facebook Group is relatively easy. All you need to
do is to remove all members from the group, remove the other group admin
(if any), and then remove yourself. You see a message that reads, “You

are attempting to remove yourself from a group for which you are the last
member. If you remove yourself, the group will be deleted.”

Facebook runs a periodic sweep of Groups aimed to remove empty groups.
So Facebook takes care of deleting the group a short time after you empty it
of the members and admin.



Chapter 8
Hosting Facebook Events

In This Chapter

Exploring Facebook Events

Finding events, and adding them to your Events list
Creating and customizing your own event

Inviting people to and promoting that event
Managing and editing your event

Ficebook Events are a great way of getting people together virtually or
in person to support your business, brand, or product. They are also
an economical way of getting the word out beyond your normal in-house
marketing list by inviting the fans of your Facebook Page (see Chapter 4) or
the members of your Facebook Group (see Chapter 7). Fans can also help
you promote your Facebook Event by sharing the event with a group of their
friends when it seems of value.

You may want to RSVP to and attend an event to see how the process works.
This should give you a feeling for how Facebook Events are done and what
you may need for throwing your own event.

In this chapter, we cover how to find relevant events that you may want to
attend and how to add events to your Page or group’s Events list. We also
discuss creating your event and promoting it to your fans, listing your event,
and best practices for managing your event and following up afterward.

Getting Started with Facebook Events

If you have been a member of Facebook for a while, no doubt you have been
invited to a Facebook event by now. They typically appear in your e-mail

as an invite and a reminder on your Home page when you first log in to
Facebook.
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|
Figure 8-1:
The Events
option as
listed in the
Applications
menu.
|

If you have never received an invite, don’t despair. You can always find
plenty of events to attend by choosing Applicationst>Events on the bottom
navigation bar. (See Figure 8-1.)

After you have created an Event, you can also gain quick access to Events with
the icon displayed in the lower navigation bar. Hover your mouse on the icon
and click Events for easy access to the Events page. Remember that not all
applications display an icon. Facebook displays six icons at a time.

After you select Events, Facebook displays the Events page, which tracks
all present and future events. If you are new to Facebook, this area will be
empty. (See Figure 8-2.)

Exploring the Events page

If you find a Facebook Event that you might want to attend, or share with
your friends or on your Page, you can check it out first in the Event’s preview
page (see Figure 8-3). The Events page shows you the who, what, where,
when, and why of several events without having to click through to the
event’s full page.

To view more details about an event, you can click the name of the event link
or click the photo or title to open the Event page. (See Figure 8-4.) You may
also want to view the guest list by clicking the View Guestlist link to see how
popular the event is with your friends (who is presented first in the list) and
non-friends (who is presented after).
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Figure 8-4:
View the
detailed
Event
screen.
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Each Event page has the following elements on the left column:

+* Name: The name of the event.
v Host: The name of the host or organizing firm.

v Type: Facebook’s pre-defined categories, such as Party, Causes,
Education, Meetings, Music/Arts, Sports, Trips, Other, and so on. And
Facebook’s pre-defined subcategories, such as Business Meeting,
Club/Group Meeting, Convention, Dorm/House Meeting, Informational
Meeting, and so on.

v Date: The time the event starts.

v Time: The time the event ends.

1 Location: Where the event will be held.

1 Street Address: The event street address.

v City/Town: The event city or town.

v Description: Text used to describe the event.

+* Photos: Photos uploaded about or after the event.
v Videos: Videos uploaded about or after the event.

+ The Wall: Comments and Conversations about the event.
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Figure 8-5:
Checking
out who's
coming to
this event
and any
comments
on the Wall.
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Each Event page has the following elements on the right column:

+* Photo: A photo about the event.

+* Share: Where you can post to your profile or send a message about the
event to your friends.

v Export: The feature that allows you to export a calendar invite.

+* Your RSVP: Where to change your status from Attending to Maybe
Attending to Not Attending.

v Other Information: Information could include whether you can bring a
guest with you.

v Other Invitees: The names and photos of those that are yet to be con-
firmed guests.

v~ Event Type: The information on whether the event is open, closed, or
secret.

v+ Admins: The name(s) of the administrators of the event.

Every Facebook Event has its own page and URL, which makes it easy for you
to invite nonmembers to your Event. Many of the details from the preview
are carried over to the Event page, but you also see two of the most impor-
tant Event features: the Wall for this Event and who’s invited to this Event.
(See Figure 8-5.)
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Confirmed Guest lists are a good place to find new friends for your personal
Facebook network.

In addition to the more complete description of the event, the Wall gives you
an indication of the tenor of the conversation you can expect at the event.
Also, looking at the Confirmed Guests section, as well as the RSVPs in the
Other Invites section, gives you a better idea of who is coming and who you
might be able to network with.

Finding an event

On Facebook there are plenty of Events happening everyday! And finding an
Event that interests you is actually quite easy. You can find relevant events
two ways: search for events using the Search box in the upper right of any
Events page or look at your friend’s events on the Friends’ Events tab. We
cover each using our Pop Tot Tees example.

Using the Events Search box

The Search box on the Events page is located next to the Create an Event
button near the top right of your screen. You just need to plug in relevant
keywords to get a result.

Don’t expect the search to be as good as Google. It won’t correct your spelling
or suggest other events based on relevant keywords. If you don’t find what
you're looking for with your first search, search with alternative keywords.

Searching with the keyword Retro Fashion, we found the Oh So Retro event,
which might be of interest to Pop Tot Tees fans or Retro Tee Revolution
group members. Therefore, we might want to RSVP for this event in order to
promote the event to our Page fans or Group members. (See Figure 8-6.)

Browsing the Friends’ Events tab

If searching for an event doesn’t turn up anything interesting, then looking at
what events your Facebook friends are looking at is another option. As you
know by now, Facebook is built to be social — so it’s perfectly okay to look at
what your friends may be doing. This is why we recommend building a strong
social network to help you leverage its power when you need it.

Build your Facebook friends network before you need it — it comes in handy
when looking for events or other more viral aspects of Facebook.

To locate events that your friends may be attending — select the Friends’
Events tab on the Events page, which shows you any events your friends
have added to their Events list. (See Figure 8-7.)
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Adding an event to your Events list

Assuming you take the plunge and decide to attend an event, click the RSVP
link next to the Event name. The event appears on your Wall and in your
Events tab (see Chapter 4 to learn about the + tab) for everyone in your per-
sonal network to see. (See Figure 8-8.)

After you add an event, you see two new links on the Event page: Invite
People to Come and + Share. What’s great about Facebook is there’s no short-
age of ways for you to get the word out about an event you're attending to
your network.

Using Invite People to Come

Selecting the Invite People to Come link takes you to the Invite Friends page.
Here you can invite friends who are in your friend List. (See Figure 8-9.)

If you wish to share this event more directly with your friends or fans, then
you can always click the + Share button located above the RSVP section on
the Event details page.

You can also invite people who are not part of Facebook to this event by
typing their e-mail addresses into the Invite Friends by E-mail box; separate
the addresses by commas.

Inviting non-Facebook members to an event means they need to register with
Facebook before responding to your request — so be judicious about the use
of this option.
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Figure 8-10:
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After you load the names of the people you wish to invite, all you need to do
is add a personal message, and then click Send Invites.

Using the Share feature

Alternatively, you can use the + Share link to inform friends about an event.
The Share feature is similar to an e-mail. You can invite individual friends by
typing their names or invite entire Friend Lists up to 20 people at a time. (See
Figure 8-10.) For more information on using the Share feature, see Chapter 6.
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Synchronizing Events with your Calendar

Every Event page has an Export link on it. With this link, you can quickly add
the Facebook Event to your favorite scheduling program, such as Microsoft
Outlook, Google Calendar, and Apple iCalendar.

Simply click the Export button located above the RSVP section on the right
side of the Events page. Facebook offers you an iCalendar format which you
can change and save as a different format if you need to.

Creating an Event

\\3

Facebook Events helps you with the fine points of creating and throwing
your own event. Generally, we think Pages should list any event you would
normally post to your business Web site. If it’s good enough for your corpo-
rate Web site, post it to Facebook — but you need to know how to create an
event.

After you’'ve been through the process a time or two, you should be able to
create a Facebook Event quickly and easily. If you want to throw an event for
your Page, go to your Page to create the event.

To go to your Page:
1. Choose Applications=>Ads and Pages at the bottom-left corner of the
navigation bar.
2. Click the Pages link at the top of your screen.
3. To go to your Page, either click the Photo or the Edit page link.

Entering event info

Start by choosing Applications=>Events from the lower navigation bar to go
to the Events page. Click the Create an Event button in the upper-right corner
to display the Event Info tab. (See Figure 8-11.)

You can add Events to your applications’ bookmarks and drag them to reor-
der them. Facebook allows up to six applications in your applications toolbar.

To fill out the event’s information, you need the following:

+* Event Name: The name of the event.

v~ Tagline: The purpose or reason for the event.
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Figure 8-11:
Entering

the details
about our
event.
|

+* Host: The name of the host or organizing firm.

v Type: Facebook’s pre-defined categories, such as Party, Causes,
Education, Meetings, Music/Arts, Sports, Trips, Other, and so on.

v Subcategory: Facebook’s pre-defined subcategories, such as Business
Meeting, Club/Group Meeting, Convention, Dorm/House Meeting,
Informational Meeting, and so on.

+* Description: A paragraph of text you can provide to describe the event.
v~ Start Time: The time the event will start.

v+ End Time: The time the event will end.

v Location: Where the event will be held.

1 Street: The event street address.

v City/Town: The event city or town.

v+ Phone: The phone number of the event organizer.

v E-mail: The e-mail of the event organizer.

Neither the phone nor the e-mail are required fields in case you feel uneasy
about sharing this information online.
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After you enter this information, click the Create Event button. The
Customize tab appears.

Customizing event settings

Now is your chance to liven up your event’s page with an image that can get

some attention. If no image is chosen, a question mark displays.
“&N\BEB
Y
&

With all images on Facebook, be sure you have the right to distribute the
image because you’ll be asked to certify this.

The Internet offers plenty of sources for royalty free images, such as iStock-
Photo, so be sure to use one if you don’t have a proprietary image from your
business.

Photos come in many standard formats. However, you can only upload
photos to Facebook in JPG, GIF, or PNG formats. Pictures can be 396 pixels
wide with a height up to 3x the width. Maximum file size is 4MB.
1. Click the Browse button to search your computer for a graphic file.
2. Select the picture that you want to use.

3. Select the box to certify that you have the right to distribute the pic-
ture and that it doesn’t violate the Facebook Terms of Use.

4. Click the Upload Picture button.

Assuming you like how the image looks, you can move on to the Event
Options settings. (See Figure 8-12.)
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Setting up your event

You can specify Facebook Event options, access, and publicity. You use these
selections to customize your event quickly and easily. (See Figure 8-13.)

The event’s Options section lets you select the following:

v Let Guests Know They Can Bring Friends to the Event: Enables the
Invite Friends to Come feature, which we discuss in the earlier “Adding
an event to your Events list” section.

+* Show the Guest List: Allows the guest list to be seen.

+* Enable the Wall: Allows guests to post comments about the event and
interact with other guests.

A good use of the Wall for a Facebook Event is to collect questions for
the event’s speaker if one will be present.

+* Enable Photos: Select this option if you want to collect photos of the
event. Two additional options allow you to control who can upload
photos:

¢ Allow all members to upload photos.
e Only allow admins to upload photos.

v Enable Video: Select this option if you want to collect videos of the
event. Two additional options allow you to control who can upload
videos:

¢ Allow all members to upload videos.
¢ Only allow admins to upload videos.

+~ Enable Links: Select this option if you want to collect links related to the
event. Two additional options allow you to control who can upload text:

¢ Allow all members to post items.
¢ Only allow admins to post items.

Facebook allows you to restrict access to your Event depending on what your
business goals might be. The Access section offers the following settings:

v+~ This Event Is Open: Anyone can join the event and see the Wall, discus-
sion board, videos, and photos on the event’s page.

v~ This Event Is Closed: Anyone can view the basic event information
and then request an invitation for themselves, but only invitees on the
guest list can see the Wall, discussion board, videos, and photos on the
event’s page.
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v~ This Event Is Secret: By definition, these events cannot be found by using
Search or by browsing the profiles of the friends; the events truly are
secret. These are invitation-only events; therefore, only the invitees can
see the Wall, discussion board, videos, and photos on the event’s page.
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Finally, be sure to select the Publicize check box if you want your event to
show up in Search results for the name and description of your Event.

When you complete this section, be sure to click Save. You can always skip
Step 2 for now, but be advised you won’t be able to go live until you finish
this section. After your event settings have been customized, the fun now is
to invite your friends to join this event!

Inviting Guests to your event

After you complete the Event Info and Customize tabs, you're almost ready to
publish your event! Inviting friends or fans to the event isn’t mandatory; you
can simply publish your event and hope for the best. But Facebook makes
inviting friends to your event so easy, it’s hard not to.

After you click Save on the Customize tab, the Guest List tab appears. You can
invite friends by selecting them directly from a list or by searching for friends
with the Search box on top of the list. You can also invite an entire friend List
you might have created (see Chapter 2 for a full discussion of creating a friend
List). Best of all, you can even invite non-Facebook members to the event by
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Figure 8-14:
Sending
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batch of
invites.
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typing their e-mail addresses (separated by commas) into the Invite box, or
by importing their e-mail addresses from popular Web-based e-mail accounts,
such as Hotmail, Yahoo!, and Gmail.

After you publish your event, it appears on both the Wall and the Events tab
of your Page. You can also invite all of your fans by clicking the Update Fans
of (your page name). They are sent an e-mail once you target the audience,
and add a subject line and message.

Inviting non-Facebook members to an event means they need to register with
Facebook before responding to your request — so be judicious about the use
of this option.

After you fill in your list of invitees, you need to add a quick message to

the invite. Provide something compelling for the reader, and make sure the
value invitees can derive by coming to your event is front and center in your
message. You can invite your first 100 people with this invite method. (See
Figure 8-14.)

Facebook allows you to invite an unlimited number of attendees to an event in
increments of 100, with no more than 300 outstanding invitations at a time.
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Managing Your Event
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After you set up a Facebook Event and send your invitations, you need to
consider how to manage the event. Anything can happen at a live event, that
is: Weather conditions can affect attendance, last minute speaker changes
can alter the schedule, or an outright cancellation of the event can occur.
These possibilities require you to develop a communication strategy regard-
ing your invitees.

As you get closer to the event date, it is critical that you keep your event

in the minds of your invitees. You might want to plan when you’re going to
reach out to them with a reminder. At a minimum, a good reminder protocol
is to reach out the week before the event, the day before the event, and the
day of the event.

Printing the Guest list for your event

Facebook makes it very easy to generate a printer friendly guest list for your
event. You simply select Print Guest List, which is found above your RSVP
section.

You can select which guest to print based on their RSVP, from those attend-
ing, maybe attending, no replies, and all attendees. It displays the names in
alphabetical order and you can choose to add the person’s profile picture to
the print out by choosing the Show Profile Picture check box at the top. This
can be enormously helpful in managing large events, where you don’t person-
ally know many of the attendees, or where event security is an issue.

Editing your event

Making changes to your event’s page is easy. You simply click the Edit Event
link found under the event’s photo. You will be able to edit the Event Info and
Customize tab you encountered when setting up the event.

Nearly everything can be changed about the event including the location. You
can also notify everyone of any changes by posting a message on your Wall.

You can not change the name of the event once you have confirmed guests.
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Following up after an event

Rarely do we see much follow-up after a Facebook Event, but we feel doing
so is just good protocol. For traditional events, follow-up can be an e-mail,
a phone call, or a written note, and we feel some of those techniques can
apply here.

If you had a very healthy debate with lots of questions, you could post a
transcript for attendees or even non-attendees. If some questions weren’t
answered because of time constraints, you could write the answers and send
them to the attendees, too.

At the very least, a short thank you note to those that attended is just good
form. As well, sending a ‘Sorry you couldn’t make it’ note to those that didn’t
attend, perhaps with a recap, is also good form. Taking several photos of the
event and posting them is the single best way to reach out. By aggressively
taking photos, tagging them with the attendee’s name(s), and posting them,
you can leverage the power of the Facebook platform.
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Strategies for
Advertising
Success

The 5th Wave By Rich Tennant
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“The top line represents our revenve, the middle
line is our inventory, and the bottom line shows
the rate of my hair loss over the same period.”
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In this part . . .

Part IIl discusses strategies that can help you
advertise your products and services on Facebook.

You can target your ads to a very specific audience and
then create and test that ad to ensure its success. We
explore the Facebook tools that help you optimize your
advertising campaign and then obtain insights into your
customers from their interactions with your Facebook
Page.

We also show you how to sell your products and services
on Facebook via the Facebook Marketplace, which can
create a new source of revenue for your business and
further promote your interests.




Chapter 9

Checking out Advertising Options
and Strategies

In This Chapter

Introducing Facebook engagement ads
Planning your Facebook ad

Defining your ad link page

Targeting your audience

Setting an advertising budget

Creating your ad

Exploring the top ten pitfalls of Facebook ads

Wth more than 200-million members worldwide, Facebook has the poten-
tial to reach an audience nearly twice the size of the Super Bowl’s
television viewing audience. The social network’s ability to target down to
the desired age, sex, location, relationship status, education, and interest
marks a major paradigm shift in mass media advertising. It’s now possible to
reach a highly defined consumer market and pay only when one of those con-
sumers clicks through an ad to the advertiser’s Facebook page or other Web
destination.

Facebook provides a self-service advertising model akin to Google’s. Just
like Google, Facebook allows you to easily create your ad, select your target
audience, set your daily budget, and measure results. Ads can be purchased
based on pay for impression (CPM) or pay for clicks (CPC). However, unlike
Google, Facebook’s engagement ads allow consumers to interact with ads in
entirely new ways.

In this chapter, we show you how to use Facebook ads to your advantage. We
introduce you to Facebook engagement ads: what they are and how to use them
to fulfill your advertising goals. We offer tips on designing a link page to an
internal Facebook location or an external Web site, writing ad copy (see
Chapter 6), uploading an effective image, targeting your audience, and
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evaluating your advertising budget (see Chapter 5). Finally, we help you
create your first Facebook ad and evaluate its effectiveness in fulfilling your
marketing goals.

Getting Started with Facebook
Advertising

The stakes are high for Facebook to have a winning advertising strategy.
Advertising now represents the company’s largest source of revenue and
is expected to grow exponentially over the next five years. The self-service
option is relatively new for Facebook and it’s still lacking in many features
that we surmise will come in time. The Facebook advertising platform shows
tremendous potential and true innovation for both large and small advertisers.
Figure 9-1 shows Facebook’s advertising launch pad from which you can
create a new ad or manage an existing ad campaign.

Facebook offers you an opportunity to form a sustained relationship with
potential customers. By linking to internal Facebook Pages, you can keep
the user contained within the Facebook environment. Just as you would
approach any marketing initiative, it’s best to follow your own pre-determined
marketing strategy (see Chapter 5) when advertising on Facebook.
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Setting your Facebook advertising goals

In setting your goals for a particular ad or overall campaign, it’s always best
to keep it simple. Stick to one primary objective. Facebook users are on
Facebook for social purposes. Keep your message to a single call-to-action.
Make it simple, fast, and suited to the social nature of Facebook.

Facebook offers an incredibly sticky site for advertisers, meaning that users
come back often. In fact, with a 50 percent daily return rate, consumers
spend more time on Facebook’s Home page than they do on Yahoo's, MSN’s,
and MySpace’s combined.

You can place three types of ads directly through Facebook. This includes a
traditional text ad, a display ad, which includes text and an image, and the
unique Facebook engagement ads, which need to be ordered via a Facebook
advertising sales rep.

<P In developing your overall Facebook advertising strategy, keep in mind the
bigger picture. Provide a compelling experience for members after they click
through the ad. Keep it social, because that’s why they’re on Facebook. Create
an incentive for users to take the first step toward engagement.

Getting to know engagement ads

An engagement ad allows you to interact directly with the ad unit.
Engagement ads allow users to RSVP to an event, become a fan of a Page, or
watch a video, all without leaving the ad unit. For marketers who have a very
specific goal (for example, drive more fans to the Page), engagement ads
have the potential to drive a much higher conversion rate (see Figure 9-2).

Exploving a Facebook Ad

Facebook offers advertisers a number of unique ways to interact with
Facebook members. From becoming a fan of a company’s Page (see Chapter
4 to create your own) to confirming attendance at a Facebook business event
(see Chapter 8) to installing an application (see Chapter 12), these actions
are automatically turned into stories that appear in your friend’s News Feed.
Marketers who maximize these interactions by giving fans reasons to partici-
pate are transforming their fans into brand advocates, often without them
even knowing it. (See Figure 9-3.)
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In this section, we prepare you for the placement of your first Facebook ad.
We discuss setting up your ad link (landing page), writing your ad title and
body copy, and adding your image. We also discuss targeting your audience
and setting your advertising budget (see also Chapter 5).

Setting up your ad link page

If you are familiar with interactive marketing, you understand the importance
of making a good first impression with your ad link. Your landing page (as it is
known in advertising) is that page associated with your ad that the user views
after clicking the ad and can be an internal Facebook page or external Web site.
All engagement begins on the landing page. Successful landing pages provide
an easy path to conversion — or realizing your goal. A conversion can include
capturing data on a user via an input form, driving membership for your Page,
or simply making a sale. Regardless of your objective, if your landing page
doesn’t deliver a desired result, your campaign is worthless.
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Q\Q,\x\. ST(,& Nowhere is the landing page more critical than when it originates via a Facebook
ad. Facebook members are typically not in the habit of clicking ads. This is

because they are on Facebook for social purposes, as opposed to browsing and

discovery. Comparatively, Google’s text-based ads generally yield a higher click-

through rate because of the search-centric nature of the site.

Landing on a Facebook location

As a best practice, when running a Facebook ad campaign, link your ads to
an internal Facebook location, as opposed to an external Web site. Facebook
allows you to create ads that link to either an internal Facebook location or
an external Web site (URL), but only one per ad.

For internal Facebook ads, you can link to a Facebook Page, application

page, Group page, Event page, or Marketplace ad that you created or are the
administrator of.

Furthermore, with the new Facebook tabbed format, you can link to specific
tabs within your Facebook Page, delivering a more relevant Facebook ad that’s
optim