CHAPTER 6
MARKETING WITH FACEBOOK

LEARNING OBJECTIVES
• Understand the business value of using Facebook for
marketing
• Know how to create and optimize a Facebook business
page
• Build an audience of followers on Facebook
• Understand the components of a Facebook post
• Implement a Facebook content strategy
• Utilize Facebook Analytics for reporting
• Prepare a marketing campaign strategy for Facebook
Zero

INTRODUCTION TO FACEBOOK
By now you may know the story of how Facebook was founded by 19-year-old Mark
Zuckerberg in his Harvard dorm room in 2004.
Now, a decade and a half later, Facebook has become the biggest social network in the
world. In fact, today there are over 2 billion monthly active Facebook users, with nearly 1.37
billion people logging onto Facebook every single day (Hootsuite, We are Social).
With the goal of becoming a social media conglomerate and in an effort to increase its
mobile social media presence, in 2012 Facebook acquired Instagram for $1 billion.
Two years later, in 2014, Facebook acquired What’s App for $19 billion, increasing
Facebook’s strong position in messaging.
Today, with Facebook’s top platforms WhatsApp, Facebook Messenger, and Instagram, the
company boasts a combined audience of more than $4.77 billion.

FACEBOOK BY THE
NUMBERS
Facebook users are predominantly female, with 74% of internet
users who are male and 62% of internet users who are female
62% of online users aged 65+ and 62% online users ages 50-64
are on Facebook

Facebook is the best place to reach Millennials and Generation X,
as 84% of online users of age 18-29 use the platform today, while
88% are aged 13-17.
75% of online users with an income more than $75K is on
Facebook
Facebook users spend on average 20 minutes per visit, with an
average of 10 hours per month spent

350 million photos are uploaded every day; that’s 4,000 photo
uploads per second
“Every 20 Minutes, 1 million links are shared, 20 million friend
requests are sent, and 3 million messages are sent”
189 million Facebook users only use the platform on mobile
India has the highest amount of Facebook users globally, with 241
million users, followed by the United States with 240 million users
and Brazil with 139 million users

Must understand the dynamics
of Facebook

Facebook has a component in
its algorithm (Edgerank) which
rewards you for posting items
that users interact with (as
measured by likes, comments,
and shares)

Profiles and Pages
Timelines and Posts
Likes
Comments
Shares
•Same for LinkedIn, Twitter or Instagram

Explain what Edgemark is and how to use
because all platforms have a similar
algorithm

FACEBOOK ESSENTIALS

Because of its extensive reach
and targeting options, it is an
incredible advertising platform

Facebook is a fun way to get
closer to customers and build a
community of evangelists
around your company, product,
or service.

GET STARTED ON FACEBOOK
➢Explore how Facebook Works
➢Inventory Companies on Facebook
➢Understand the Importance of Like & Edgerank
➢Set up and Optimize Your Facebook Page
➢Brainstorm and Execute a Positioning Strategy

➢Promote Your Facebook Page and Posts for FREE
➢Odd and Ends: Groups, Events, Facebook Live, Messenger
➢Advertising Facebook Basics
➢Advertising Facebook Targeting
➢Measure Results

HOW DOES FACEBOOK WORK
Four “F’s” - Friends, Family, Fun, Photos, and “fake”
Set up (if you don’t already have) a Facebook profile
http://www.facebook.com
Send friend requests (we will do this in class as we set up business
accounts)
 Once you sign up as an individual, you have a profile
 Post some pics of vacation, dog, school, etc. to your “timeline”
 When you log on, you will look at your “news feed” – showing posts of
friends and family with whom you are connected
 When they post on their timeline, it will show in your news feed.
 Hannah and I are friends of Facebook. One of us has accepted the
other’s “friend request”
 Hannah posts a picture of a cat on her Facebook timeline
 I see that picture when I log in on my Facebook news feed.
 If I post something on my timeline, Hannah sees it.
 When I post on my timeline that post has the chance to be in the news
feed of everyone, I am friends with and visa versa.

THINGS TO
REMEMBER
➢The News Feed is Dominant. It’s all about
posts to the timeline and the readership lives on
the news feed.

➢Content. You need a lot of content to succeed at
marketing on Facebook, Its like a river.
➢Your Facebook Page isn’t That Important.
Spend time and effort on where the action is:
getting posts to appear on the newsfeed for
customers and target customers.
➢Create Content that is Truly Engaging.
Because of how crowded the news feed is, you
MUST create fun, informative, engaging, and
over-the-top, “you gotta see this”

1. Are your customers on Facebook?
2. What are they posting and
interacting with? What is really
engaging to them?
3. How can you tailor your marketing
message so that it seems “natural”
given Facebook’s focus on friends,
family, and fun?
▪

BEFORE YOU JUMP ON
FACEBOOK, ASK YOURSELF?

▪

Directly- showcasing your company’s fun
product or service
Indirectly – showcasing an activity adjacent
to your company’s product or service

Return to your content marketing plan
and get out your keyword themes or
targets. (assignment #2)

Research whether people are posting or
talking about your keywords on
Facebook
Log in to Facebook and look for the
search bar at the top.

SEARCH KEYWORD, THEMES,
OR TARGETS

SEARCH BASED ON…

What are other companies doing
on Facebook?

SOMETIMES YOU
HAVE
SECONDARY KEY
WORDS

Sometimes primary keywords
themes don’t fit Facebook’s culture
of friends, family and fun
air travel, airlines, flying

Use adjacent or secondary
keyword themes Paris, Belize,
Turkey

Anti-inflammatory diets
Venom
Natural pain relief

Primary Key Words
Life insurance
Protection

Adjacent themes
Changing air filter to reduce fire

Home Safety
Fire Insurance

Look for themes that are getting a lot of interaction
Likes, shares, comments
Ask yourself: ARE MY CUSTOMERS ENGAGING WITH CONTENT THEMES
ON FACEBOOK. Yes OR No

IDENTIFY COMPANIES THAT SEEM TO
GET FACEBOOK
Identify companies via Facebook Pages
Identify relevant commercial pages via Google
 Example site:facebook.com”bee sting therapy”
 No space after site:
 site:facebook.com "bee sting therapy“
 site:facebook.com “organic food”

SUMORANK.COM

A WORD ABOUT LIKE AND EDGERANK
To market successfully on Facebook, you need to understand its structure and how it works.

Facebook vocabulary to understand:
▪ People have “profiles.” You all have profile (not a Page) on Facebook.
▪ When two people “friend” each other by exchanging a “friend request,” Facebook puts them in a like
relationship.
▪ When two profiles are connected, if person A posts on his timeline, person B will see that post on his
news feed (with the Edgerank or Facebook algorithm caveat that the news feed can be very busy, and
Facebook prioritized the posts of friends with whom you interact over those whom you ignore)
▪ People interact with a post by “liking” the post, “commenting” on the post, and/or “sharing” the post.
▪ In the background, Facebook Edgerank keeps track of which profiles, Pages, and posts are the most interactive, and favors them in
the news fee across the social network.

▪ Companies have Pages, not profiles. A profile (person) creates a Page (company) and then manages it as
an Admin.
▪ Pages can not exist without sponsorship by at least one profile.

▪ When a person (“profile”) “likes” a business “Page,” this creates a
Facebook relationship between the “profile” and the “Page.”
▪ When I like Safeway, that means that when Safeway posts to its
timeline, it might show on my newsfeed. By “liking” Safeway, I have
given permission to talk to me via Facebook.
▪ Edgerank keeps track of which posts are the most interactive and
favors them in the news feed across the social network.
▪ Make sure you content generates a lot of likes…
▪ Make sure your content generates a lot of comments…
▪ Make sure your content generates a lot of shares…
▪ Make sure you content encourages some type of interactivity

A FINAL WORD ABOUT LIKE AND EDGERANK

SETTING UP A FACEBOOK PAGE
Today, businesses, organizations, and public figures connect with their customers
and fans on Facebook by creating Facebook pages.
Followers who like a page will receive updates about the page, including posts,
photos, and videos in their News Feed.

Today, there are more than 60 million active business pages and over 1 billion
people using Facebook Messenger to connect with a person or business every
month (Facebook).
There are many types of Facebook pages available today: local business or
place; company, organization or institution; brand or product; artist, band or
public figure; entertainment; and cause or community.
It is simple and free for a business to set up a Facebook business page.

HTTPS://WWW.FACEBOOK.COM/BUSINESS/PAGES/SET-UP

HOW TO CREATE A FACEBOOK BUSINESS PAGE STEP BY STEP INSTRUCTIONS
https://www.youtube.com/watch?v=lAKEddOEd00

A profile and cover photo: When you land on a
company’s Facebook Page, the biggest digital real
estate is the cover photo. Make sure that the cover
photo and profile picture convey the brand’s
values, mission, or goals.
 It’s important to choose photos that best
represent the business, such as a company logo,
product, or store image.
 Visually appealing photos typically receive
more page likes and visits than lesser-quality
photos.
 Avoid using generic stock photos or images that
do not represent the business well.
 Proper dimensions for page photos should be
used to optimize the appearance of the photos
on desktop and mobile.

 Facebook cover photo templates
(ccsfmarketing.com)

PROFILE & COVER PHOTO

Ideally, the cover photo and/or profile picture
should convey something about the brand’s value
proposition.

Upload a profile picture – your logo

PROFILE & COVER PHOTO

Your cover photo is the large image at the very top of
your Facebook page. Due to its size and prominence, your
cover photo is a great location for announcements,
promotions and super cool designs that incorporate your
brand – the creative possibilities are endless!

COVER PHOTO DRAMA
Remember, Facebook is viewed in landscape on desktop and portrait on mobile
devices. The problem isn’t pixel sizes but the shape.
Take a look at Hershel’s Facebook cover photo on desktop:

COVER PHOTO ON MOBILE
Here is how Herschel looks on a mobile phone
So on mobile devices, the image’s top and
bottom are expanded by about 75 pixels
each.

THE BEST FACEBOOK COVER PHOTO SIZE FOR
DESKTOP AND MOBILE
The solution to this Facebook cover photo problem is to make your
image much taller than the recommended 820 x 312 pixels.
Specifically, your image should be 820 pixels wide by 462
pixels tall.
This gives you 75 extra pixels at the top and bottom of your
image that will be cropped when displayed on desktop.
Your video also needs to be between 20 to 90 seconds in length.
 Facebook cover videos are less effective on mobile devices, as they don’t
autoplay. They load as a thumbnail instead.
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Custom dimensions at least 820
Open JPEG File

2
4

Resize

RESIZING A JPEG FILE

LET’S PLAY AROUND ON CANVA
https://www.canva.com/

ADD A DESCRIPTION
CLICK IN COVER PHOTO
Hover over your cover photo and click
to add more information

ADD PAGE BUTTON

ADD FACEBOOK TO YOUR WEEBLY WEBSITE

SEVERAL MAJOR BRANDS ON FACEBOOK ARE NOW DESIGNING PROFILE PICTURES THAT INTEGRATE THE DESIGN OF THEIR
COVER PHOTO, NOT WITH A SIMILAR DESIGN, BUT WITH THE CONTINUATION OF THE ACTUAL IMAGE. THIS TECHNIQUE GIVES
A LARGE SCALE, SUPER COOL, CLEAN EFFECT.

ANOTHER TYPE OF COVER PHOTO THAT IS BEING USED BY MORE AND MORE MAJOR BRANDS IS A COLLAGE. A
COLLAGE OF YOUR PRODUCTS OR PRODUCT VARIATIONS AS YOUR COVER PHOTO CAN GRAB ATTENTION AND
CREATIVELY DISPLAY THE VARIETY OF OPTIONS THAT YOUR COMPANY OFFERS.

OPTIMIZE YOUR ABOUT PAGE

Add Story

▪ About

OTHER SETTINGS
Call-to-action button: Call-to-action buttons provide a way for customers to contact a business through Facebook Messenger, email, by phone or website,
shop for products, start food orders, or book a service. When customers click your button, they will be directed to a place where they can take an action or
find more information.
Description: Include the most important information about the business in this section. Note that there is a 155-character limit.

Contact: Include a business phone number, website, email, and any additional links so that customers can easily contact you or visit your site.
Location: Include the business street address if the business has a physical location for customers to easily find. You can also include service areas to cover all
the locations that the business services.
Hours: Include business hours so that customers can easily determine when the business is open.
Page Settings: Here Facebook page managers can manage a variety of page settings, including the enabling visitor posts, reviews, private messages,
tagging ability, page location for photos, country or age restrictions, profanity filters, translations, and more. Page managers can also set page roles for
company employees, change notification settings, and connect an Instagram account to Facebook to create Instagram ads, and more.
Integrate Other Services: There are many services offered through Facebook and third party web applications that can be integrated into a Facebook page.
For example, restaurants can integrate an online reservation system or incorporate their menus directly into your page. The Facebook Shop feature allows
businesses to display products, allowing customers to shop directly on the page. Other services like WooBox allow businesses to add social media streams
such as an Instagram feed into their pages. WooBox can also integrate newsletter signups, contests, giveaways, and other campaigns within the Facebook
interface.

FACEBOOK INSIGHTS
Analytics is vital for any brands wishing to build successful Facebook marketing strategy. Every business page on Facebook has access to an analytic tool called Facebook Insights that can help brands
measure the effectiveness of their social media strategies.
Within Facebook Insights, brands have the ability to measure:
▪ Page likes
▪ Page reach
▪ Post engagements (likes, comments, shares, clicks)
▪ Page visits
▪ External referrers (number of times people came to your Facebook page from an external website)
▪ Times when fans are online
▪ Posts type (the success of different post types based on average reach and engagement)
▪ Top posts from pages you watch (gives you the engagement of posts from the pages you're watching, such as competitors’ pages)
▪ Video views

▪ Top videos
▪ Page fans (view the gender, age, location and language of the people who like your page)
▪ People reached
▪ People engaged (find out who has liked, commented on, shared your posts, or engaged with your page)

When creating a Facebook business page, start by inviting the people you know. Invite family,
friends, employees, and coworkers to like the page. Follow industry thought leaders and send
Facebook invites to them to like your page. Once these thought leaders start to follow your page, their
followers will start to follow as well. Invite existing customers to like your page by uploading a list or
sending an email distribution so that they know about your page.

Make sure that social media icons are integrated into your company website, employee email
signatures, business cards, and on all marketing collateral. Connect with other local businesses in
your area for cross-promotion of pages. Contests, promotions, and advertising through
Facebook are also great ways to build a larger audience, all of which will be discussed later in
this chapter.

Connect with your classmates

BUILDING
AND
AUDIENCE

EVERY POST ON FACEBOOK SHOULD HAVE:
➢ Call to action
➢ Built-in Facebook Link

➢ Photos, videos, GIFs

CALL-TO-ACTIONLINK
A Call-to-action Link
Facebook posts should include a single call-to action-URL, directing
followers to your website, blog, product page, e-book, or another
location online. Do not provide multiple links; doing so will only
confuse your followers. There are two types of links that can be used
for posts:
 Link within the text of the post: Here, the hyperlink is included
within the actual text or description of the post. In the below
example from The North Face, you can see after “Shop our
Summit Series Collection here” a hyperlink is included to shop the
collection on the North Face Website.

 The image used for the post is not hyperlinked. Clicking on the
image will only make the image larger for Facebook users to see.

BUILT-IN FACEBOOK LINK:
When pasting a link into a status update on
Facebook, that link will automatically appear
with a large picture, a headline, and some text
that gives context on the link. The image itself
is hyperlinked, so Facebook users can click
anywhere on the image and be redirected to a
webpage. An example from Johnson & Johnson
is shown below.
➢Data from Facebook states that built-in links receive
twice as many clicks compared to links typed into a
photo update. The Facebook algorithm favors the
built-in format, so Facebook suggests this as the best
way to share a link.

CUT AND PASTE A URL INTO POST

PHOTOS, VIDEOS OR GIFS
Photos: Every Facebook post should include relevant images or
videos to catch the eye of your followers.

Photos on Facebook receive 53% more likes, 104% more
comments, and 84% more link clicks than text-based posts
You can upload one or multiple
photos to a Facebook post at a
time.

Before posting a photo make sure to look at it on a
mobile device to ensure that it is optimized properly
since more than 65% (Facebook).
Generally, the best image size is 1200 × 628 pixels,
with a minimum width of 600 pixels

GREAT APP FOR SIZING PHOTOS

https://havecamerawilltravel.com/photographer/imagesphotos-facebook-sizes-dimensions-types/
Facebook Cheat Sheet
https://dustinstout.com/facebook-image-sizes/

FINAL WORD ON PHOTOS
Edit and use high-quality
photos to increase visual
appeal.
Avoid stock photos and keep a
consistent design aesthetic
across all of your photos.
 Stay true to your voice and tone

Include the company logo or
company branding on every
image posted in order to gain
brand recognition on social
media like the Johnson &
Johnson photo above.

VIDEOS
Over 8 billion videos are watched on Facebook every day (Lua). Video is becoming a dominant force on
Facebook for brands.
 79% of consumers would rather watch a video to learn about a product than read text on a page — and 84%
of consumers have been convinced to make a purchase after watching a brand’s video
 Facebook's 6.3% engagement rate per video is notably higher than the highest engagement rates for top
brands on Instagram, which average 1.4-3.3%.

Videos should be uploaded natively to Facebook when possible, as they auto-play in the Facebook newsfeed and
receive more engagement over linking to videos posted on another website.
 Facebook supports all types of video files, but the best format to use is MP4.
 Square videos should be used over landscape videos, as they take up 78% more real estate on mobile, and
they outperform landscape videos for engagements, views and reach (Lua).
Since 85% of Facebook videos are watched without sound, it’s important to include captions in your videos
through Facebook. Facebook has a built-in feature that allows users to add captions to videos when uploading.
Just like on YouTube, you can create playlists with categories on your Facebook page for followers to easily access
your videos, such as with like the Whole Foods example below:

WHOLE FOODS VIDEO CONTENT

GIFs are short, soundless video clips that loop and don’t
require a play button.

GIFs are widely used on social
media and can help showcase a
fun side for a brand.

They allow for messages to be
disseminated in a short amount
of time; they are easily
shareable; and they can
convey a story or emotion
better than a static image.

GIFS are a great way for brands to feature products;
create animations for sales or events; show behind-thescenes footage; or to share how-to, instructional
information. Starbucks’ Facebook page features GIFS like
the one here in many of the company's posts.

GIFS

GIFY.COM

GIF Maker

Hashtags (displayed with the # sign) on social media posts turn keywords into a clickable link. Hashtags help followers find posts
about a particular topic of interest and make brands more searchable on Facebook. In fact, posts with hashtags receive 60% more
interactions on average than posts without hashtags (Lee).
The # sign is used in front of a keyword or phrase to make a hashtag, with the # and keyword(s) presented without any spaces.
For example, the hashtag #SocialMedia is two words written as a single word without any spaces.

There is no limit to the number of hashtags you can use on Facebook; however, using too many hashtags will lower engagement, so
it is recommended to use 1-3 hashtags only when they make sense.

Hashtags can be used in the middle or at the end of a sentence but avoid using too many hashtags in the middle as doing so
makes reading the sentence more difficult.
Many companies create branded hashtags unique to their businesses to help individuals find the companies online and to be aware
of any conversations happening around the companies on social media. It’s also a good best practice to encourage the adoption of
branded hashtags by followers on social media by running contests or promotions surrounding that hashtag.
Popular industry hashtags, trending newsworthy hashtags, or hashtags that are geared toward a specific day of the week like
#ThrowbackThursday, #TBT or #SundayFunday are good to use as they connect a brand's content with other people talking about
the same topics.

Tools like Hashtagify.me can be used to find the most trending hashtags and to amplify your hashtag strategy.

L.L. Bean’s motto is that “they design products that make it easier for families of all kinds to spend time outside together. Join us
and Be an Outsider.” The company invites followers to use the company branded hashtag #BeanOutsider and be a part of the
most inclusive club in the world. L.L. Bean also uses the hashtag in all of its own company social media posts.

HASHTAGS
#RECYCLED

POSTING STRATEGY
Is all about what you post and using those posts to drive
up interactivity – improve your Edgerank.

EMOTION drives interactivity – anything that sparks an
emotional reaction..
 How shocking
 Oh my gosh I did not know that
 Aw, shucks, I love puppies and babies
 I hate pollution
 I have also been victim to a scam
UTILITY drives interactivity too
 The secret to poaching eggs
 How to have a perfect hair day, everyday
 Cheetos turkey for Thanksgiving

OTHER CATEGORIES
Sentimental Posts – kittens, puppies, kids, moms, dads, graduation, mother’s day,
weddings – get likes, shares, and comments
Utility – “How to do stuff” – especially things that are counterintuitive. “ten ways
not to ask a girl out” or “five new ways to loose weight while on vacation” “how a
spoon can help you apply the perfect makeup face”

Counterintuitive – posts that make people think. “the danger in rawhide dog
chews”
Funny – Humor is big on Facebook. Posting jokes, funny quotes, videos, images,
memes, etc.
Survey, Polls, Contests – Asking your audience a question, and getting them to use
the comments as a way to interact with that. Take this quiz and learn which Star Trek
character best describes your love life.
Quotes – Sentimental, humorous, make-you think quotes. “there is no I in team”
Outrage – Things that make people mad, mad enough to comment. Click “like” if
you think dolphins shouldn’t die in Tuna nets.”

https://www.facebook.com/REI

https://www.facebook.com/tacobell
https://www.facebook.com/ModCloth/

POSTING RHYTHM

SETTING UP FACEBOOK PAGE SETTINGS
https://www.youtube.com/watch?v=PrC27NzYhQQ

POSTING OPTIONS

ADVERTISING BASICS
(VERY BASICS)
With the decline of organic reach, you
pretty much have to advertise on Facebook
to succeed.
Facebook newsfeeds become very, very,
very crowded and people are more
interested in friends and family posts than
brands.

Facebook’s algorithm is severely titled to
suppress posts by organization and brands
and promote posts by friends and family.
Making it so that you have to spend money
to advertise on Facebook in order to
succeed.

PROMOTING YOUR PAGE

BOOST

CLICK ON BOOST

1. People who like your
page
2. People you choose
through targeting

AUDIENCE

HOW MUCH SHOULD I SPEND – START WITH $300/MTH FOR SMALL BUSINESS

