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Forward 

Lƴ мфурΣ ōŜŦƻǊŜ ǘƘŜǊŜ ǿŀǎ ŀ Ψ²ƻǊƭŘ ²ƛŘŜ ²ŜōΩΣ ŀ ǇƛƻƴŜŜǊƛƴƎ ƻƴƭƛƴŜ ŘƛǎŎǳǎǎƛƻƴ ƎǊƻǳǇ ŎŀƭƭŜŘ The Well 
charged users $8 a month plus $2 an hour to exchange messages and discuss various topics via 
computers and telephone modems. Their sole disclaimer to usersΥ ά¸ƻǳ ƻǿƴ ȅƻǳǊ ƻǿƴ ǿƻǊŘǎέΦ The 
technology soon moved to the internet and its web but one constant has always endured ς people 
who communicate electronically wish to have a little piece of the online world that they can call 
home. 

!ƳŜǊƛŎŀ hƴƭƛƴŜ ŦƛƭƭŜŘ ǘƘŜ ƴŜŜŘ ŜŀǊƭȅ ƻƴ ǿƛǘƘ ǘƘŜ ΨIƻƳŜǘƻǿƴΩ ǎŜŎǘƛƻƴ ƻŦ ƛǘǎ ƎŀǘŜŘ ŎƻƳƳǳƴƛǘȅΦ 
Geocities offered a platform for the slightly more adventurous to stake their claim. The primordial 
concept of friendship acquired an electronic playground at Friendster.  Eventually MySpace provided 
a comprehensive ς if somewhat adolescent ς web site where one could display their words, 
pictures, video and musicΣ ǇǊƛƳŀǊƛƭȅ ŦƻǊ ǘƘŜ ōŜƴŜŦƛǘ ƻŦ ǘƘŜƛǊ ΨŦǊƛŜƴŘǎΩ.  

Future historians will be better able to explain why, in 2010, Facebook has emerged as the 
unchallenged de facto home address for almost 500 million users worldwide.  But it undeniably has. 
Born in a Harvard dormitory, Facebook has moved off-campus and now everyone from the original 
teenagers to their great grandparents check their pages regularly. 

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 becoming an essential online channel. Just as a 
media conglomerate must 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 window onto Facebook. 

This guide was prepared by a team of professional observers, bloggers, consultants and users of 
Facebook business pages. It contains sections on building a page, making it stand out, gathering a 
following, earning their loyalty, examples of effective pages, emerging ecommerce opportunities 
and tracking progress through analytics. It is designed to help those just starting out as well as those 
already on Facebook who realize ǘƘŀǘ ǘƘŜ ǇǊƻŎŜǎǎ ƛǎ ŜǾƻƭǾƛƴƎ ǊŀǇƛŘƭȅΦ Lǘ ǿƻƴΩǘ ƻŦŦŜǊ ŀ ǎǳǊŜŦƛǊŜ ǊŜŎƛǇŜ 
for individual Facebook marketing success but it will provide a well grounded base, with suggestions 
as to where to head next, for anyone wishing to make their little piece of Facebook into a place 
where their business constituents will feel welcome and valued. 
 
Jeff Ente, Director 
Who's Blogging What  
www.WhosBloggingWhat.com 

http://twitter.com/wbw_Jeff  

http://facebook.com/whosbloggingwhat 

(7ÈÏȭÓ "ÌÏÇÇÉÎÇ 7ÈÁÔ is a weekly email newsletter read by web marketers who work with social media, 
search and email marketing, user experience and web analytics. You can get a free subscription here. ) 

http://www.whosbloggingwhat.com/
http://twitter.com/wbw_Jeff
http://facebook.com/whosbloggingwhat
http://www.whosbloggingwhat.com/?src=fbg
http://www.whosbloggingwhat.com/
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Chapter 1  -   Creating a Facebook page  

Samir Balwani  

Creating a Facebook fan page is actually very easy but creating an effective page is more difficult than it 
seems. You have to keep a number of things in mind aƴŘ ŀƴǎǿŜǊ ǘƘŜ ǉǳŜǎǘƛƻƴ ΨWhy would a user fan my 
page?Ω.  Before we jump into all of that let's get started with just putting a fan page together. 

Before You Create the Page: There are a number of things you'll want to have ironed out before you 
actually create your Facebook page. The first 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 a super-administrator. 
Therefore you want the creator to be an account that will be controlled by the company for as long as it 
needs a Facebook fan page.  

Publishing Your Page: The actual act of publishing a fan page is extremely easy. Log in to Facebook using the 
account you want to use as the page admin and then go to 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 
page. In most cases you'll want to create 
ŀƴ ΨOfficial PageΩ and not a Ψ/ommunity 
PageΩ. Determine if you want to appear 
as a local business,  as a brand, product, 
organization, or as an artist, band, or 
public figure.  

Then name your page. Most of the time 
it's best to use your brand name as your 
fan page name. In the test page below, 
we named our fan page "Samir's Page". 

/ƭƛŎƪƛƴƎ ΨCreate Official PageΩ publishes 
your fan page and gives you an official 
Facebook brand presence. But, this is 
just the beginning...  

 

Building Your Page- The Basics: Publishing 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 are and what the 
point of the fan page is. To reach this goal, Facebook gives 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 

The very firǎǘ ǘŀō ȅƻǳ ǿŀƴǘ ǘƻ ŜŘƛǘ ƛǎ ǘƘŜ ΨLƴŦƻΩ tab. This default tab comes with every fan page and gives you 
an opportunity to provide users a better idea of who you are and what you have to offer.  The fields 
available to you will differ, depending on the category you chose when creating the fan page.  
  

http://www.facebook.com/advertising/?pages
http://www.facebook.com/advertising/?pages
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2 - The Profile Picture 

Secondly, you'll want to upload a 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 building a connection.  

 

 

 

 

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 your fan 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 page and to become part of your community. 

 

Adding a Landing Tab: More advanced users can take their fan page one step further by creating a custom 
landing tab.  

It may not be an actual page that does this on Facebook, but the idea is still the same as a web landing page. 
¢ƘŜ ƭŀƴŘƛƴƎ ǘŀōΩǎ Ƨƻb is to convert visitors into fans and it is an extremely effective technique for building a 
Facebook community.  

http://www.facebook.com/Frappuccino
http://www.facebook.com/cocacola
http://www.facebook.com/zappos
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Creating a customized landing tab is not for the 
faint ƻŦ ƘŜŀǊǘΦ ¸ƻǳ ƘŀǾŜ ǘƻ ǳǎŜ ǘƘŜ ΨStatic FBMLΩ 
application to add new tabs to your fan page. Then 
design and code your landing tab in FBML, with 
images and media. If you are familiar with HTML 
you will have no trouble working with FBML. If not, 
check with your webmaster. 

The tab should explain to users what they get for 
fanning the page, what the brand is about, and how 
the brand can help them. Also, don't forget to 
remind users to actually fan the page.  

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 Consider: The actual act of publishing and creating a fan page is easy. It's really just 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 on-going 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 . 

 

 

 
#ÌÉÃË ƥ%ÄÉÔ 0ÁÇÅƦ ƽÕÐÐÅÒ ÌÅÆÔ ÃÏÒÎÅÒ 
of your page ) to see some of the 
applications that you can install. The 
important FBML app is towards the 
bottom  of the list .  

http://samirbalwani.com/
http://twitter.com/samirbalwani
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Chapter 2  -   Examples of effective pages  

Callan Green, Bailey Gardiner  

²ƘŜƴ ǘǊȅƛƴƎ ǘƻ ŦƛƎǳǊŜ ƻǳǘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǎǘǊŀǘŜƎȅ ƻƴ CŀŎŜōƻƻƪΣ ƻƴŜ ƻŦ ǘƘŜ ōŜǎǘ ǿŀȅǎ ǘƻ ǎǘŀǊǘ ƛǎ ǘƻ ƭƻƻƪ ŀǘ 

what other pages are doing right (and wrong). There are millions of fan pages on Facebook but only a small 

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

small companies. 

Here are a couple of pages that you cŀƴ ƭŜŀǊƴ ŦǊƻƳΦ ¢ƘŜǎŜ ŀǊŜƴΩǘ ƳŜƎŀ ōǊŀƴŘǎ with unlimited budgets; they 

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:  

 

Wall Content-Vet Stem: Vet-Stem develops adult stem cell 

applications for veterinary medicine ς not exactly something 

ȅƻǳΩŘ ŎƻƴǎƛŘŜǊ Ŧǳƴ CŀŎŜōƻƻƪ ŎƻƴǘŜƴǘΦ IƻǿŜǾŜǊ ǘƘŜȅΩǾŜ ŎǊŜŀǘŜŘ 

content on the wall that is less about stem cells and more about 

what their fans love ς animals.  They do share important company 

news but they balance it with blog posts about fun pet content, 

videos of talking dogs and cute puppy pictures. This content has 

led to interaction on the page for both the fun content and the 

more technical company specific content.  

 

 

 

Two way conversation- Harrison Hot Springs: Many pages have active fans posting pictures or leaving 

comments under their updates, and yet this content often goes unresponded to. This can lead fans to be a 

lot less likely to engage in the future, as no one likes to feel unheard. Harrison Hot Springs is not one of 

those pages. They respond to everything, whether it is answering a question, commenting on a shared 

photo or just thanking someone for a compliment, they take the opportunity to have one on one 

conversations with guests ultimately increasing good will for their company.  

 

Photo and video content- K5 Boardshop: Facebook is a very visual 

platform, so the more photos and video you can upload the better. The 

ǇǊƻōƭŜƳ ƛǎ ǘƘŀǘ Ƴƻǎǘ ŎƻƳǇŀƴƛŜǎ ŘƻƴΩǘ ƎŜǘ ƳǳŎƘ Ǉŀǎǘ ǘƘŜƛǊ ƭƻƎƻ ŀƴŘ ŀ few 

product shots. These companies are missing a big opportunity. K5 

Boardshops are 3 small surf/skate shops in San Diego that place an 

emphasis on their photo strategy. They share hundreds of pictures from 

surf/skate/ski events, surf trips, team members, and on and on. The 

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 then a glamour shot of a new product. 

 

Vet - Stem explain s ƥautologous adipose-
ŘŜǊƛǾŜŘ ŀŘǳƭǘ ǎǘŜƳΩ  technology on its web site 
but uses its Facebook page to share the charm of 
its veterinary patients.  

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
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Facebook Apps ς Chandler Crossings: There are many existing apps available to provide additional content 

outside your wall updates and photos. Take a look at Chandler Crossings page. They are an apartment 

complex in East Lansing for Michigan State students 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 company to develop more of a personality for themselves on the page in, addition to helping drive 

traffic to both their blog and events. 

 

  

 

Custom tabs ς Threadless:  For those who are ready to take their 

page to the next level there is the opportunity to create custom 

tabs in FBML (CŀŎŜōƻƻƪΩǎ ǾŀǊƛŀƴǘ ƻŦ ōŀǎƛŎ I¢a[). Large companies 

such as Red Bull use extensive custom tabs but smaller companies 

can create simpler systems that are still effective. Threadless, a 

growing clothing company, has an amazing custom FBML tab called 

New Tees. This tab shows off their newest t-shirt designs and allows 

people to ΨlikeΩ and comment on them. It engages visitors and 

provides a social platform for new sales.  

 

 

 

 

 

 

At the end of the day, every page is different and no strategy is perfect for every company. However these 

five small businesses should give you an idea of some of the tactics you can employ to make your page 

different and to properly represent your company on 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 

Marketing at Bmlór Bpgli Rfc Immj ?gb.  

 

 

  

 
Threadless uses a custom tab to allow 
ÆÁÎÓ ÔÏ ƥÌÉËÅƦƗ ÄÉÓÃÕÓÓ ÁÎÄ ÂÕÙ ÔÈÅÉÒ 
t - shirt creations (via a link to 
their own host ed shopping cart).  

http://www.facebook.com/chandlercrossings
http://www.facebook.com/redbull
http://www.facebook.com/threadless
http://www.baileygardiner.com/
http://twitter.com/Callan_Paola
http://www.dontdrinkthekoolaidblog.com/
http://www.facebook.com/threadless


 

 

The Facebook Page Marketing Guide 2010    Page 6 

 

Chapter 3  -   Six Ways To Get Found On Facebook  

Tamar Weinberg , Techipedia  

 

Facebook makes the claim on its advertising page that there are 400 million active users. Therefore, it makes 

a lot of sense to learn how to use Facebook for marketing your business. In fact, businesses are giving 

Facebook more priority over their corporate websites and frequently point to a Facebook page instead of a 

URL?  With over 400 million users, though, you can imagine how many hundreds of thousands or millions or 

Facebook Pages there are. While Facebook recently confused this process by creating Community Pages that 

occasionally take priority over the official pages, businesses 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 offer: If you're a single 

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

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 name for your page that your customers can identify with: Don't be cute or silly. This is your 

brand's page. Use the name of your business, and if necessary, add the city name as well.  

 

3. Use a vanity URL that your fans may guess to find you: There have been many companies specifically 

sought out on Facebook by simply typing facebook.com/businessname. It is surprising that some of the 

business names actually pointed to personal profiles and not the business profiles.  Instead, reserve the 

business URL for your business page. You can allocate a vanity URL by going to facebook.com/username.  

 

4. Give your followers information about 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 offer keyword rich text so that your Facebook 

presence shows up for search engine queries for your business.  

 

5. Personalize your page: One of the ways to do so is to create a Facebook page with FBML, Facebook 

Markup Language. This entitles you to add custom tabs. You can create tabs to invite users to connect, let 

people find your store locations, or offer exclusive features to your fans. Whatever you do, keep the 

engagement level high.  

 

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

encourage your followers to find you on Facebook. Add links to your Facebook profile (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 been -- and this could potentially have a viral effect. Once 

you're found, the rest is up to you. Being actively engaged is a critical part of success on Facebook. Once 

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
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your fans are there, make sure they stay by giving them reasons to regularly participate. Check out some 

helpful tips on creating Facebook pages customers want to join and how 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 . 

. 

  

http://outspokenmedia.com/social-media/facebook-fan-pages-customers-want-to-join/
http://www.techipedia.com/2010/how-to-use-facebook-for-business-and-marketing/
http://www.newcommunityrules.com/
http://www.newcommunityrules.com/
http://twitter.com/tamar
http://www.techipedia.com/
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Chapter 4  -   Ecrrgle Ncmnjc Rm òJgicó Wmsp D_ac`mmi N_ec 

Lisa Barone, Outspoken M edia  

 

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

CŀŎŜōƻƻƪ ōǊŀƴŘ ǇǊŜǎŜƴŎŜΣ ƛǘΩǎ how ȅƻǳΩǊŜ ƎƻƛƴƎ ǘƻ use one. If people are talking about your brand, you want 

them to be doing it on your official pŀƎŜ ǎƻ ǘƘŀǘ ȅƻǳ Ŏŀƴ ƭŜǾŜǊŀƎŜ CŀŎŜōƻƻƪΩǎ ƻǇŜƴ ǎƻŎƛŀƭ ƎǊŀǇƘ ŀƴŘ ŘǊƛǾŜ 

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. 

LǘΩǎ ǎƛƳǇƭŜΥ ¸ƻǳ ŎŀƴΩǘ ƳŀǊƪŜǘ ǘƻ ƻǊ ōǳƛƭŘ ōǊŀƴŘ ŀǿŀǊŜƴŜǎǎ ǿƛǘƘ ǎƻƳŜƻƴŜ ǿƘƻΩǎ ƴƻǘ ƻǇǘŜŘ ƛƴΦ ²ƘŀǘΩǎ ƴƻǘ 

simple is getting a user to hit that ΨlikeΩ button. Users are a lot more discerning on Facebook than on other 

social sites. For them to opt into your page, they need a compelling ǊŜŀǎƻƴΦ LǘΩǎ ŀ ōƛƎ ǎǘŜǇ ŦǊƻƳ ǇŀǎǎƛǾŜƭȅ 

liking a brand to publicly ΨlikingΩ them in full view of friends and colleagues.  You have to make it worth their 

while.  

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

Create Exclusive Facebook Content: Just like with anything on the web, 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 something powerful to share with their own networks.  

The most common ways that brands use exclusive content on Facebook include: 

¶ Facebook-specific discounts. Using Facebook-specific discount codes will also allow you to track your 

Facebook efforts and associate ROI. 

¶ Merchandise giveaways for fans. 

¶ User-generated content in the form of pictures, videos, mashups, etc. 

¶ Exclusive video, stories or clips. 

While deals tend to be the most popular reason that users will join a brand pageΣ ƛǘΩǎ ƴƻǘ ǘƘŜ ƻƴƭȅ ƻƴŜΦ CƛƴŘ 

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 friends ς give them something to hold on to and to 

ΨƭƛƪŜΩΦ wŜƳŜƳōŜǊ - ǘƘŜ ƳƻǊŜ ȅƻǳΩǊŜ ΨƭƛƪŜŘΩ ǘƘŜ ƳƻǊŜ ȅƻǳǊ ŎƻƴǘŜƴǘ ƛǎ ǇŀǎǎŜŘ ǘƘǊƻǳƎƘ CŀŎŜōƻƻƪΩǎ ƎǊŀǇƘ ŀƴŘ 

the more eyes that will see it. 

Offer a unique brand experience:  Popular brand pages are often the ones where the company treats the 

ǇŀƎŜ ƭƛƪŜ ǘƘŜƛǊ ƻǿƴ ǇŜǊǎƻƴŀƭ ōǊŀƴŘ ±Lt ǊƻƻƳΦ   ¢ƘŜȅ ŘƻƴΩǘ ǘǳǊƴ ƛǘ ŀƴ w{{ ŦŜŜŘ ƻǊ ǎǘŀƎƴŀƴǘ ǎǘǊŜŀƳΣ ǘƘŜȅ Ǉǳǘ 

up the velvet rope and create an exclusive experience for their most dedicated and engaged fans.   They let 

their audience know that by joining the ŎƭǳōΣ ǘƘŜȅΩƭƭ ōŜ ǘŀƪŜƴ ōŜƘƛƴŘ ǘƘŜ ǊƻǇŜ ŀƴŘ ǘƘŜȅΩƭƭ get to see the inner 

workings of the brand.  They give them never-before-seen footage of their latest commercial or ad, the back 

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

  

http://feed.razorfish.com/feed09/the-data/#q30
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How do you take people backstage? 

¶ DƛǾŜ ǘƘŜƳ ǘƘŜ ŘƛǊǘ ǘƘŀǘ ŘƛŘƴΩǘ ƳŀƪŜ ƛǘ ƛƴǘƻ ǘƘŀǘ ƛƴǘŜǊǾƛŜǿκǎǘƻǊȅΦ 

¶ 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 want to ǎŜŜΧŀƴŘ ƛƴŎƻǊǇƻǊŀǘŜ ǘƘŜƳΦ 

¶ Let them ƴŀƳŜ ǘƘŜ ǎŜŎǊŜǘ ǘŜǎǘ ǇǊƻƧŜŎǘ ȅƻǳΩǊŜ ǿƻǊƪƛƴƎ ƻƴΦ 

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

People ΨlikeΩ brands that they care about in real life.  By inviting them back stage and giving them a peak 

behind tƘŜ ŎǳǊǘŀƛƴΣ ȅƻǳ ƳŀƪŜ ǘƘŜƳ ŦŜŜƭ ƳƻǊŜ ŎƻƴƴŜŎǘŜŘ ǘƻ ǿƘŀǘ ȅƻǳΩǊŜ ŘƻƛƴƎ ŀƴŘ ƳƻǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ 

becoming involved. 

Create a community of influencers: Every group has an influencer core ς the folks responsible for change, 

for leading things, and for getting everyone excited about 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 

ŎǊŜŀǘŜ ƛƴǘŜǊŜǎǘ ƛƴ ǿƘŀǘ ȅƻǳΩǊŜ ŘƻƛƴƎ ŀƴŘ ŜƴǘƛŎŜ ƻǘƘŜǊǎ ǘƻ ǎŜŜ ǿƘŀǘ ŀƭƭ ǘƘŜ ŎƻƳƳƻǘƛƻƴ ƛs about. 

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 important and a part of the 
ŎǳǘǘƛƴƎ ŜŘƎŜ ƻŦ ǿƘŀǘŜǾŜǊ ȅƻǳΩǊŜ Řƻƛƴg. Get them to always be talking about you and tagging you on the site. 
These types of connectors usually have very large social networks on sites like Twitter or Facebook. Ask 
ǘƘŜƳ ǘƻ ǳǎŜ CŀŎŜōƻƻƪΩǎ {ǳƎƎŜǎǘ ŦŜŀǘǳǊŜ ǘƻ άǎǳƎƎŜǎǘέ ǘƘŀǘ ǘƘŜƛǊ ŦǊƛŜƴŘǎ Ŧŀƴ ȅƻǳǊ page. When the request 
ŎƻƳŜǎ ŦǊƻƳ ǘƘŜƳΣ ƛǘΩǎ ƘŀǊŘŜǊ ŦƻǊ ƻǘƘŜǊǎ ǘƻ ŘŜŎƭƛƴŜ ŀƴŘ ƛǘ Ƨǳǎǘ ǊŜƛƴŦƻǊŎŜǎ ǘƘŀǘ άƛƴǎƛŘŜ ƧƻƪŜέΦ 

Facebook Fan pages have always been a valuable way to build a community and learn about your audience. 
IƻǿŜǾŜǊΣ ǘƘŜȅ ŎŀƴΩǘ ƘŜƭǇ ȅƻǳ ŀǘǘǊŀŎt customers unless you get them to join.  And that requires giving them a 
reason.  Creating share-worthy 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 . 

 

  

http://outspokenmedia.com/
http://smallbiztrends.com/
http://twitter.com/lisabarone/
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Chapter 5  -   Developing Content/Inbound Marketing For Facebook  

Joe Pulizzi  , Junta42  

 

LǘΩǎ ƴƻ ǎǳǊǇǊƛǎŜ ǘƘŀǘ ƻƴŜ ƻŦ ǘƘŜ ōŜǎǘ ǿŀȅǎ ǘƻ ŘǊƛǾŜ ǘǊŀŦŦƛŎ ǘƻ ȅƻǳǊ CŀŎŜōƻƻƪ ǇŀƎŜ ƛǎ ǘƻ ƘŀǾŜ ŜȄŎŜǇǘƛƻƴŀƭ 

content.  But, what does exceptional content really 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 relevant to your audience, entertaining, and 

engaging.   

However, Facebook is an especially social platform, and your success will be based on if your users want to 

ƛƴǘŜǊŀŎǘ ŀƴŘ ǎƘŀǊŜ ȅƻǳǊ ŎƻƴǘŜƴǘΦ  LǘΩǎ ŦƛƴŜ ǘƻ ƭƛƴƪ ǘƻ ȅƻǳǊ ƭŀǘŜǎǘ ōƭƻƎ ǇƻǎǘǎΣ ōǳǘ CŀŎŜōƻƻƪ ƛǎ Ƴuch more than a 

broadcasting platform.  

¢Ƙƛƴƪ ŀōƻǳǘ ȅƻǳǊ άǎŜŎǊŜǘ ǎŀǳŎŜέ, ǿƘƛŎƘ ƛǎ ǘƘŜ ƛƴǘŜǊǎŜŎǘƛƻƴ ōŜǘǿŜŜƴ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ƴŜŜŘǎ ŀƴŘ ȅƻǳǊ 

expertise.  What kind of content can you create that will highlight your expertise but also be helpful and 

engaging in nature?  

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

Offer exclusive content: !ǎƪ ȅƻǳǊǎŜƭŦ ǿƘŀǘ ŎƻƴǘŜƴǘ ȅƻǳ Ŏŀƴ ǇǊƻǾƛŘŜ ȅƻǳǊ ǳǎŜǊǎ ƻƴ CŀŎŜōƻƻƪ ǘƘŀǘ ȅƻǳ ǿƻƴΩǘ 

offer them anywhere else. For instance, you can offer special coupons or discounts.  

Ask questions and 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 polls to get broader feedback.  

Get personal: Status 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 have, the better.  

Create a welcome page: Another idea for a specific tab is a welcome page. You can direct all first-time 

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 call to action 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 comments:  One of the best ways to encourage interaction is to be interactive. If you have more 

ǘƘŀƴ ƻƴŜ ǇŜǊǎƻƴ ǿƘƻ ƛǎ ǊŜǎǇƻƴŘƛƴƎ ǘƻ ŎƻƳƳŜƴǘǎΣ ƛǘΩǎ ƎǊŜŀǘ ǘƻ ǎƛƎƴ ŜŀŎƘ ŎƻƳƳŜƴǘ ǎƻ ǳǎŜǊǎ ƪƴƻǿ ǿƘƻ ǘƘŜȅ 

are interacting with.  

Post videos and 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 shared.  People 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 others: Wǳǎǘ ƭƛƪŜ ƛƴ ŀƴȅ ƻǘƘŜǊ ǎƻŎƛŀƭ ǇƭŀǘŦƻǊƳΣ ƛǘΩǎ ƴƻǘ ŀƭƭ ŀōƻǳǘ ȅƻǳΦ {ƘŀǊŜ ŎƻƴǘŜƴǘ ŦǊƻƳ 

others, such as videos, blog posts, and other links. 

Test, test, test: The 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 different types of content and see what works best ς ŘƻƴΩǘ ōŜ ŀŦǊŀƛŘ ǘƻ ŜȄǇŜǊƛƳŜƴǘΗ 

 

 

Joe Pulizzi  is the Founder and Chief Content Office for 

content marketing firm Junta42  | 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 .  

 

  

http://www.junta42.com/
http://www.contentmarketinginstitute.com/
http://www.contentmarketinginstitute.com/
http://www.facebook.com/junta42
http://getcontentgetcustomers.com/buy-now/
http://twitter.com/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 

Page can be an important word-of-mouth and community vehicle for your online selling. Having a presence 

in the webΩǎ ƭŀǊƎŜǎǘ ŀƴŘ Ƴƻǎǘ ŀŎǘƛǾŜ ǎƻŎƛŀƭ ŎƻƳƳǳƴƛǘȅ όрл҈ ƻŦ CŀŎŜōƻƻƪΩǎ nearly 500 million active users log 

in on any given day) is one of the quickest branding wins, with setup and maintenance costs almost nil. 

 

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 do consumers want 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. AdditƛƻƴŀƭƭȅΣ ну҈ Ƨƻƛƴ ŀ ŎƻƳǇŀƴȅΩǎ Cŀƴ tŀƎŜ ǘƻ ƳŜŜǘ ǇŜƻǇƭŜ ǿƛǘƘ ǎƛƳƛƭŀǊ 

interests according to a recent Morpace Omnibus Report. 

 

The Advantages of Using Facebook for Your Online Community: Building a community on your own site 

takes time ς not only to build, but also to attract the critical mass of members required to make the 

community useful. Though there are more people using the web today, attracting new community members 

is much harder in 2010 than it was five years ago. With so many social networks out there web users can 

only remain active in a small number of communities. Unless your community provides over-the-top value, 

ȅƻǳΩǊŜ ƴƻǘ ƭƛƪŜƭȅ ǘƻ ƎŜǘ a customer to go through your registration 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 a ΨƭƛƪŜΩ button appearing on your website. After joining your Fan Page, she 

or he needs only to be logged into a Facebook account to receive your updates in the News Feed, share your 

offers with friends, visit your Page to engage in discussion, review your products, consume media, or even 

shop your store. You join ȅƻǳǊ ŦŀƴΩǎ world, rather than asking them 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 your ƳŜƳōŜǊǎΩ ŦǊƛŜƴŘǎΦ су҈ ǇŜǊŎŜƴǘ ƻŦ ŎƻƴǎǳƳŜǊǎ ǎaid a positive referral 

ŦǊƻƳ ŀ ΨfriendΩ on Facebook would positively influence their purchase decision according to Morpace. 

 

Maximizing the Value of Your Facebook Page: While it takes minimal effort to create your Fan Page, you 

ǎƘƻǳƭŘƴΩǘ settle for the default. Best-of-breed retailers treat their Facebook Pages like microsites ς taking 

advantage of custom design and Page features like custom Application Tabs. 

  

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
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Useful out-of-the-box Application Tabs for online retail brands include Reviews, Discussion, Videos, Polls, 

and Events. Additional apps Page owners can add include those that can syndicate blog feeds like SimplyRSS 

or Social RSS, Twitter and YouTube.  The 1-800-Flowers page makes good use of Tabs: 

 

 
 

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

special offers, new brands and other merchandising. Sephora ŜǾŜƴ ƭŀƴŘǎ ƴŜǿ ǾƛǎƛǘƻǊǎ ƻƴ ŀ ŎǳǎǘƻƳ ΨhŦŦŜǊǎΩ 

tab: 

 

http://www.facebook.com/1800flowers
http://www.facebook.com/Sephora
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The Mark. girl fashion page has embedded the Ustream player to stream live video events, and makes it 

easy for Facebook users to share the upcoming event via status update without leaving the page: 

 

Gaming applications are extremely popular at Facebook and some retailers have been able to use them as 

ŀƴ ƛƴǾƻƭǾŜƳŜƴǘ ŘŜǾƛŎŜΦ Lƴ ǘƘƛǎ ŜȄŀƳǇƭŜ hƭŘ bŀǾȅ Ŧŀƴǎ Ŏŀƴ ƭƛǘŜǊŀƭƭȅ ΨŘƛƎΩ Ŧƻr coupons in the .ŀǊƪŜǊΩǎ .ƻƴŜΩǎ 

game: 

 
 

 

  

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
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You can even add a fully functioning store on your Fan Page, with the transaction completed entirely within 

Facebook. 1-800-Flowers claimed the first sale within Facebook in the summer of 2009 with its application 

built by Alvenda: 

  

 
 

If ȅƻǳǊ ōǳŘƎŜǘ ŘƻŜǎƴΩǘ ƳŀǘŎƘ ǘƘŀǘ ƻŦ м-800-Flowers can try the ShopTab application. For $10 a month you 

can upload your product feed to create a Facebook storefront.  Customers, however, will be redirected to 

your online store to complete the transaction, unlike 1-уллΩǎ ǎŜƭŦ Ŏontained Alvenda app. You can visit the 

Reptile King page to see ShopTab in action. 

 

 

 

A completely free option (beta) is Payvment.  By adding one line of code to your HTML, you can add your 

products to Facebook instantly. Transactions occur entirely within Facebook; the customer is not redirected 

to your site. The My Vanity page uses Payvment to sell its shoes: 

 

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
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How Many Tabs Should You Have? 

 

When deciding what tabs to place on your Fan Page, remember that more Tabs does not mean better 

selling. Only use Tabs that are relevant to your users (remember the aforementioned reasons that 

consumers ΨƭƛƪŜΩ Ǉages).  Also, make sure you keep your Tab content up-to-date. Even the most famous 

brands sometimes have άŘŜŀŘέ ¢ŀōǎ ǘƘŀǘ ŀǊŜ ŜƛǘƘŜǊ ŜƳǇǘȅ ƻǊ ƘŀǾŜ ƭŜǘ ǘƘŜƛǊ ŎƻƴǘŜƴǘ ōŜŎƻƳŜ ǎǘŀƭŜ όŜǾŜƴǘǎΣ 

promotions, etc). 

  

http://www.facebook.com/pages/-My-Vanity-Shoes-Moda-Calzature/355511534607?v=app_135607783795
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Leveraging Social Plugins:  Facebook recently added a variety of Social Plugins to its developer toolbox 

http://developers.facebook.com/plugins.  

 

 
 

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

  

http://developers.facebook.com/plugins















