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Goal of this eBook

A Learn how best to use Facebook for your business

A For agencies: learn how to advise your clients on using
Facebook
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A Facebook is poised to become more important
than Google. SourcefechCrunch

A Facebook believes that reaching a billion members
Is almost a guarantee. Source:Businessweek

A 90% of dollars in the $600 billion ad market are
spent on building awarenes® something
Facebook does well. Sourcé3usinessweek

A 10,000 websites integrate with Facebook every
day That os 3.65 million
Source:Mashable

A More people play games on Facebook than on

PS2, Xbox, anWiicombined. Zyngais more

valuable than EA.

A Source:Mashable

ol f you dondt have a soci
go get one. o

A Source:TechCrunchJohnDoerr, KleinerPerkins

new websit
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http://techcrunch.com/2010/10/02/facebook-bigger-google/
http://www.businessweek.com/magazine/content/10_40/b4197064860826.htm?chan=magazine+channel_top+stories
http://www.businessweek.com/magazine/content/10_40/b4197064860826.htm?chan=magazine+channel_top+stories
http://mashable.com/2010/10/26/10000-websites-integrate-with-facebook-every-day/
http://mashable.com/2010/10/26/10000-websites-integrate-with-facebook-every-day/
http://techcrunch.com/2010/10/21/the-kleiner-perkins-sfund-a-250-million-bet-that-social-is-just-getting-started/

Wh o 0 s

A 70% of FB users in the US/

US Facebook Users by Age
InsideFacebook.com, 1/1/2010

13-17
11%

facebook
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US Facebook Users By Age and Gender
InsideFacebook.com, 1/1/2010

FEMALE ® MALE

1317
1825
26-34
35-44
45-54

55-65

|

0 2,000,000 4,000,000 6,000,000 8,000,000 10,000,000 12,000,000 14,000,000 16,000,000
55-65 45-54 35-44 26-34 18-25 13-17
FEMALE | 4,177,260 7,304,500 10,133,780 | 12,280,700 | 14,668,420 | 5,875,460
& MALE 2,446,600 4,498,480 7,672,220 9,714,020 13,496,460 4,636,220
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How Facebook Stacks Up

Rank Site People/Mo and Audience Skew
1 google.com | 162M- more youthful, more affluent, more educated audience.
2| facebook.com 137M-younger, fairly wealthy, slightly female slanted audience.
3 yahoo.com | 125M- more affluent crowd.

4 youtube.com| 108M- younger crowd.

5 msn.com | 75M-more educated, fairly wealthy audience.

6

7

8

9

wikipedia.org| 74M - more affluent, slightly male slanted, younger, more educaje
amazon.com| 73M- more educated, fairly wealthy crowd.
live.com 73M - more educated, fairly wealthy audience.
microsoft.com 70M+ U.S. monthly people.
10 ebay.com | 65M-fairly wealthy, very slightly male biased audience.
11 twitter.com | 59M - more affluent, slightly more female than male, young adult
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How to Conceptualize FB Q

Find a date!
Chat with friends:

A Jokes

A News

A Stories

A Gossip
Discuss: politics, technology,
where youdve
Play games

Tal k shop,

t 0S not t he

Al

pretty

been, er e

onl vy
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Facebook Best Fit

A (+) Strengths A (+) MostApplicable for
Awareness (passive Existing customers
audience) B2C
Trust friends®o Geo: Retail outlets
recommendations

National brands
A (-) Weaknesses

Not transaction oriented
Low CTR on ads

A (-)Less Applicable
Finding new customers

B2B (except Social media
agencies!)
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In Defense of Awareness

Decision Making Best Tool

A : . . .
Bad: wasted display impressions Process Steps  To Reach

A Good: creating awareness via -
Need Recognition &

recommendation (Like) or newsfeed Problem Awareness | IGIAAiLIL
1

_Can be cheaper to be a purchase option P — —
i f youdre in at tF Search e
via awareness rather than paying high 1
Evaluati f
CPCs on Google Afternatives Google
Email is highly profitable: !
think of the newsfeed like this Purchase GOU_&{IC
|
Post-Purchase facebook
Evaluation




Facebook Marketing Framework=

A Strategy:
Plan

A Tactics:
Listen
Engage
Measure/Analyze/Report

facebook 10
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Strategy 1 Make It Scientific  ©

A What are your key audiences?
Customers
Prospects
Influencers
Partners

A Who are they and what do they like/want/care about?

Customers & prospects:
A Primary research: Pay clients or prospects to take a survey
A Secondary research: review existing studies

Influencers: primary research

Partners: primary research, i.e. review what they post, ask them

facebook 12
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Strategy I How to Lure People “

A Provide what people want!

Games
A Create a game
A Get into a big game

Go upstream
A If you sell bikes, create a page/website for bike getieads
A Advertise your page on a site with a like audience
ACreate an app. Tipé

facebook 13

13



How to Engage People

Industry and company news

Interesting things: Photos, Videodnfographics

Savings: coupon$ hit them when they become customers
Useful/exclusive content: whitepapers, articles, blog posts,

events
Tip: you can email updates to your page (include photos)

A Contests:
Photo, most creative comment, 500 fan, vote for something
Giveaways: exclusive access, discount or trial, donation

> > > D
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Tacticsi Polish Your Page Presence “

A Perfect photo: 200px wide, allow a 14 pixel bordérh at 0 s
square

A Page info: description (on messageliyl, phone number
A Get listed in Places claim your location
A Ad d content é TITLE SAFE AREA

176px

200px

facebook 16

11/23/2010

16



Custom Tabs/Landing Pages “

A Different tab experience fan vs. non fan landing page

A Custom tabs increase conversion rate to connections
Use an incentive for becoming a fanLike this page and get:
A Coupon
A Free down'oad wall Info Photos Twitter Video MNotes » <+

What's on your mind?

Attach: $J] m e \'
Boulder, Colorado + Others  Just Boulder, Colorado  Just Others Spa m

¥Yiew Settings

Default View For 'Wall: Only Pasts by Page [=]

Default Landing Tab For ‘
Ewveryone Else: wal El

Wall Spam Filker: wisible to Admins Only [+

facebook 7
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Tactics: Leverage Content via Apps “

A Selective Tweet® add #fb at the end of a Tweet, goes to
FB:http://www.facebook.com/selectivetwitter

A Dedicated tabs:
Twitter for Pages

Boulder, Colorado

B|Og RSS feEd wall Info Photos  Twitter # Video MNotes » =+

Admin Controls: Edit Tab Settings | Upgrade To Premium powered by iNVOLver
YouTube

@boulderpage (Fallow on Twikker)

Start bvping a friend's name

Followers EEL
P h Oto G al I € ry’ Following 947 i Send Page Invitation

FIICkr Ipdates 154
Slides

&8 If you can ski on a Weds, head up next Weds, $20 lift
“—1‘6“1" tickets to @lovelandskiarea via @kbco

Filesharing http://bit.ly f4LwPi5

about 2 days ago

PDF

facebook 18
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http://www.facebook.com/selectivetwitter

TacticsT Content & Tracking ©

A Create publishing schedule

A Tracking (metric : tool)
Fan growth: Facebook
Checkins: Facebook
Traffic to specific links: Bit.ly link shortening

Traffic by campaign, medium, source: custonrl| variables in links
from FB to your website (Google Analytics)

Redemption rates: Coupon codes

Overall traffic to your website: Web analytics
Mentions: Google Alerts

Awareness impact: awareness tracking study

facebook 19
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Make Contact Info
Required For App Instali,

facebook

facebook

v Twitter for Pages
- <.

Full Name
Ermail

Phane Number

Y 1 have read and accepted the [arms of Serke

Settings

Twitter User Narme

involver: rurace soenics

janeryzack

Cancel or Save Changes

Get more with Involver Premium

Perndts b als

Unlimited Content Syndication
Dedicated Account Manager
Application Analytics

+ o« and more!

Upgrade Code
Aoply

Involver

WRW IOkt oM

Spport

Reference
Refresh Rate
Yo

horrs - Ungr ade Now for Taster

ucdates
Fopular Applications®

§ W55 for Pages
',J Toatbar for Pages

Merse 1 the Gallery »

TFroe sccourts ae brited to 2
Frecdyer Applcations.,

LG ade Nirw L Qot more 2005 on

Yo Fage

1wl be cpdated spery

20
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Monitoring is Useful

KRYPTONITE'S BLOGSTORM

Complaint posted to bikeforums.net
that a Bic pen can open a Kryptonite lock.

Videos showing how to
pick a lock are posted.

Company assures public
that its locks are effective.

< New York Times and
900,000 AP report the story.
@
700,000
> -
550,000 520,000
180,000
ax
ESTIMATED DAILY
11,000 BLOG READERS
Sept. .
12 13 14 15 16 Y- 18 19

facebook

1,800,000
1,700,000
-

How ten days of Internet chatter crippled a company's reputation.

Company
announces
free product
exchange.
Estimated cosl:
$10 million.

-
375,000

38,000
2

21 22
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TacticsT Monitoring Tools

A Tools
Radian6: $600/mo +
Scout Labs: $99/mo + o s s

A Capabllltles eutral W positive [l negative

Mentions
Influence level
Sentiment
. /
Locations
Demographics \/\/\

Keywords/tag clouds
Charting trends

A Others:

Trackur TechrigySM2, Socialradar Synthesiq Biz360, Visible
TechnologiesTruCast BuzzLogi¢ Cloudtracker Bluereport

facebook 22
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TacticsT Partnering & Openness “

A Partnership

Cross promote content

A Become useful to others

Consider Default your

wal | to all ow
wall posts to show up:
Incentivizes

tagging and addition of
content by others

facebook

Exchange Facebook page favorites
Tag each other @artnercompanyin posts e Goc

Favorite Pages 4
2 Pages See Al

Bring Boulder,

Fiber to the
City of
Boulder

Wal  Info  Notes  Discussions Photos  Reviews  »

- =3

Keep U0 in Dowldert « Dthers  Just Keep XOCO o Bouldert  Just Othees

© Settingy
Luis Deusto Bilbao Realizing ths nead for acdtional e, [ saied o
rvest ate the word of retwork marketng, I'm s [ founa 110 Fnally, here

francial sucoess! Graat
What moré can anpone a5k (o

5 a system that really does remove the barr

products, great supoort, and 3 proven syst
mybwabnmcpas

Ky e | hawe nieyer had this much T makang meney
W SUCossathorneorios., Com
=2 reaty wonderful prog sy withoot g acvthr hout
¥ artling, wehy g armooe. What m povwerfu, fres, and
. oo 2o waath & and Wil Bemveld from &, [ sir
ol | dond VTG
an b wir T

] tovarmber 11 4
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Tactics: Tone and Frequency ©

A Tone:

Try to cut through the clutter: entertaining/humorous
What doesndot annoy peopl e?
A Use geo targeting
Be brief, use links
A Frequency: 1/week, 1/day, 1/hour
Calendar

facebook

Deci de i n advance what odos best f

Don

11/23/2010
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TacticsT Marketing Your FB Presence.

A Add the Like Button to your website! Bkl Eohel
A Add a FB badge to your site/blog

A Add FB links to your email sidycard, newsletter
A Facebook Connect for easy login
A Add a banner like this: 37

Promote Your Page Too

Welcome New Reader!

To stay up to date with all news, analysis, and security tips related to Facehook, complete these 2

quick steps:

j & Ir-.v.‘ﬁum.-
A SUDSEHIDE
a f AllFacebook.com TO OUR RSS FEED

ghlike 224,039

facebook 25
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Page Reporting

All Likes Over Time Learn more

Choosea graph: | Mew ! Remowed Fans | W

B Mewy Likes Unlikes:
260 \
208 |||
I|l."|| |
156 (\ IL.
| |
104 | \ n, ﬁ
| IH I_J | 1 l/l" .
[ | - R A T \ Vs
o~ 1 YAl AW . WA 4 - |
52 Vand &Y .\\/ W A I"“'.\II \ \\u.-'\,-'*\'
"-F\v.-f 1/
i
0
Whed [wrea [ o7 [ red [wna [orea [ wrea
tng 1% Sep 1 Sep 15 Sep 20 et 13 Ot 27 Hor 10

[

260

0%

156

104

52

32,406...........

Male Female

G 56 Since Mov 15

Male Female

- 0m6 5%
[ 13-17 4% 7% 11%
[ [ 18-24 15% 18% 33%
[ ] 25-34 10% 15% 25%
[ ] 35-44 6% 9% 15%
I 45-54 % 5% 8%
Il 55+ 2% 3% 5%
Top Countries Top Cities Top Languages
United 29,902 Denver 6,025 English 30,065
States {us)
* Yiew All

Track connection growth over time compared to fan loss. Also review
demographic information such as gender splits and most popular cities.

facebook
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Facebook and SEO
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Facebook and SEO

A Use Place Pages to improve local results
A Bing showing Facebook results

A Update your website
A Optimize your weMsit
A Open Graph formatting gets you into Facebook search results

A 8 Open Graph categories: activities, businesses, groups, organizations, people,
places, products and entertainment, and websites

annapolis marriott

O, Al Resuks

Annapolis Marriott Hotel iy

Heted | Lodging View Insiphts
165 paople B this

Annapolis Marriott Waterfront
tripadvisor.com

=) Web Rosuks

C Posts by Frierds

ED) Posts by Everyone

facebook 28
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Facebook Open (Like) Graph ©

AGoogle oLinkdé6AGrmazmeibook oLi k

Relevancy via links between Relevancy via likes of
web pages pages, content, and friends
Useful for most all info Useful for info behind the
All public content Wffl”i
Theydre includi n§Newswdgosipkes
data, i.e. Twitter A Movies, books, music
Conclusion: more powerful, Conclusion: will grow in
definitely not going anywhere Importance, get in now

facebook 29
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Advice for Agencies

A Pitch the right clients

Awareness is bi@ bigger clients, B2C

B2B still a fit, but target more mature clients
A What do we sell?

Strategic services:
A Do we market just the brand, or do we go bigger?
AWhat 6s realistic given the budget ?

AWhat 8ds our message and personality?
A Which channels?
Tactics:

A What do we post, when?, how?
A Polishing the presence
A Tracking
A Reporting
A Avoid doing posts for client
Creative: custom tabs, banner ads, etc

facebook 2
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What 060s Hot |
Facebook Marketing
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A Geo Social = location based services ool
. Facebook Places
A Facebook Place Pages will be huge, /Q~\ Who. What.When And now where.
big mobile opportunity
A FInd, create, claim (phone/pin, email) =
"7 “like” us on
A Types of coupons n Facebook
I ndi vi dual : O0BUY an €Nt | | iiesseomstmssngoscn s e
Fr i end Anwithddureotykur friends, you all get | e conmusumotmasingmasic
15% off . 6
Loyalty:41 040antdeg&ur ne> re
Charity: oWedll donate $1 1O Tne Humane
time youcheck n. 6
A Great fit for: restaurants and other bricks and mortar shops
facebook o2

11/23/2010
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More Hot Concepts

A Charitable donations:

Fan us, weol | pl ant a tree

Fan us, wedl |l dorKameaFod@ation5 t o S
A Contests/CrowdSourcing:

E.g. o0X Prize6 for creating a n

A Leverage memes for viral video
A Behind the scenes photos/video

Fann
e 1k
mo®

facebook
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Campaign Examples

facebook Z
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Framework for Social Engagement “

The Engagement Triangle

Long-Term And Continuous Engagement Drive Impact

Examples
Innovation

Games
Special Occasions Contests

Etc
Examples
P
Events Special Occasions conversations
C i— Communities
te Etc

35
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Social Media Product Launch Example

facebook 3%
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