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This ebook is based on a transcript from the webinar, Facebook Page
Marketing with Q&A, provided by HubSpot and Social Fresh. The
conversation below is structured in a questions-and-answers format between
our panelists, Jason Keath, founder of Social Fresh, Justin Kistner, Senior
Manager of Social Media Marketing for Webtrends, Ellie Mirman, Inbound
Marketing Manager at HubSpot and Justin Levy, Senior Social
Communications Manager at Citrix Online.
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What Are the Most Common
Mistakes Businesses Make on
Facebook?

Ellie Mirman: | recently wrote an article about these mistakes, and people

started having kind of violent reactions and disagreeing with
me.

Profile Instead of a Page

So some of the common mistakes that really start seeing a

lot of businesses making, the first is creating a profile instead

ofapage. Pages werendét out when Faceboo
launching, and I think a lot of businesses decided that

profiles were the way to interactonFaceb ook, but that 6.
really just not the case. Facebook is doing more and more to

add more functionality, specifically for businesses, and all of

that functionality is focused on the page. There are a lot of

differences between profiles and pages, which makes pages

absolutely 100-percent the only way for businesses to get a

lot of value out of Facebook.
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What 6s funny is a | ot of businesses
mistake and still setting up profiles and wondering why

theydre not gettiontliesdamee same Vvi si bi
functionality and things like that, the same analytics, for

example.So t hatdés definitédloneofdhee of t h
most common mistakes.

Engagement

The other big thing is around engagement or not allowing

engagement. An y o n e shitto@ aff comments, turning

off their wall, or not even posting their own content to

Facebook is missing out on the whole point of Facebook

because itds all about engaging wit
Facebook community starting to engage with you and have

their interactions spread out to their network, kind of picking

up on that snowball effect that can happen on Facebook to

really spread your message more virally.
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Justin Levy:
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How Do You Create the Page
As Far As Ownership? Who
Owns the Page?

When Facebook first launched Pages i STM pages and
then rebranded as just Facebook Pages 1 a question that we
usually had to deal with when | worked with our clients at
New Marketing Labs and even now at Citrix Online is who
actually owns the page, because someone, an individual
personal profile, had to be the owner.

Often times what will happen in a business is the
business owner or mark
| et 6s go c.ré&omeore wil volurstegre
either the social media specialists or the

mar keting person for t
actually set up the Page and be the owner of the
page. Then there is an issue if that person
separates from the company, or the company no
longer continues with the agency that they might
be working with. So that was always a problem.
Some ways that people got around it was by
creating kind of a ghost account, Jim Smith or a
Jason Fresh or sort of account where that could
be the administrator and give access to the other
folks that they wanted to actually be involved
with the page.

Now as Facebook has changed, one of the updates has
given Pages really their own profilei the page is a person on
Facebook now. So t h a goimgto be agcessary moving
forward, once everyone upgrades the pages 1 or upgrades
their pages to the new layout into the new functionality. That
is just one of the many features that have changed about
Pages because people are crying out for the ability to
function as the page, not as the administrator of the page.
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Why Should | Invest in a
Facebook Page If Most of My
Fans Will Never See My
Updates?

Justin Kistner: This is something that we see a lot where people set up a
fan Page and then they want to promote different aspects of
their business and they use the wall as their method to get
the word out. The reality is Facebook has an algorithm called
EdgeRank that determines what actually gets shown to
whom. The basic way of looking at that is every single post
that you put out on your wall gets a post quality score. If you
have a | ow post quality score
people.

, 1t d

The fundamental things that influence your post quality

scores has to do with the number of
getting on your post, so how many likes, how many

comments, how many shares, and then, of course, the

element of time, so how many of those are occurring really

close to each other. Is the number of interactions continuing

on a post, thereby making it relevant to keep in the

newsfeed, and all of those elements.

The key things that people do not interact with are related to
self-promotion. If you have a large fan base, you can
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someti mes even be |l ured into thinki
j ob i f you@®@coremegteon somethgng. B if
youodove gmil oven Rans, thatdos actual

interaction rate.

So what we tell people is that the Wall is really a place for

you to build a sense of community with your fans. And 1t 0s
really a place for your fans to be able to interact with you and

for you to be able to interact back with them in non-

promotional sort of ways. Then what you want to do in order

to reach your fans in any sort of a scalable way is use

advertising. You can take out ads that target only your

existing fansi the number one reason people become fans is

to take advantage of promotional offers.

There was a great study done by DDB where they surveyed
thousands of fans across six different countries. The majority
of participants said they joined your Page because they are
looking to get offers from you. So make sure that your fans

see targeted adso take themtoa | andi ng tab where t
an opportunity for them to be able to share this out with their
friends, and t hat idgtsthanawsfedde st way t o

Thus, you are using their news feed to get yourself
promotional posts to have a high-enough post quality score.
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How Often Should You Be
Posting on Your Wall?

So,

ol
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Social Media Scientist here at HubSpot. He dug into some of
the data around successful pages, he looked at a bunch of
Facebook pages, examining their characteristics for how
much they posted, what they posted, how frequently and so
forth, when they posted. This was in effort to figure out the
commonalities among the pages that had a lot of fans or had
a lot of engagement.

Buzzwords in Facebook Pages
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One of the things he found in terms of timing is that posting

on the weekend and in the mornings is optimum for getting a

lot more engagement for your page. If you think about that,

you will find the reason behind it. Facebook is very much

kind of the thing you do after you go home from work. Or on

the weekends,y oudér e checking out whatdés g
up with your friends, so people are already actively on the

S i

t e

at

that time, so youdre a | ot

to get some engagement if you post on the weekends and
then in the morning, kind of before work starts.
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Ontop of that, interms of frequency, you definitely
want to inundate your audience. Based on Dan® research,

the optimal frequency was about every other day, so some

pages were posting every other day, some less frequently,

but it looked like the optimal was about maybe once every

other day, just to kind of make sur
that consistency with your audience but not inundating them

too much.

In terms of the types of content, it definitely varies depending

on what youodore doing, and | definit
experiment with different types, whether it 6s vi deos, bl
articles, questions for your audience... Definitely experiment

with a lot of different types of content. | will say, though, in

terms of topics, one of the most popular topics 7 and this

mi ght seem kind ofidnedkteemostiduho mon
popular topics on Facebook is Facebook. So, if you have an

article that even remotely crosses with Facebook i so, even

i f yoawriendwstry totally wunrelated,

Facebook pages in this industry.0 The likelihood of that

getting shared all around Facebook continuously T not just

one person sharing it but someone else picking it up, liking it,

sharing it with their network and so forth T is a lot higher if

that content does include something about Facebook. So,

people on Facebook, turns out they really like to talk about

Facebook.
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How Important Is It to Use
Custom Tabs?

Justin Levy: I think it 6sltisseradthinyladvonateotireuse n t
of, because it helps to carry brand consistency. On your
Facebook page, of course, you can have your logo or a
picture of your product or something else as your avatar.
You could even have one of the vertical, standard-type
images that can contain information about your company
and brand, but what the custom tabs really allow you to do is
carry that brand consistency and also share that information
in a much more compelling way with your community than
just having it flow through the stream of the wall.

>
facebook

As people have mentioned, the Wall is really the place for

interaction and not pushing your message. But most

businesses want to try to increase their email list or have

some other cal |l t ofikadhe pagenorto whet her
share the page, or subscribe to their blog or something like

that. The custom Facebook tabs provide the perfect tool to

do that. Some companies set up a landing tab that allows

people to subscribe to their emalil list, others use a custom

landing tab to drive more flikes,0and lots of businesses will

use call to action up on the top. One of the most common

ones youobve seen is the yellow stri
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some text that wurges people to clic
top and also something about the business. Once you

become a flikedof that page, of course, then you go onto the

wall, and thatoés where the interact

In a lot of way ways this has been the fAh-hahld0 mo ment f or
companies to realize how they can leverage Facebook, even

though they get that they can use the Wall and the other

features, to generate discussions. They also want the ability

to share their information, and the custom tabs are a way to

do that.

Jason Keath: So basicall y pagetasdyquocallrtoattiann di n g
Rather than Justin Kistner was saying, doing you call to
action in the wall, in the news feed, the custom tabs are a
better place for those.

Justin Levy: Yes, definitely , and for anyone thatds wond
you create tabs is using a custom coding language that
Facebookds created, which itbés call

essentially a version of HTML.They changed some of their

code tags and things like that that you have to use and do

block some certain types of scripts or things likethat, but it 6s
really easy to get one set up, even
landing tab or a tab for, like | said, email subscription. A lot of

the popular email subscriber or service providers have it as a

package that you can buy from them
it up automatically for the people who are a little less tech-

savvy. For people that are tech-savvy, it is grabbing a

snippet of code and dropping it in.
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What Should Marketers Know
about Facebook Tabs?

Justin Kistner: The big significance 1 s oduse means th
FBML anymore. You can use standard HTML, standard
JavaScript, all the | anguages that

Web presences with. If you think about the barrier to entry

that FBML has been for marketers in order to be able to

create a branded presence on a landing tab inside of

Facebook, now you can just iFrame in any Web page, so

you could use WordPress. Anyt hi ng t hat youbve do
manage your Web presence to date could now be brought to

bear inside Facebook.

Facebook Markup Language (FBML)

Advanced Topics » Facebook Markup Language (FBML)

We are in the process of deprecating FBML. If you are building a new application on Facebook.com, please
implement your application using HTML, JavaScript and CSS. You can use our JavaScript SDK and Social Plugins to
embedded many of the same social features available in FBML. While there is still functionality that we have not ported
over yet, we are no longer adding new features to FBML.

FBML enables you to build Facebook applications that deeply integrate into a user's Facebook experience. To use
JavaScript within FBML, use FBIS.

Tools

User/Groups

Motifications and Requests
Platform Internationalization
Deprecated

Status Messages

Page Navigation

wall

Visibility on Profile
Profile-specific

Misc

Editor Display

Embedded Media

Dialog

Additional Permissions
Social Plugins

It 6s such a schganffjecanbhahamedoadt t |
even really wrapped our brains around all the implications of

it. But it basically means that the 520-pixel-wide space that

you get for your custom tabs, you can now think about those

as the same types of | anding pages
forall of the stuff that youdve been
sure that you think about it in a social way.
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And expanding past that, ve t hi nk so
seen written about it, the iFrame specifically, is that you can

track things better now. You can use Google Analytics,

things like that.

The thing that we have seen is, one, if you talk directly to

Facebook. They dve done a | ook across all
advertisers,andt hey6éve found that ROI I s b5
you drove the traffic in via Facebook. As we d6ve started t ¢
with all the different brands that we work with and their fans,

itdos pretty otevimeon ste far Facabaok isvh y

greater than the amount of time that people spend on

Google, YouTube, Yahoo!, Bing, MSN Live and Windows

Live combined. So, the reason that people are on there is

because itds a destination site, an
messages or i f yadatwicdawopen,ok eep you
you canodot see any of your new frien
noti ficat i o gaongto tldsetmt pgge and come

right back to Facebook.

So, wedbve found t hHospenthtimewth e ar e wi l

your brand. They just want to be able to do that inside the
context of Facebook so that they can still see the
communication.| t 6s t he reason that theyor

Just to give some credit to a bunch of businesses that have
been using the FBML application to create these landing
pages already within Facebook. Yes, the iFrame option now
makes it possible to do more tracking and just make it a lot
easier to throw in an already created landing page. But |
know w e @liscliss some examples of companies that have
even been able to create a custom landing-page tab within
their Facebook page just using FBML.

Just a clarification pointtanyone whoos already usi
your applications are going to continuetowork. They 6r e not
going to suddenly break because of thischange.l t 6 s | ust
going to happen that you wonot
tab to your page going forward, starting in about a month.

be a
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What Is the Best/Easiest Way
to Grow Fans & Followers?

| think that the biggest thing is around having something that
makes someone want to become a fan of your page or want
tolikeapage.lt 6s really i mportant
people want to engage with, but you also want to encourage
them to do that. So to every blog post you have, to every
piece of content that you create, add a call to action inviting
people to share it on Facebook or flikedit on Facebook. This
type of social media optimization will dramatically increase
the number of people who are going to do those things. And
definitely madateuing topastthe contént. e
Try to engage people once they are fans on Facebook,
because they have the power to increase your visibility
within the Facebook community. So the more engagement
you have, as Justin mentioned, the more you will show up in
news feed and gain a lot more exposure.

How do you grow your fans? How do you grow subscribers
to your blog? It 6 @ surprise that everybody that has done it
before comes back to the same thingd create engaging,
shareable, remarkable content. It 6 s as si mpl e
that, but that is really where you grow, and not to look at

Facebook as another pillar or another place to push your

Page 14 of 34

t

0

have

and as



Justin Levy:

Jason Keath:

www.HubSpot.com

Facebook Page Marketing with Page 15 of 34

Jason Keath, Ellie Mirman, Justin Kistner and Justin Levy

message, but | ook at it as truly fo
ability to form and develop community.

| think that a lot of people look at it as just a pipe from Twitter

to Facebook or things of that nature.But i f youdre creat
compelling content, actually spending time engaging on the

Facebook page with your community and creating content

t h adpexifically for them, will bring you more visibility. It will

find its way into other peopleds fe
t hewabtltolpush peopl e thergoingdiecause t hi
learn something from it, just like any other content.

In that really great BBB fan survey they found the number-

one reason people become fans of a brand is because either

the brand directly invited them through their email program

or on their Web site, or they saw an ad, either a Facebook

ad or some of the stuff that people have been doing with in-

game advertising inside Facebook. The second reason

people said they became fans is thanks to a friend® referral.

When asked further about why people tell their friends to
become fans, i tagesfthemombtariale adv an
offers.

And the key thing to think about there is that fans are people

who on average use Facebook multiple times a day or at

least once a day. The average user has 130 friends. The

average fan has 310 friends. They click on over five times as

many links inside Facebook, and these are people that are

the heavy or regular users of your products. They 6 r e | ooki ng
for some sort of an insider feeling
giving that to them and youdre wusin
like that in your existing communication channels like email

to acquir e f agoisgtoturrhasound andtelly 6 r e

their friends, and that whole process will drive fans through

the roof for you.

Both of you mentioned the leveraging existing properties. If

you have an email newsletter, if you have a Web site, make

surey ou O6r e iflikeoduttodsiMagk e sur e youodre
including Facebook-embeddable widgets. Specifically for

Social Fresh, we didn6t have a hugely robust s
Facebook fan page, but as soon as we added the Facebook

fan widget to our sidebar on our website, about 70 percent of

our new flikes,0our new fans, were coming from that.

People that came to our site saw that and clicked it. So if you
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have a newsletter, if you have a website, make sureyou 6 r e
leveraging those assets.

How Do You Retain the Page
Personality While Achieving
Business Results?

Often times, the things that get you the most response on

Facebook, especially in status updates, might not be the

most relevant to your business. Maybeyou 6 r e a B2B

company, Webtrends or HubSpot, and the Grammys just
happened. May be thatés not relevant to vy
you tal k about ilprobablygefalatof page youbo
responses. If you mention Lady Gaga or Justin Bieber, these

pop topics, youoddine ppobad,| ybuyteti tad s
highly relevant to your business. What 6 s t he sacrifice
Does that work? Should you focus only on your business

topics, or should you try to get as much response no matter

what the topic is?

Justin Kistner: Look at that content that is going to be engaged in, like you
said, Lady Gaga or Justin Bieber, the Grammys or some pop
topic or entertainment topic that typically has a lot of
engagement around it, and try examine it from an angle
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that 6s pr oper f.&reateycontent arbundsthan e s s

that you can share on your Facebook page. S o , i f youdre a
marketing company, look at the marketing angles, the

marketing power of Lady Gaga and how can you share that.

Ifyouar e a restaur atyttofiodwaygihator e B2 B
you can integrate those topics, such as Justin Bieber, any

one of these pop topics that are very popular or integrate

talking about Facebook on Facebook into the content that

youodre already cr eawanttoghares.o t hat pe

Ellie Mirman: That type of content will serve you well in terms of a large
audience and being well received. In addition to that, if you
think about your sales and marketing funnel i we kind of use
the idea of a funnel a lot here at HubSpot i you want to have
content that fits every stage of the funnel. At the very top of
the funnel, you want to really open it up as wide as possible
and do what you can to get as many people in. That might
mean some content that is not that relevant to your business
but somehow ties back to your industry and will be
something thatdés really popul ar and

Of course, the people who read that are not going to be that

targeted or very good potential customers for you. So at the

next stageyoucreatec ont ent thatoés a | ittle b
Might be less flashy, but it is more targeted, and the people

who are going to respond to that are more of the people you

are trying to reach. Then you keep doing that further down

the funnel. Youk eep squeezing that in unti/l
kind of nurturing people down this funnel from that first piece

of content that had only a little bit to do with your business

down into this. Further down into the funnel, when people

have been reading a lot of your content, they start to

understand and engage with you a lot more over time.

You dondt dssanyalways start with that super
target ed c ahaboatrydur ptotiuattright? Nobody
really cares about that, but if you can get them interested in
something that pulls them in and continue to nurture them
over time with different types of content, that is a good way
to get the best of both worlds. Having that balance can pull
in people at the top of the funnel and then pull them down in
through the funnel.
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What is the Most Significant
Change Facebook Launched
Lately?

| would say the ability to switch into the page mode and
actually experience the content as the page. Previously, if
you were an admin on a page you would have your personal
profile. You would have your news feed and could interact
on there and do everything that you could do under a
personal profile. Then you would have to go over to the
pages you administered individually and interact on there.

Now you can actually switch from yourself to your page (up
in the corner if you are logged in as your personal profile).
Then that news feed actually becomes your fans, everything
that your fans or your flikesoare saying. That main news
feed is all about them, and all of your notifications and
everything will be about the page, and you can interact as
the page and then interact with your fans, so you can
respond to comments, etc. | really like the fact that you can
switch into page mode and see all that content, as opposed
to having to be friends with your fans through your personal
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account and go through their content, bring it back in. It was
intertwined and not easy to do that before.

Justin Kistner: | think the ability to now have your tabs be iFrame is
massively significant because it eliminates a lot of barriers
and allows you to bring a ton of your existing tools inside
Facebook. But the other thing that is significant now is where
i t 6 s d.lingstead of baving tabs prominently placed across
the top of the page, they have been moved to below the
profile photo on the left side and have a smaller real estate
on the page. This further underscores the importance of
making sure that you have some sort of a promotional
aspect to what emtheone oftltose@ustem d oi ng
tabs.Because i f youdbyweupfoungto hoping th
publish that thing and traffic is just going to come back and
check out your fan page and decide to peruse through your
landing pages, i tgoirgg to be a very bad experience. But if
you plan ahead and you use things like advertising and
figure out ways to engage your fan base and share with their
friends, y o u §oing to be able to drive a ton of traffic to that
and get a lot of good value out of it.

Ellie Mirman: Part of the functionality that happens when you become your
page on Facebook and you can start to check out your news
and things like that is you can interact with other pages.
There are some cool opportunities there in terms of
businesses working together to interact. Maybe you have
other businesses in your industry that you want to interact
with. There are maybe some cool things you could start
doing to try to get more folks who are already engaging with
other businesses to start to engage with yours. Folks should
start experimenting with that.

Justin Levy: Another significant change are the email updates of content.
| dondt know why it took Facebook s
that page admins would like to know when someone
comments or likes--interacts with their content. It is now on
and it has been great becausey ou donét have to fin
workaround solutions. Before you would have to flikeothe
page or comment on your own update in order to see when
someone updated and so that was a long awaited update by

Facebook.
Jason Keath: |l f you search Google Hyper Alerts vy
updates and itoll | et you know when

status comments on your Facebook page. | think it does a lot
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better than Fac damemnalkdifscationandl vy bui | t
youcandoitforanypagenotjust pages youdbre admi

| know there are not a whole lot of options on that update,

but | know I 6ve used both of them a
much better than the built-i n t ool s. So I 611 throw
there to people that are looking to get email updates when

things are happening on their page.
with Hyper Alerts. But 1 6m glad Fac
that they need to turn on some of these things that people

have been asking for years.

Do You Need a
Welcome Page”?

Well, 1 like the idea of helping people understand why they

would want to become a fan. Ultimately, fans are another

form of subscribers forus. We 6 r e uleeahcept of t

email marketing. Most people have a general idea of what

theydre signing up for when they su
So being able to have a tab that is a default landing

experience for people who are not already your fans is a way

of giving them a sense of what they should anticipate. | tad s

really great opportunity to help orientate somebody quickly.

Youbd probably want to treat it |1k
what. You can put some welcome information but you

probably want to push them to like the page or push to get

their email or some type of conversion.
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How to Find Your Customers
On Facebook?

Ellie Mirman: One of the easiest ways to figure this out is actually to go
through the Facebook ad platform. Part of the Facebook ad
platform |l ets you target your adver
dondt actually hayve take@advaneagenfc h an ad

this feature. Part of the process for setting up a Facebook ad

allows you to target your ad to specific demographics or

specific audiences based on their interests or their age, or

their gender, or their location, all sorts of different factors.

Part of that targeting actually gives you a number of the
people who fit that criteria. Soit 6 s definitely a grea
to find out a ballpark number for who fits your target

demographic on Facebook.

Facebook Ads | Like

Product/Service

o Wnt Q2

wall

_f F book Ad s Facebook Ads
aceboo S .; _ http://www.facebook.com/pages/browser.php#!/note.php?note_id
U ¥V =10150090729064822&comments

An Upgrade for Pages

@ wall i We are excited to introduce major improvements to Pages.
£ Info l r
m Reference Guides £ Pages
g Case Studies - By: Facebook Pages
.:] Notes £ Share
Justin Kistner: One of the things we use is a sort of logical way of thinking

about it. If there are about 150 million Americans that are on
Facebook,t hat 6 s akRouwttlmal USt popul ati on.
over 600 million users worldwide which is more than a

quarter of the total users of the Internet. So, if your audience

i sndt o n,tHemyowrehbve a really big problem. That 6 s
one way of looking at it. The other way of thinking about it is
doing Facebook marketing relevant for my brand? One of

the things that we found, just did a study of 11,000 Facebook
campaigns a couple weeks ago, and looking at lots of

different campaigns and seeing what is successful in

Facebook and true to Marshall McLuhan® quote that the
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medium is the message, Facebook is a very social place.
The brands getting the most click-throughs are paying the
least amount for those clicks because the better the click
through rate is, the cheaper you pay for every click and the
more socially engaging your brand is.

It all comes down to, is your brand a brand that is a social

brand? An d t h aytgéirgy torspeakltolhow much

success you can expect to get on Facebook. Because |

guarantee your customers are therebut,t her eés a bi g
difference between a brand like Coach or Burberry or one of

these luxury brands that people love to talk about versus

being in the insurance industry whe
have a harder time figuring out how to make their brand

social on Facebook.

How Do You Geo Target or
Behavioral Target on
Facebook?

| can tell a fun example. We 6 r e hiring here at Hub
specifically on the marketing team.
clever marketers out there who want to come work for us. So

what they did was they created ads for themselves and then

targeted at HubSpot employeestosay,iHey, you shoul d
hi r e Claaly ame of the things that you can do is target

based on company, you can target based on age, gender,

interests. You can basically use a keyword search. So we do

that a lot with our ads. We search for marketing or other kind

of related terms and those are really the ones that are going

to have the biggest impactforyou.1 6 m not sure i f any
else has used any other searches as well.

Page 22 of 34



Facebook Page Marketing with Page 23 of 34
Jason Keath, Ellie Mirman, Justin Kistner and Justin Levy

Jason Keath: Here is another example of behavioral targeting:let 6 s s ay
youbdbre maybe a $elimgwbo ome n@ssesprany
accessoriesorshoes,and t h ey &hioa. Youimgit f a
put ads out only to women, targeting a certain age range or
education. But you might put ads towards women that like
fSex in the City.0So, women who have actually chosen to
|l i ke an entertainment yoqurbamper ty t hat
orrelevanttothe audienc e behavi or t hkaow youor e
sometimes Social Fresh will actually use the targeting of
people that like the advertising television show fivlad Men.o
Typically, a higher percentage of that audience will be
interested in marketing than just the general Facebook
audience. We have seen a little bit of success with that.

Leverage people® interest in not just general topics, but also
entertainment properties or even celebrities, sports figures,
things like that. You can find some things that really make it
relative to your brand.

Justin Levy: | 6ve seen simi@amoenhdt Ellle ghared. Some
people have used Facebook ads to pitch their product to
some of the major media outlets. | know Ben Parr from
Mashable posted a tweet one day that some company had
actually taken out an ad that was targeted to him, inviting
Mashable writers and/or other blogs to write about it. So that
was something new and different. As far as the geo question
| 6 ve wvseelbevne raged questore, geo examples. They
show up every time | l og into my pe
have a case study as far as someone
successful with it per se. When | was at New Marketing
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Labs, we tried to build a user base of one of our clients,
Rainforest Cola or Rainforest Beverages. They were
launching their cola line in only nine cities initially. So while
obviously the Facebook page is global in the sense that
anybody can like it, anybody can find it, we only really
wanted to target people in those nine specific cities or those
geos around them within, you know, 20 or 30 miles because
those would be the only places that people could find the
product and places where we could run contests and give
away product or have meet-ups and things of that nature.
So, we ran some successful ad campaigns only in those
nine geos without cluttering our Facebook page or their
Facebook page with the information about that actual
program.

One of the things that we've seen people use geo-targeting
for 1 obviously, if you have regional areas that you serve, it's
really good to make sure that you're only sending ads to
people who could potentially buy your product.

We've also seen it as a really great way to drive down the
cost of ads, and there's two ways that that happens. One,
not all places have the same click-through rate, and again,
the click-through rate is the key to how much you pay for
your advertising. So, the better click-through rate you get,
the cheaper your ads are.

And one of the things that we've seen is not only can you
then separate lots of different geographic regions in order to
have those areas where you're getting a really high click-
through rate via cheaper cost-per-click for you, but we've
also seen that if you actually put the words for the area that
you're targeting, like if you're targeting a city and you put that
city name in the image of your ad, that can as much as
double or triple or even quadruple the click-through rate that
you're getting on that ad, which again drives down cost. So,
geo is a really great way of segmenting your advertising in
order to get maximum optimization out of it.
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Location: Understanding the
Role of Facebook Places

Places
Who. What. When. And now Where.

Share Where You Are Connect With Friends Nearby New: Find Local Deals
"Best. Concert. Ever." "I'm just down the street!" “I'm getting $20 off new jeans."

Easily share where you are, what you're Never miss another chance to connect Check in to get individual discounts, share

doing and the friends you're with right when you happen to be at the same place savings with friends, earn rewards for

What should people who have a physical location be
considering? Would they want to combine their Facebook
Page or their Facebook Place? What does that look like?

So Facebook has rolled out a specific type of Page called a
Place page. Its goal is to provide a specific geo-location tied
to that Page. It's still fairly early in the adoption of Place
Pages. If you are a single-location business, it might be
better for you to use a Place Page instead of a fan Page just
because there's some additional things that you can do with
a Place Page, such as the ability to do offer fdeals.o

Deals are when somebody checks in at your location and
you give them an offer. You pay for that in a similar way you
pay for advertising. It's the only form of mobile advertising
available on the Facebook platform right now.

If you are the type of business with multiple locations, then it
would be a good time for you to continue to keep your brand
Page but then roll out a Facebook Place Page for each of
your locations. And again, that allows you to roll out deals
specific to each of those locations, and it allows people to
start to then interact with the other fans. This interaction is
one of the key things that people are looking for from the
whole fan Page experience, and they can do so with people
who are from their same geo-location.
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If you are a massive franchise or a very large business,
something like a CVS Pharmacy or a McDonalds or
Starbucks, then you would have thousands of Place Pages
to roll out. Right now, the problem that we have seen with
brands is most brands are just trying to figure out how to
manage a single brand page.

The idea of adding the complexity of thousands of these
individual locations when the tools really aren't mature
enough to allow you to be able to manage a volume of Place
Pages like that, it's probably a little too early for a brand like
that to get in unless they have some large investment that
they plan on making for a Herculean effort to manage it.

How to Leverage Facebook
Contests to Build Reach

| know Facebook has been a little up and down on how
people can do contests on Facebook. And yet, as with
discounts, people love contests on Facebook. They get a lot
of response.

So, how does that work? How do Facebook contests work
today? What are the simple things that people need to know
about them? Should they be using them? What are some of
the maybe misconceptions or problems people might run
into?
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