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charged users $8 a month plus $2 an houexehange messagesd discuss various topiega
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computers andtelephone modemsTheirsole disclaimeto usersY ¢, 2dz 26y e dheNJ 246y 6 2 NR

technology soon moved to the internet and its web but @emstanthas alway€nduredg people
who communicate electronicallyish to have a little jgceof the online world hat they can call
home.

' YSNAOF hytAyS FAffSR GKS ySSR SINIeé 2y gAGK GKS
Geocitiesoffered aplatform for the slightly more adventurous to stake their claithe primordial

concept of friendship acquired an eleatric playground at FriendsteEventually MySpace provided

a comprehensive if somewhatadolescent; web site whereone could displaytheir words,

W

pictures, videoand music LINA Y| NAf & F2NJ 6KS o0SySTAOG 2F GKSANI WTN

Future historians will be betteable to explain why, in 2010, Facebook has emerged as the
unchallenged de facto home address for almost 500 million users worldvgideit undeniably has.
Born in a Harvard dormitory, Facebook has moveetaffipus and now everyone from the original
teenagers to their great grandparents check their pagegularly.

Not all of the pages belong to people. Businesses can also create and maintain pages. Today, given
the monstrous size of the Facebook market, a page is becoanmegsentiabnline channelJustas a
mediaconglomeratemust have a presence in New York, a fashion designer Milan and a global bank
Hongkong businesses that operate online now need to have at least a windaavkacebook.

This guide was prepared by a team of professional obserulerggers consultants and users of

Facebook business pages. It contains sections on building a page, making it stand out, gathering a
following, earning their loyaltyexamples of effective pagesmergingecommerce opportunities

and tracking progresthrough analytics It is designed to help those just starting out as well as those

already on Facebook who realigeK G G KS LINRPOS&aa A& S@2ft Ay 3 NI LKA Rf
for individualFacebook marketing success but it wilbvidea well groun@d base with suggestioa

as to where to head next, for anyone wishing to make their little piece of Facebook jitéoe

wheretheir business constituentsill feel welcome and valued.

Jeff Ente, Director
Who's Blogging What
www.WhosBloggingWhat.com

http://twitter.com/wbw_Jeff
http://facebook.com/whosbloggingwhat

(7ET 60 " 11 (s@ieekyenfalEnkWsktter read byweb marketers who work with social media,
search and email marketing, user experience and web analytics. You can get a free subscripéon )
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http://twitter.com/wbw_Jeff
http://facebook.com/whosbloggingwhat
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Chapter 1 - Creating a Facebook page

Samir Balwani

Creating a Facelok fan page is actually veeasy but creating an effective page is more difficult than it
seems. You have to keep a number of things in mifidka | y & ¢ S NJ iVKySvoulid dzsariiah gy W
page® Before we jump into all of that let's get started with just putting a fan page together.

Before You Create the Pag€here are a number of things you'll want to have ironed out before you
actually create your Facebook pagbeTirst and most important step is deciding who is going to create the
page. The reason why it matters is because the actual creator of the page becomes-admpestrator.
Therefoe you wantthe creatorto be an account that will be controlled ltlye companyfor as long as it

needs a Facebook fan page.

Publishing Your Pagdhe actual act of publishing a fan page is extremely easynltog-acebook usinthe
account you want to use as thmge admirand then gao http://www.facebook.com/advertising/?pages

Once there, click the "Create a Page" button to start the process of creating your fan page.

The first step is filling out the basic

information to actually publish your Official Page

page.ln most cass y)U'” want to create g;:;\gwlu;aiiitbeo\gli(tg!;ex{r customers and fans by creating and maintaining an
I yOffidlal Pag€and not aWdmmunity

PageQDetermineif you want to appear Create a Page for a:

as a local businesss abrand, product, O Local business

organizationor as arartist, band, or B b e e

public figure. Website s

Then name your page. Most of the time © Artist, band, or public figure

it's best to ug your brand name as your .

fan page nameln the test page below, Page name: | Samir's Page| |
we named our fan page "Samir's Page". ENEImples: Surmmer. Sky, Gifes Springfield Jaz=:Trio)
/ £ A OQrety ffictal Pagpublishes ¥ [ e ofical oreseniae of s person bunes,

your fan page and gives you an official Review the Facebook Terms

Facebook brand presence. But, this is

just the beginning...

BuildingYour PageThe BasicdPublishing your page gives you a blank slate. Before you can really build a
Facebook community you have to give users enough information to understand who you axbhaiithe

point of the fan page isTo reach this goal, Facebookeas us a number of ways to inform our users.
However, it's up to us to fill out the information.

You will need to supply three important bits of information
1-The Info Tab

Theveryfia & Gl 0 @2dz &I y lab. THs d&dRiktab cdmi@s willekedy faw pagefagd@ives you
an opportunity toprovideusers a better idea of who you aamd what you have to offerThe fields
available to you will differ, depending on the category you chose when creating the fan page.

|
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2 - The Profile Picture

Seondly, you'll want tauploada profile picture. Many brands use their logo to brand the pages. Some go
further and have custom images built for the Facebook fan pages. Whatever you decide, it should help users
better understand your brand and start buildjra connection.

Zaps 0S

POW.EK}:Z)J,VJI:RV'C g

Maximum profile picture size is 200 PX wide and 600 PX high. The image plays a crucial role in
identifying the brand to the Facebook audience.

3- A Short Blurb About the Page

Finally, be sure to add a short blurb about yoam page and include a link to your actual website or social
media hub. This paragraph may be the first and last piece of content users see and so should help introduce
them to your brand. Give them a reason to fan your pagetariftecome part of your commnity.

Adding a Landing TalMore advanced users can take their fan page one step fultgareating a custom
landing tab

It may notbe an actual page that does this on Facebook, but the idea is still the aameaveb landing page
¢ KS f Iy RRAaiytacoivervigitors iBt@ fans andstan extremely effective technique for building a
Facebook community.

|
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http://www.facebook.com/Frappuccino
http://www.facebook.com/cocacola
http://www.facebook.com/zappos

Qreating a customized landing tab is not for the

faint2 ¥ KSI NI & | 2 dtatic FBM& &l More Applications
application to add new tabs to your fan page. The Beowse Mare

design and code your landing tab in FBML, with
images and medidf you are famibhr with HTML
you will have no trouble working with FBML. If not Static FEML

check with your webmaster.

Applications you might find useful:

The _tab should explain to users whatthey getfor . czg bHAEO OACAR 5OPDAO 1 A/ES
fanning the page, what the brand is about, and ho of your page ) to see some of the

the brand can help them. Also, don't forget to applications that you can install. The
. important FBML app is towards the
remind users tactually fan the page. bottom_ of the list

Having a landing tab can make your page more
effectively capture new fans, but also make your page seem more professional and useful.

Other Things to Considemhe actual act of publishing and creating a fan page is easy. It{juest filling

out some information. The hard part is actually nurturing the community and convincing users to become
members. Building a Facebook fan page actually never ends. Publishing a fan page is just a few steps, but
building a fan page is an @oing task.

Samir Balwani is an Online Marketing Adviser and Strategist
who has worked with a number of Fortune 500 companies
to create holistic marketing solutions. He blogs at
SamirBalwani.com and is on Twitter as @samirbalwani .
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Chapter 2 - Examples of effective pages

Callan Green, Bailey Gardiner

2 KSYy GNBAY3 G2 FAIANE 2dzi &2dzNJ O2YLI yeQa &AdGNrdS3e 2y
what otherpages are doing right (and wrong). There are millions of fan pages on Fadahiarity a small

minority that are currently reaching their marketing goals. Even fewer of these successful paffesnare

small companies.

Here are a couple of pages thatyou ¥ f S+ NYy FNR Y ® ¢ KWGth $lintitedBudgtithey ST 6 NI Y |
are small companies who have invested a little time in making their pages stand out. Hopefully they will
spark your creativity to do something even bigger and better:

Vel-Stem &5 tibe

Wall ContentVet Stem:Vet-Stem developsadult stem cell
applications foweterinary medicine; not exactly smething
@2dzQR O2yaARSNJ Fdzy Cl 0So622]
content on the wall that is less about stem cells and more abou
what their fans loveg animals. They do shammportant company
newsbut they balance it with blog posts about fun penntent,
videos of talking dogs and cute puppy pictures. This content ha
led to interaction on the page for both the fun content and the

wall Info  Phowos  Yodlube  [wities  Blog

Wer-Stem Tres Is a cool i hesiie gt ch oty
PERN o cha Haehes SO0CD ere, P riarca wil
ona
- ==
BN

mtsrmanem

more technicatompany specific content.

1255 Peosie Lie Ties.

BB Cunrrive Gorfimoposten | win sva wr woine

Vet- Stem explain s pautologous adipose
RSNR SR IteRrumilogy o its &eb Qite

but uses its Facebook page to share the charm of
its veterinary patients

Twoway conversation Harrison Hot Springdvlany pages have active fans piag pictures or leaving
comments under their updates, and yet this conteiften goes unresponded to. Thisinlead fans to be a
lot less likely to engage in the future, as no one likes to feel unhétdison Hot Springs not one of
those pages. They respond to everything, whethé dinswering a question, commenting on a shared
photo or just thanking someone for a complimetitey take the opportunity to have one on one
conversations with guestgdtimately increasing good will for their company.

s M~ . Photo and video contertK5 BoardshopEacebook is a very visual

&= platform, so the more photos and video you can upload the better. The
mgmw—@m LIN2POfSY A& GKIFIG Y2ad O2YLI yASéw R2y Qi 3S
product shots. These companies anéssing a big opportunitKs

-ﬁ" - Ph l Boardshopsare 3 small surf/skate shops in San Diego filate an
ﬁ% ~5 P2 o emphasis oriheir photo strategy. Thg sharehundreds of pictures from
surf/skate/ski events, surf trips, team members, and on and on. The
— *"‘—‘1 pictures are things they know their fans are interested in and they are a lot

more likely to drive the fans to visit the page theglamourshot of a new product
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http://www.facebook.com/HarrisonResort
file:///C:/Users/Jeff/Documents/WhosBloggingWhat/facebook_project/K5%20Boardshops
file:///C:/Users/Jeff/Documents/WhosBloggingWhat/facebook_project/K5%20Boardshops
http://www.facebook.com/VetStem
http://www.facebook.com/K5boardshop

Facebook Appg Chandler Crossing3:here aremany existingappsavailableto provideadditional content

outside your wall updates and photos. Take a looKkéndler Cragngspage. They are an apartment

complex in East Lansing foidligan Statestudents that has taken their page one step further by making

the most out of the Extended Info app, the Events Tab and the Networked Blog App. These apps/tabs allow
the companyto develop more of a personality for themselves on the page in, addition to helping drive

traffic to both their blog and events.

« Threadless o ubs.

Wall  Info  New Tees!  Dizcuzsions  Viden Live »

New tees for June 3, 2010

Custom tabg; Threadless:For those who are ready to take their -
page to the next level there is the opportunity to create custom = \ i ]
tabs in FBMLG I OSo06 221 Qa @I NN argedompardies 6 :
such aRed Bullseextensive custom tablsut smalkr companies
can create simpler systems that are still effectiVereadlessa
growing clothing companyias an amazing custom FBML tab calle
New Tees. This tab shows off their newesthirt designs and allows
people toYketand comment on themlt engagewisitorsand
providesa socialplatform for new sales

Threadless uses a custom tab to allow

EFAT O Oi pilEEARt AEOADOOO AT A |
t - shirt creations (via a link to

their own host  ed shopping cart).

At the end of the day, every page is different and no strategy is perfeeviEny company. However these
five small businesses should give you an idea of some of the tactics you can emphketgour page
different and to properly represent your compaoy Facebook.

Callan Green is the Social Media Account Executive & Blog
Manager at Bailey Gardiner . She can be followed on Twitter
at @Callan_Paola and blogs on Social Media and Interactive

Marketingat Bml 6r Bpgli Rfc | mmj ?2gb
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Chapter 3 - Six Ways To Get Found On Facebook

Tamar Weinberg , Techipedia

Facebook makes the claim on #@dvertisingpage that there are 400 million active usef$erefore, it makes

a lot of sense to learhow to use Facebook for marketing your busindadact, businesses are giving
Facebook more priority over their quorate websites and frequently point to a Facebook page instead of a
URL? Witlover400 million users, though, you can imagine how many hundreds of thousands or millions or
Facebook Pages there are. While Facebook recently confused this process bydeatimunity Pages that
occasionallyake priority over the official pagedusinesses need to be proactive in order to give their
business pages maximum visibility

How do you do that? Here are some steps:

1. Use a profile photo that tells your followers who you are and what you have to offéou're a single

store location, it might even be advisable to put your store hours on the photo. Add URLs to obistese

and social presences. Facebook's limitations on photos vary; some say that they can successfully upload a
200x600 image whereas others claim that 180x540 is the current limitation. Experiment and see what
Facebook allows you to do.

2. Choose a nane for your page that your customers can identify witBon't be cute or silly. This is your
brand's page. Use the name of your business, and if necesshityhe citynameas well.

3. Use a vanity URL that your fans may guess to find:ybuere have been many companies specifically
sought out on Facebook by simply typing facebook.com/businessnamesulprisngthat some of the
business names actually pointedgersonal profilesnd not the business profilednstead, reserve the
business URL for your business page. You can allocate a vanity URL by fgoiglgpiok.com/username

4. Give your followers informatiorabout you Fill out as much information as you can in the About box
under your profile and on the Info tab, and make sure to okieyword richtext so that your Facebook
presence shows up for search engine queries for your business.

5. Personalize youpage One of the ways to do so is toeate a Facebook page with FBNfacebook
Markup Language. This entitles you to add custom tabs. You can create tabgdasers to connecilet
peoplefind your store locationsor offer exclusive features to your fang/hatever you do, keep the
engagementevelhigh.

6. Tell your customers where to find yoWou probably have a web presence, right? Make sure to

encourage your followers to find you on Facebook. Add links to your Bakgirofile (and any other major

social presences) in your email signature. When an individual becomes a new Fan, it shows up in their news
feed, so others can also find out where they've beeand this could potentially have a viral effect. Once
you'refound, the rest is up to you. Being actively engaged is a critical part of success on Facebook. Once

|
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http://www.facebook.com/
http://www.techipedia.com/2010/how-to-use-facebook-for-business-and-marketing/
http://www.techipedia.com/2010/an-open-letter-to-facebook/#comment-135850
http://www.facebook.com/pages/New-York-NY/Ritas-Water-Ice-NYC/96891570379
http://www.facebook.com/username
http://www.techipedia.com/2009/create-facebook-page/
http://www.facebook.com/ViperChill?v=app_4949752878
http://www.facebook.com/einsteinbros?v=app_268880435066&ref=pymk
http://www.facebook.com/windows?v=app_131577579218&ref=sgm

your fans are there, make sure they stay by giving them reasons to regularly participate. Check out some
helpful tips oncreating Facebook pages customers want to @idhow to use Facebook for business

Tamar Weinber g is an internet marketer who specializes in social

media strategy. She is the author of ~ The New Community Rules:
Marketing on the Social Web  and is Mashable's Community
Support & Advertising Manag er. Follow her on  Twitter at @Tamar

and read her blog Techipedia .
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Chapter 4 - Ecrrgle Ncmnjc Rm 0Jgicé Wmsp D_ac

Lisa Barone, Outspoken M edia

With Facebook attracting more than 400 million users, the question is no laghgean need to create a

Cl 0S062271 0 NI yhéw LINEBENSY (FBdk. yWaaofiéRare talking about your brand, you want
them to be doing it on your officialp3d S &2 G(KI G @2dz Oy t S@GSNI IS CI O0So0221C
users back to your site. But you can only do that after you jump one very important (and large) hurdle.

You have to make people want to join your Facebook page.

LGQ&a aAYLI BIYS(2d2 O2MIQadN¥t R ONIYR g NBySaa gA0K azySs?
simple is getting a user to hit thédtkeCbutton. Users are a lot more discerning on Facebook tiraather

social sites. For them to opt into your page, they need acompdllibBg- a 2y ® L{iQa | o6A3 adasSL) ¥

liking a brand to publiclykingihem in full view of friends and colleagues. You have to make it viioeiin
while.

How do you get something to like you enough to make it Facebook official? Here are a fewtisngges

Create Exclusive Facebook Conteddst like with anything on theeb, you live and die by your content.
By creating content that is exclusive to Facebook, you immediately attach value to your page, give users a
reason to join and provide them sathing powerful to share with their own networks.

The most common waythat brands use exclusive content on Facebook include:
1 Facebookspecific discounts. Using Facebesgecific discount codes will also allow you to track your
Facebook efforts and assatg ROI.
1 Merchandise giveaways for fans.
9 Usergenerated content in the form of pictures, videos, mashups, etc.
1 Exclusive video, stories or clips.

While deals tend to béhe most popular reasothat users will joinabrandpage A 0 Qa y 24 GKS 2yf @
out what your customers most want from you, and then use your page as a portal to deliver that. People

want to be in the know and have more access than their friengise them something tdold on to and to

Wi A1 SQD-MSY SWONBNJ 8 2 dzZONB WE A1 SRQ GKS Y2NB @2dzNJ O2y G Sy
the more eyes that will see it.

Offer a urique brand experience:Popularbrand pages areften the ones where the company treats the

L3S fA1S GKSANI 26y LISNE2YlIf ONIFYR Lt NR2YO® ¢ KS& F
up the velvet rope and create an exclusive experience for their most dedicated and engaged fans. They let

their audience know that by joiningth@f dzo = (G KS@ Qf f 06 S (iiIK|{S@Nd eSthefinidR G KS NP |
workings of the brand. They give them ned@fore-seen footage of their latest commercial or ad, the back

story on products that bombed, and direct access to the company.

|
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How do yu take people backstage?

DAGS (GKSY GKS RANIL dKIFIG RARYyQU YIS Ad AylG2 OGKFG .
Give them access to products or merchandise not yet on your site.

Invite them into your testing process

Get their opinion on the services and products they wardt8 S X yR Ay O2N1IR2 N} S GKSY«
Letthemy I YS G(GKS &SONBG (Said LINRP2SOG &2dz2QNB g2N]l Ay3 2,

=A =/ =4 =4 =4

1 Let them create a concept board for future ad campaigns.

PeopleWkeCbrandsthat they care about in real life. By inviting them back stage and giving them a peak

behindKS OdzNIilt Ay > &2dz YIS GKSY FSSt Y2NB O2yySOGSR G2
becoming involved.

Create a community of influencersEvery group has an influencer caréhe folks responsible for change,

for leading things, and for getting evemye excitedabout spreading the company message. Reach out to

these folks and get them involved in talking about your Fan page. By getting people talking, you naturally

ONBI 4GS AYyGSNBald Ay gKIFG 22dz2QNBE R2Aydabbuy R SyidAO0S 20GKS!

Create your promotional army by hand selecting the major players, sending the messages thanking them for
their support, and then telling them that you need their help. Make them feel importantaapdrt ofthe
OdziGAy3a SR3IS 2 ¥ g6 thénti@advdys bealziddabouty@ujand tagging you on the site.
These types of connectors usually have very large social networks on sites like Twitter or Facebook. Ask
GKSY G2 dzasS ClI 0S6221Qa {dA3Sald T Phge N théd 2questt dz33 S
02YSa FTNBY GKSYZ A0Qa KFENRSNI F2NJ 20KSNE (G2 RSOf A

I3

aige
yS by

Facebook Fan pages have always been a valuable way to build a community and learn about your audience.
| 26 SOSNE G KSe& Glugtoniers Knfeéslydu §e tHemltoljoin N&nDthat requires giving them a
reason. Creating shatgorthy content, strengthened brand experiences and powerful street teams are all
ways to generate interest in your page.

Lisa Barone is Co- Founder and Chie f Branding Officer of

SEO consulting firm  Outspoken Media = and the Social Media
Editor at SmallBizTrends . Follow her on Twitter at

@lisabarone .
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Chapter 5 - Developing Content/Inbound Marketing For Facebook

Joe Pulizzi , Junta42

LiQa y2 adzNLINARAS (GKIdG 2yS 2F GKS o0Sad sléa G2 RNAGS (
content. But, what does exceptional contenatly mean? Is it different from the content you are creating
for other platforms?

Yes ... and no. In many respects, you need to keep the same tenants in mind when you create content for
Facebook as you would for any other platform: it needs to be egleto your audience, entertaining, and
engaging.

However, Facebook is an especially social platform, and your success will be based on if your users want to
AYGSNI OO yR &KINB &2dzNJ O2y (i Syido LiQachfargtBanda 2 f Ay
broadcasting platform.

CKAY ] | 02dzi @ 26dNU Gk S\GINKIIK S FAGYQISENE SO A2y 06S06SSy @2 dzNJ
expertise. What kind of content can you create that will highlight your expertise but also be helpful and
engaging imature?

So, how do you create content users want tceiratict with? Here are some ideas:

Offer exclusive contentt 81 €2 dzZNESt F ¢gKIF G O2yaSyd @&2dz Oy LINBPOARS
offer them anywhere else. For instance, you can offer speoiapons or discounts.

Ask questionsand take polls Want to encourage interaction? Ask questions and be genuinely curious. For
instance, you can post content your users would find interesting and then ask them to comment. You may
also want to use of pdlto get broader feedback.

Get personalStatus updates can seem kind of impersonal when coming from a company. Add a tab to
showcase your Facebook contributors so people get a better sense of who they are interacting with. The
more personality you can ka, the better.

Create a welcome pageéinother idea for a specific tab is a welcome page. You can direct afirfiest
visitors to a page where they can learn more about who you are and how you want them to interact with
you. You can also include a dallction to ask them to like your page.

Update regularly, but not too often Commit to posting status updates or new content on Facebook on a
regular basis. As a general rule, aim for updates once per day, but figure out what the best frequency is for
your users.

Respond to commentsOne of the best ways to encourage interaction is to be interactive. If you have more
GKFy 2yS LISNER2Y K2 Aa NBalLRyRAy3 (G2 O02YYSyidasz AiGQa
are interacting with.

Post videosand images:Videos are generally a popular type of content on Facebook, especially when they
are entertaining. Standard video works well, but also consider things like video montages and screencasts.
Keep videos short to make them more likely to be sharBéople look to see how long a video is before
viewing it, so keep under them under 3 minutes (shorter is even better).

|
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Share content from otherswdza & f A 1S Ay Fyeé 20KSNJ a20AFf LI FAOGF2NNVI A
others, such as videoblog posts, and other links.

Test, test, testThe communities that are on Facebook have a different culture than other communities,
such as those found on LinkedIn. There are so many ways that you can engage with your audience on
Facebook. Try differertypes of content and see what works besR2 y Qi 6 S F FNIF AR (2 SELISNA

Joe Pulizzi is the Founder and Chief Content Office for
content marketing firm  Juntad42 | Content Marketing
Institute  (Facebook page Junta42). He is the co - author of
the book Get Content Get Customers — (McGraw- Hill) and
can be followed on  Twitter at @juntajoe .
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Chapter 6 - Leveraging Facebook for Ecommerce

Linda Bustos, Get Elastic

While it may not drive as many direct sales as SEO, paid search, email or affiliate marketing, a Facebook Fan

Pag can be a importantword-of-mouth and community vehicle for your onliselling Having a presence
inthewebQ&a I NBS&AG IyR Yz2ald | OdGA @S neary ®Anhilion d0tve/ugalsylo U &
in on any given day) is one of the quickesrmting wins, with setup and maintenance costs almost nil.

o p E:

But your Fan Page also benefits your customers. The average Facebook user is a fan of nine Fan Pages, with

41% using Fan Pages to let their friends know what products they support. Not only domsasvant to
evangelize, they also see Facebook as an attractive alternative to email campaigns: 37% want to receive
coupons and discount offers, 35% want to be notified of new product availability, and 31% want to learn
more about the organization. Addit2 y' I f t 8 X Hy:: 22AY | O2YLI y&Qa Cly
interestsaccording to a recerlorpace Omnibus Repart

The Advantages of UsimFacebookdr Your Online CommunityBuilding a community on your own site
takes timeg not only to build, but also to attract the critical mass of members required to make the
community useful. Though there are more people usingwieb today, attractingnew community members
ismuchharder in 2010 than it was five years ago. With so many social networks outwledrasers can

only remain active in a small number of communities. Unless your community providethesep value,

@ 2 dzQNB vy 2 (acdstbrijebid gb thibdgh y@ tegistration process and return regularly enough to
keep your community healthy.

Joining a Facebook community, on the other hand, has far less friction. An existing Facebook user can join
your community with the click of At | bBiton appearing on youwvebsite. After joining your Fan Page, she

or heneeds only to be logged inFacebook account to receive your updatesha News Feed, share your
offers with friends, visit your Page to engage in discussion, review yodugisy consume media, or even

shop your store. You joi& 2 dzNJwarld, yathér than askinghem to join yours.

You also expose your business and products to an exponential network of new eyeballs, as shared content
can appear in the News Feeds of ydUB Y0 SNE Q FTNASYRA ® c wittapbdBivelieteyali 2 F
T NP YriendrdFacebook would positively influence their purchase deciatmording taMorpace

Maximizing the Value of Your Facebook Pab¢hile it takes minimal effort to create your Fan Page, you
& K 2 dzBeRlg'for the default. Besbf-breed retailers treat their Facebook Pages like micrositieking
advantage of custordesign and Page features like custom Application Tabs.

|
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http://www.morpace.com/Omnibus-Reports/Omnibus%20Report-Facebooks%20Impact%20on%20Retailers.pdf
http://www.morpace.com/Omnibus-Reports/Omnibus%20Report-Facebooks%20Impact%20on%20Retailers.pdf

Useful outof-the-box Application Tabs for online retail brands include Reviews, Discussion, Videos, Polls,
and EventsAdditional apps Page owners can add include those that can syndicate bitsgifeeSimplyRSS
or Social RSS, Twitter afduTube The 1800-Flowers pagenakes good use of Tabs:

facebook

& 1-800-FLOWERS.COM

~

and recerve 209 off your next order using our secret discount
code. Plus enter our weekly giveaways and join the conversation
by telling us about your experience on the walll

What would you like to Make Someone Smile,
see more of on this page? Share a gift.

' Facebcok sdvertisement

© Newsletter e-mail

2 A friend
(3]

-~ The 1-800-flowers.com website

(&)

Facebook suggestion

m View Results

Wall Info Welcome Shop Sweepstakes Photos

B Twitter
:] Notss
¥ video
@ Events

7 =
YouTube

ﬁ Live
n Reviews
#1 Links
6 Polls
8 ouiz
Boxes

@ StoreCast

Box

Beyond the conventional Tabs, some retailers have designed their own Tabs to promote contests, coupons,

special offers, new brands and other merchasiat.SephoreS @ S y
tab:

Sephora | i Like

Wall Info OFFERS Discussions tokidoki Skincare Ch.._

% Lipw V57
LOVE .

1 yRE

B

Perfume Dia...
@ Photos
TARINA QR Code
TARINA TARA...
¥ Video
@ Events
Cj Notss

SEPHORA® grace
Give us a “like" thumbs up and find out gl e you et 43
how to get a 2 oz Amazing Grace Shower B o i
Gel—FREE with any online purchase. n:cnl.iu!lm&mu
wed grace.
m"kdahwwpd

1bas-t0ini

Y

Boxes

PGAaAriz2NBa
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http://www.facebook.com/1800flowers
http://www.facebook.com/Sephora

The Mark. girl fashion padeas embedded th&Jstreamplayer to stream live video events, and makes it
easy for Facebook ass to share the upcoming evenia status update without leaving the page

mark. girl |5 tike

Wall info Shop LIVE Event Discussions Bacome a Rep »

Watch the mark. tweetUp LIVE! nght HERE
Thursday, April 22nd 2! 7:00 pm EDT

Meractive cose-un of the upcomng mark. Déauty & 1ashon évenycne's talking about!

Undate your status about this event

_\_{ Share with sveryone watching this event

Everyone Watching  Friends

Nicole Wallace I'mgladtobearep [)
because mark has great and low
price products to sell to my clients.

! Ashley Klingler I'm now selling Mark
2l in the Findlay, Ohio area..

o 00:(2:14 m e Toni Escalera Wentworth | have

B loved Mark since it came out and
excited to be selling it.

Gaming applications are extremely popular at Facebook and some retailers have been ablthtomias
Ly Ay@2ft @3SYSyid RSOAOS® Ly (KA arcdpohsyhltie § Nd SR @& yIQ&Ea
game

o ey (B a O

Wull  bafs  Barker's Sones  Weekly Ad Eviemis Video ¥ Wall nfo  RarkersBones Weekly Ad  Tvents  Viden »

Flenc's pous ane caspan
fas s ook . boke &t an
domenns efie wilf dp & op/

AUt
‘\___,m

Lamth wowt, llwner sl tairy @ saissem her il e
el Pk m barm b sea W VIR sand 1y iee it
aie esn g und| you Ind i caetn
Gt o, it nly ot v e had!
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http://www.facebook.com/ustream#!/ustream?v=info
http://www.facebook.com/pages/Frederick-MD/mark-Cosmetics-by-Carie/42384774666#!/oldnavy?v=app_10442206389&ref=ts
http://www.facebook.com/pages/Frederick-MD/mark-Cosmetics-by-Carie/42384774666#!/oldnavy?v=app_10442206389&ref=ts
http://www.facebook.com/pages/Frederick-MD/mark-Cosmetics-by-Carie/42384774666

You can even add a fully functioning store on your Fan Page, with the ¢teomsaompleted entirely within
Facebook. B00-Flowers claimed the first sale within Facebook in the summer of 2009 with its application
built by Alvenda

W
1-800-flowersicom

100% Satnfacion Cuaranteed

Birthday Occaslons Martha Stewart Chocolates Gourmet Same Day

Birthday > Birthday Fowers: Pago 10of 4

; 5 - - )
E / Begant Wishes b <
“Send Our Gorgeous Fresh Bouquet To [l "&. ‘;’.‘

Mark Their Special Day With An : g

Exprossion Of Pure Bogance! Roses, S

Sy ththen Bloom. Spring Mosaic™
$49.99 - 86909 $49.99 - $69.99

©
"’f | o -&E; b
ey e 35
m L } i = k a
walh ﬁ‘,‘» ———
‘ l il ® Vi§ S !
Birthday Flower .. Make Lemonade.. t's All About You™ Magical Moonkght ™
$39.99 $39.99 $49.99 $39.99 - 569,99
@ leendc Torms of Use & Prvacy Polcy

Ifé 2 dzNJ 6 dzZRI S R 2 S-800Flawerydariit§hié Sho R atzipplichtion. &r $10 a month you
can upload your product feed to create a Facebook storefr@istomers, however, will be redirected to
your online store to complete the transactipanlike 2y n n Q donta@ingdARendapp. You can visit the
Reptile Kingpage to see ShopTai action.

A completely free optioitbeta)is Payvment By adding one line of code to your HTML, you can add your
products to Facebook instantly. Transactions occur entirely within Facebimwkustomer is not radected
to your site.TheMy Vanitypage uses Payvment to sell its shoes:

|
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http://www.alvenda.com/
http://www.shoptab.net/
http://www.alvenda.com/
http://www.facebook.com/pages/Frederick-MD/mark-Cosmetics-by-Carie/42384774666#!/TheReptileKing?v=app_189977524185&ref=search
http://www.payvment.com/
http://www.facebook.com/pages/-My-Vanity-Shoes-Moda-Calzature/355511534607?v=app_135607783795

e Nt acsrecs

Your Settings Minimize C3 Checkout

STIVALETTO ESTIVO BASSO 8338
Option: 35
Selizr: My Vanity

Purchasing is quick and =asy! Begin by adding your shipping addrass.

* First Name

Browse By Category [=] = Last Name

* Add T Residential
Home > "MY VANITY COLLEQ e R L [=]

STIVALETTO ESTIVO BASSO 8 Your receipts will bz sent to this email address.

* Email

Telephone ‘ \

The carrier can contact you at this number.

* Country United States

* Address

= Gty / Town

Rzport This Itam = State Chooseastaty

* Postal Code

Continue Checkout

Comments & v

STIVALETTO ESTIVO BASSO 83396-FUX

How Many Tabs Should You Have?

When deciding what tabs to place gour Fan Page, remember that more Tabs does not mean better
selling Only use Tabs that are relevant to your users (remember the aforementioned rethsbns
consumersV f AdgeS)XAlst Jmake sure you keep your Tab contentoqulate. Even the most famas
brandssometimeshavét RS R¢ ¢+ 06a GKFG NS SAGKSNI SyLiie 2N
promotions, etc).

|
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http://www.facebook.com/pages/-My-Vanity-Shoes-Moda-Calzature/355511534607?v=app_135607783795

Leveraging Social PluginfFacebook recently added a variety of Social Plugins to its developer toolbox

http://developers.facebook.com/plugins

Add social plugins to your site with just one line of HTML:

o Like [ Austin

g - 1

Recommendations

10 states line v
Florida AG says
9857 people like

Greg Dingle, Christopher \
are on CNN.

IS OEX

Like Button

The Like button lets users share pages
from your site back to their Facebook
profile with one click.

Recommendations

The Recommendations plugin gives users
personalized suggestions for pages on
your site they might like.

Login with Faces

The Login with Faces plugin shows profile
pictures of the user's friends who have
already signed up for your site in addition
to a login button.

Comments
The Comments plugin lets users comment
on any piece of content on your site.

Your Friends’ Activit

Dave Michaels
marriage fight. 22

W* . narvi Rvan Raile

Find us on Facebook

UW Design Show |

5 Like

2 of your tr

par

o Friends

Activity Feed

The Activity Feed plugin shows users what
their friends are doing on your site through
likes and comments.

Like Box

The Like box enables users to like your
Facebook Page and view its stream directly
from your website.

Facepile

The Facepile plugin shows profile pictures
of the user's friends who have already
signed up for your site.

Live Stream

The Live Stream plugin lets your users
share activity and comments in real-time
as they interact during a live event.

For example, adding a Like Button to your product pages allows Facebook users to share products with their
friends instantly, even without joining your Facebook Page.

CafePress one of many retailers who have added a Like Button to their product pages
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