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Not using Facebook for business yet? Wondering where to start? Already on Facebook, but not
sure you've done everything right? Well look no further. This is your comprehensive guide to using
Facebook for business.

By the way, you're not alone. There are sill many business owners and marketers who don’t quite
know where to start — they struggle to main momentum and achieve measureable results with
their efforts. There re many different approaches and tactics that can be employed to win on
Facebook. This guide will examine a variety of ways in which Facebook is being used by brands,
and aims to define best practices. In other words, this guide is a cheat sheet on how to get
started using Facebook for business using proven tactics and best practices with examples to
jump start your success.
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http://www.facebook.com/customerinsightgroup
http://twitter.com/#!/sallieburnett
http://t.co/uCt1HWh
http://www.customerinsightgroup.com/marketinglibrary
https://www.customerinsightgroup.com

STEP SEYOWROALS

Always begin with the end in mind. You need to ask yourself what
you want to achieve.

* Increase brand awareness, favorability, and * Promote events and campaigns

purchase intent o .
* Leverage customer insight to proactively

o Create bUZZ about the bl’and Where the tal’get respond to Changes and opportunities
audiences are spending their time in the marketplace

* Develop opportunities for the target audience

to engage memorably and meaningfully with
the brand * Boost brand loyalty and advocacy

¢ Drive traffic

* Improve customer service * Get instant feedback about services & products

Remember, in order to be classified as an objective, something has to be measurable. You need a
way of defining whether or not you have completed them successfully.

Some objectives will be measured directly back to a financial return. Where other objectives are
about supporting other marketing efforts and influencing purchase intent. Both type of objectives
deliver value to your organization.

You also need to create a benchmark of where you started so you can measure the effectiveness
along the way and to optimize your tactics as you learn what does and doesn’t work for your brand.

FACEBOOKINSIGHTS

Facebook Insights is a free tool that is available to help you measure customer engagement on your
Facebook pages. For any page you are an administrator, Insights is featured on the left-hand side of
the page. When you click the “See All” options, you will get a break down of metrics such as:

¢ How many comments did your posts attract? ¢ Where are your fans located?

¢ Are they mostly male or female fans? ¢ How many fans “liked” your posts?
Lsers =
62,790 % .10 116,048 # 21 410 # 4o

o £ it .h. —
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http://developers.facebook.com/docs/insights/
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You can build brand loyalty and add value by making your Facebook
page an extension of your web site experience.

Just like your web site you need to make a strong first impression. A custom home page or welcome

page lets the customers know what to expect, how to connect with you and invites them to “like”

your page. An effective welcome page turns a one-time visitor into a subscriber.

Here are three tips to optimize your welcome page:

TIP #1: Make your welcome page your default home page

The first thing new visitors see when they visit your Facebook page is the Wall. This is the default

home page, but you can change it.

Your wall is a great place for your fans to connect with your brand and with others. However, it may

not be the best first impression. A better approach is to create a custom landing page and make it
your default home page. You can set your default landing page by logging in and going to “edit page’

and “edit wall settings.” Then change the default wall page to your new welcome page.
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EXAMPLE:HARVARDUNIVERSITY

Harvard has a welcome page that is both inviting to new visitors and makes it easy to connect in a

relevant and meaningful way.
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TIP #2: Ask visitors to like your page

Your goal is to persuade new visitors to click the like button. When they do, your content and status
updates will appear in their news feeds.

EXAMPLE:US OLYMPIC TEAM

The US Olympic team welcome page is bold and direct. It has a strong call to action and tells the
fans specifically how they can help the team.

facebook & ¢ =

US Olympic Team

Mon-Profit Organization - Colorado Springs, Colorado

B wan
] Info

&0 Friend Activity

B Grab Your PHOTO
% Donate

[ Athlete Chats
Team USA Shap
Photos

London Countdown

LIKE US ON

= Discussions faCEbOOk
:| Notes |

lily Pl
E Ewents
4 Achieve Witheut Limits Do you Like the U.5. Olympic and U.S. Paralympic Teams?
D Join Team USA How many times have you been inspired by seeing the flag rise and Mational Anthem play for
ﬂ Dlympic Day Map an American champion at the Olympic and Paralympic Games?
Less This is YOUR team, Team USA. Meet the athletes here, ask them questions, chat live and cheer
them an to victory on their road to London in 2012, Join Team USA today.
About

Here's how you can help:
To support LS. Olympic and

Paralympic athletes in 1) LIKE the .5, Olympic Team and U.5. Paralympics on Facebook. And encourage your friends
achieving sustained comp... and family to like us too. Then come back often, follow the action and make posts on topics that
More interest you.
2) Click here to 'Donate’ to the U.S. Olympic Team. Then challenge your friends to donate to
Team USA.

1,010,550 iike this

BEST PRACTICE: As soon as you have your first 25 fans, register your own unique username
(sometimes called a “vanity URL") for your Facebook page at http://facebook.com/username.
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http://facebook.com/username

EXAMPLE.BETTERHOMES ANBSGARDENS

Better Homes and Gardens has a simple and effective welcome page with a promise of exclusive
content. The only thing that would make this page stronger would be an arrow pointing to the like button.

Better Homes and Gardens |« Like

Magazine

Better
HOES
like our page

to get exclusive content,
polls, slideshows, and more!

B2 wan
7 Info

-8 BHG Insider
K&, Kitchen Adventures

E N .
= Discussions

D MNotes

Photos

E Events

About

Better Homes and Cardens
serves and connects women
who are passionate about...

More

222,789

people like this
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BEST PRACTICE: You can optimize the like button on Facebook by using a “Reveal” tab.
This custom tab is a teaser. Visitors to your Facebook page must become a fan to get access
to exclusive content.

EXAMPLE:POTTERYARN

The teaser page on the left gives a hint of the content the user can access as a Pottery Barn fan.

Once the user clicks the like button, they have full access to all the Facebook exclusive Pottery
Barn content.
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TIP #3: Make your welcome page work for you

Facebooks apps and iframes provide you a lot of options for layout and design of your welcome
page. You can create a welcome page that is both well branded and has links within and outside of

Facebook to further engage customers.

Your welcome page is not a static page that you develop and ignore. Test different welcome pages.
If you have developed a unique interactive Facebook app that is very popular, test it as your
welcome page. If your business is seasonal, change up your welcome page to integrate with your
website home page updates and offline marketing.
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EXAMPLE:HOMEDEPOT

Home Depot’s welcome page adds immediate value to the consumer by providing users with

answers to frequently asked how-to questions, links to weekly workshops and connects with users

on a personal level with fan photos.

The Home Depot [« Uk |

Retail and Consumer Merchandise - Atlanta, Georgia

THE ANSWERS TO ALL
YOUR HOW-TO QUESTIONS.

Swap lips, shame projact
know-how, and get
answars in our How-To
Community, the place
whane nomaownars, pra
contractors, product
manufacturars and
DiYars gathar to sham
thelr knowiadgae

Visit our How-To-Community =

APRONS IN ACTION

Armound the country, Homea Dapaot
aseaciates roll up thair sleeves and
valuntaer to restora and rmbuid
their communities. Help us decide
now to suppor thair projacts. Find
oul mone and vole al the link Dekw

FAN PHOTOS

Wa love our fans. Check out r
soma of our favorita pholos

Jain tha conversaton

B 180 = B3

Sian Wp tor Home Depat Emaits

HOW-TO 5 :
n COMMUNITY b E3) 20060/ = o YoufffB

KN
L& |

WEEKLY WORKSHOPS

Find out about the iales workshops
at your local Homa Depot

See the schedule = '?
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STEP -AKEOWPROFVIABENAMIC

Your profile image is the most seen image on your Facebook page.

A part of your profile image also shows up in thumbnails and newsfeeds. Create a profile image that
is reinforces your brand message and is instantly recognizable.

EXAMPLE:SOURCE GAS

SourceGas uses a predominant customer service phone number and visual imagery to reinforce its

brand message.

One number
for all your needs

800.563.0012

0

source'Gas
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EXAMPLE.KELLOGGSCHOOL 6 MANAGEMENT
Kellogg School of Management uses the full 540 pixels high by 180 pixels wide banner. As you can

see in the newsfeed only the top part of the banner is picked up for the thumbnail image.

Kellogg School of Management Alumni | tike

Education - Evanston, lllinois

Wall Kellogg School of Managem... - Top Posts «

Kellogg School of Management Alumni

Join us Thursday, June 9th, to hear Kyra Cavanaugh, President of Life
ALUMMN] Meets Work, share strategies for achieving sanity as a working
professional. She will discuss setting personal and professional
boundaries, letting go of “super parent” ideals and negotiating with others
for the life we want. Register by Jun 3rd.

Kellogg Alumni Network | Kellogg School of
Management | Morthwestern University - Events:
Event Deta

kelloggalumni.northwestern.edu

We are overloaded like never before with personal and
professional responsibilities, not to mention the
additional pressure the economy has placed on us. Ata
time when workloads and stress levels have never been
@ wall higher, we find ourselves asking Is work/life balance

&1 Info achievable?
By Friend Activity 1 Share
Photos ) 4 people like this.

'=H Video
Events
j Motes

From Values to Action - By Harry Kraemer
From Values to Action - By Harry Kraemer rises to #3 in Inc.com's
bestseller list...

Top Business Books

About WWwL.inc.com
Since 1908, the Kellogg School The month's best-selling business books, provided by Inc. and
of Management has made BOOCEQRead
strong leaders strong...
More ﬁ| Share
Kellogg School of Management
acheck—ins

Tweet much? Be careful. Professor Daniel Diermeier comments on the
Twitter security loopholes in light of the company's recent account
hijackings.

2,618 iike this
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STEP S5SEHOTRWO WNEWSEED

A picture is worth a thousand words.

In today’s world, it is worth even more if it is liked and shared with others on Facebook. When done
well, your Facebook photo strip can be a powerful branding tool.

After status updates, photos are the most used feature on Facebook. In addition, Facebook is one
of the most used photo sharing platforms on the entire Internet.

EXAMPLE:KRAFT MACARONI & CHEESE

Kraft Macaroni & Cheese uses the photo strip to encourage fans to connect on other social net-
works, try products and Facebook apps.

Kraft Macaroni & Cheese |« Like

Product/Service

SMILE COUNTER

EXAMPLE:REDBOX
Redboxes photo strip highlights the new releases for the week.

Redbox | = Like

Mowvies /Music

i 127 GEd T
m— . . -._th | v o
redbox [T, | . oy e

new releases . ¥ @ I
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http://developers.facebook.com/docs/guides/canvas/

Tap into the power of photo sharing.

First create photo albums that will be of interest to your customers. The album cover is the first

thing people see when someone clicks on the photo tab on your page. By default, Facebook also
displays the two most recent photo albums on the left-hand sidebar underneath the list of people
who like your page. When users visit a page, it’'s only natural for people to check out the number
of people who like that page — for social proof. Take advantage of this curiosity by creating an eye-

catching album cover. Even with a small number of likes, you'll appear to be ahead of the game,
as this is valuable real estate that most pages simply aren’t taking advantage of to engage fans
and prospective customers.

Underneath your photos, you'll see an Add a Caption link. Click it to open the popup where you
can describe your photos and include any external links. If you want to track and measure links
from your album, you will need to create a unique URL with tracking codes and or source codes
embedded.

BEST PRACTICE: Facebook will allow a total of 320 characters (including spaces) in your
album description before it hides the content and adds a "See More" link to the end of your
description. Keep your descriptions around one to two lines, and always put a line break
between your descriptions and link so that the content appears cleanly in the news feed.

©2011 CUSTOMER INSIGHT GROUP, INC.  PH: 303.422.9758 WWW.CUSTOMERINSIGHTGROUP.COM
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EXAMPLE:VICTORIASECRET
Over 4000 people liked Victoria Secrets’ Behind the Scenes with Refinery 29 album. The album also
reinforced the brand as a resource for fashion, beauty, shopping and generated 82 fan comments.

PN

Victoria's Secret Pink added 7 new pl
Scenes with Refinery 29,

Behind the Scenes with Refinery 29
Refinery29 ¥ PINKE Favorites! Go behind the scenes & see how top Tashion
bloggers style their PINK faves. http://bitly/PINKPICS

July L at F, 2O Share
1 4,180 people like this.

L) View all 84 comments
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STEP SSENCENTIVES

People have been offering incentives to get others to try their
product or service or join their club for years.

When you use an incentive it should make sense based on your business objective. If you want
product trial, you may offer a sample of the product or a discount on the initial order. If you want to
engage current customers and capture data on prospective customers for future marketing, you may
want to use a contest or sweepstakes. Regardless of the incentive you use, make it obvious that a
click of the Like button will result in a reward.

Facebook allows businesses to run promotions or contests through their Facebook fan page.
Contests and promotions are great marketing tools because they can help stir up buzz and get
people interested in your business. Contest entrants will likely be eager to sign up to receive
further promotional material in exchange for a chance to win a prize. Running your contest through
Facebook allows you to tap into your fans and more potential fans across the social network. The
more fans you have and the better your prize is, the more chance your contest has to go viral.

©2011 CUSTOMER INSIGHT GROUP, INC.  PH: 303.422.9758 WWW.CUSTOMERINSIGHTGROUP.COM | 16 |



EXAMPLE: COUNTRDOOR

Country Door’s Mother’s Day Sweepstakes is designed to engage current fans and to get new users
visiting their Facebook page to become a fan. When users Like the page, Country Door’s content
and status updates will appear in their news feeds. Country Door now has an open two-way channel
of communication.

™~ Click Like to Become a Fan!

Mother’s Day Sweepstakes

Share with us your most memorable Mother’s Day.
It can be a memory of your own
Mother’s Day or your mom’s special day.

You will be entered to win a
$200 Country Door shopping spree.
Contest ends May 5, 2011 at 10:00 pm PST.

One entry per fan. One winner will be selected.
The winner will be announced here on the Country Door Facebook wall.
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STEP % NCOURAGRACTION

The entire notion of social media is built upon interaction and
two-way communication.

Facebook fan pages have little to no chance of success if they aren’t interactive and engaging. But
it's not enough to sit back and wait to the interaction to begin. Get the ball rolling by:

* Asking questions your fans and friends can't help but answer

* Posting trivia, quizzes, and games

Creating a poll

* Planning weekly themes or events that fans can anticipate and join in

EXAMPLE:DIET COKE

Diet Coke posts polls regularly. Some polls are directly tied to the product while others are lifestyle
related questions.

How does Diet Coke taste best?

. From a can
... From a bottle
w Owerice

4,479 people voted.

g3 people like this.

Matalie Johnson an old fashion glass bottle not plastic
June 16 at 8:58am - «d 1 person

H Charles Thompson it's all in the formular;not the ice

What's your summer look?

Fifties floral

Pretty prints

SEOE®]

Naughty nautical
32,848 people voted.
r1 74 people like this.

July 2 at 6:40am

ﬁ Steven E. Leehr Jr. are these all ladies cllohoices, he
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http://www.facebook.com/AppVille?ref=ts
http://apps.facebook.com/opinionpoll/create

EXAMPLE:TARGET

Target’s Fun Finder app builds on the company’s TV advertisements. Fans can spin the wheel and
see any number of unique ways that Target makes summer fun.

Target + Fun Finder |« Like |

Retail and Consumer Merchandise

[ stere] ]
MAKE SUMMER FUNNER

C 2 a & ¥ O

SPIN AGAIN SHARE ACTIVITY  CREATEEVENT  INVITEFRIENDS  VIEW PRODUCT VIEW ACTIVITIES
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STEP -AKEOWKRCEBGCON TAREWS

Just like you wouldn’t leave your marketing and advertising
plan to chance.

The types of content published and the frequency of posting can be crucial since we want to create
active, engaged followers.

BEST PRACTICE: For a sample content matrix see this Google doc. Use a platform like
HootSuite, Social Oomph or ObjectiveMarketer to pre-schedule your content.

When users login to Facebook users are automatically directed to their “Top News” feed. Users can
switch over to the Most Recent view to see all updates from as many as 250 friends and Facebook
Pages. Facebook has acknowledged that 95% of users only read their “Top News” version of the
feed. Thus, to stay on your customer’s radar, your content must fall into the “Top News” category.

2] News Feed Top News - Most Recent

Status F‘hntc- #]] Link "% Video E Question

What's on your mind?

“Top News” is determined by Facebook’s Edge Rank, an algorithm that reflects three components:

* Affinity Score: The amount you have historically engaged with content by a person/page increases
your affinity to the content creator.

* Timing: The more recent the post, the higher it ranks.

* Weight: As posts are commented on, liked and shared by other Facebook users and their net-
works, their overall weight increases.

©2011 CUSTOMER INSIGHT GROUP, INC.  PH: 303.422.9758 WWW.CUSTOMERINSIGHTGROUP.COM | 20 |


https://spreadsheets.google.com/spreadsheet/ccc?key=0AiVCO4INmwMrdFAwWW5SVFdibWhlanZfSVRWSFA3VVE&hl=en_US#gid=0
http://hootsuite.com/
http://www.socialoomph.com/
http://objectivemarketer.com/

So, what should you do to continue to appear in the “Top News”
section of the News Feed?

* Post content at least twice a day.

* Consider your post timing. Depending on when your audience is online, you may want to post in
the am and after work hours

* Use calls to action in your posts. Encourage your fans to like, comment, or share your content to
increase the weight.

* Use photos and videos often.
* View Facebook Insights and learn what your fans like and care about.
* Include links and images within updates.

* Promote your Facebook offline. Promotions can drive interest, contests, and also resources.
Offline friends can make the world of difference.

* Create a content calendar for Facebook that adds value and supports the marketing message
across your other marketing channels.

And finally, test, test and refine.

By testing, you will know what topics interests your fans the most, the strength and feedback of
posts and which messages are likely to be shared the most.
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STEP -ODERGODE TE ND KACEBBPABE

Moderating your Facebook Fan page is a commitment that should be
taken seriously.

The content and ideas presented reflect your company’s image and should be constantly monitored
to “ensure quality assurance”. Being cognoscente of what’s going on your page and how best to
engage with that content and promote the best possible image is a responsibility just as important
as setting up your page and adding content.

You also want to provide guidelines for how you want visitors to communicate among themselves
and the brand. These guidelines are often included on the information page.

EXAMPLE:TARGET

We love hearing your thoughts, The Target Facebook page
is a community for our fans to actively engage with Target
and each other.

Please note, however, that comments, videos and pictures
posted to the Target Facebook page are not representative
of the opinions of Target and we do not confirm the
accuracy of any postings.

Target reserves the right to review and delete any fan
pasting for any or no reason, including any posting we
determine in our sole discretion is inappropriate or
offensive or otherwlse violates our Terms of Use. Repeat
offenders will be removed from the community.

http: f/bit.ly/aaleey

EXAMPLE:HARVARDUNIVERSITY

Terms of Service & Polides

Marvard Unkeersity encourages Facebook wsers (o interact weth each other in a
respectiul and meaninglul way on the Harvard wall and within the comment threads
al Harvard content. When posting to Hanvard s Facebook page, please keep in mind
that your name and photo appear next 10 pour commeents and are publicly wible
e Fyndeds of thousands of visigors (o the page

sarvard I3 not responsible for comments or wall postings made by visiiors 1o fhe

Dage and reserves The fght, a1 s sole discreton, 10 screen and remave any content
5 deems inappropriate, This Includes commerclal coment whose primary purpose s
io el @ procuct, a servsce, or other such pracbices via the Harvard page, 23 well a3
cor That harasses, abuses, (hreatens, or Im ary ofher way violaoes the rights of

others, We aiso reserve the right to remove posts containing amy amd all lenks

n adaimion, Hanard nlels the Terms of Service stanodards admindstersd by
faceboak. Facebook encourages all users to utilize the “Report” links. when they find
A s Do et
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STEP OROMOGREMPREMOTE

If you build it, will they come? Not if they don’t know it exists.

People must be lured to your fan page. There are many ways to promote your fan page and proac-
tively increase your base. Here are five tips to get your started.

TIP #1: Embed widgets on your website

Select from a number of the new Facebook Social Plugins and place them on your website and blog.
The Fan Box widget is now the Like Box and it works well to display your current fan page stream
and a selection of fans (see screenshot on next page with Whole Foods Market Facebook Like Box.)
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http://developers.facebook.com/docs/plugins/
http://developers.facebook.com/docs/reference/plugins/like-box/

EXAMPLE: WHOLE FOODS

Whole Foods Market’s Facebook Like Box brings the conversation to Whole Foods Market’s web site.
Customers don’t have to leave the company’s site to be social and to connect with the brand.

Find your store: Welcome, Guest Talk to us: Coupons
Twitter -

ZIP Code: - Login / Register [ Facebook

Flickr
Qur blog

SENR Alstores | Canada stores | UK stores Customner Service
RATLURAEAMORE NI RRE DL SRS . Jobs at Whole Foods Markat Email Newslatters

RECIPES  HEALTHSTARTSHERE  VALUES COMPANY  SHOP _

COMPANY INFO Whole Foods Market on Facebook Stores on Facebook

We're on Facebook! Become a fan to see all of our
news, updates, special events and to leave us

Find us on
Facebook

alley)
Also, in the list to the right are all of our stores that have Facebook pages.

Whole Foods Market on Facebook

e Like B
Arkansas
Whole Foods Market « Li

Meysa and Travis gave up their life in Boston to follow their California
instincts. Have you ever thought about making a big change

like that? Are the crazy?! Watch the first episode of 'Grow' on
Thrive'l .

+ Berkeley

Grow
www.youtube.com

Episode 1: Round Table Farm

GET LOCAL STORE NEWS
IN YOUR INBOX

Whole Foods Market .
Looking for something to do with those gorgeous $2.99/1b .
organic cherries? Try this: Scallops with Cherry-Tarragon Wil « L

Sauce - http:/ /www.wholefoodsmarket.com/recipes/3030

655,944 people like Whole Foods Market.

b -.

Elsa Conceicao Brandy Renee Sarah

Rieko Snookems Lisa Megan Louis Mary Jo lohn Winter

+ Novato
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TIP #2: Invite your email subscribers

Be sure to have the Facebook logo/badge appear in your HTML newsletters.

Find uson

Facebook

In addition, many companies use an incentive to improve the click through rate.

Entertaining S
B 1 Like us on Facebook
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TIP #3: Link your Twitter account

Link your Twitter account to your Facebook fan page and automatically post your Facebook content
to Twitter. You can edit what gets posted, choosing from Status Updates, Photos, Links, Notes and
Events.

You have 420 characters on the Facebook publisher and 140 on Twitter. In the tweet that goes out,
Facebook truncates your post past a certain character count and inserts a bit.ly link back to your
fan page. To track click-through stats on that link, just paste the bit.ly link that Facebook created for
you in your browser’s address bar and add a “+” sign to the end. This works for any bit.ly link!

We also recommend you promote your Facebook fan page on your Twitter background and possibly
in your Twitter bio/URL field too.

Authorize Facebook to use
your account?

Facebook
By Facebook

This application will be able to:

« HRead Tweets from your timeline.

= See who you follow, and follow new people.
» Update your profile.

+ Post Tweets for you.

www.lacebook.com/twitler
Facebook to Twittar

Cancel, and return to app

Usemame or email

Password

Forgot your password?

-

This application will not be able to:

« Access your direct messages.
« See your Twitter password.
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http://www.facebook.com/twitter/

TIP #4: Advertise on Facebook

Even with a nominal weekly/monthly budget, you should be able to boost your fan count using
Facebook’s own social ad feature. It's the most targeted traffic your money can buy. To buy an

ad, scroll to the foot of any page inside Facebook and click the link at the very bottom that says
“Advertising.” From there, you can walk through the wizard and get an excellent sense of how many
Facebook users are in your exact target market.

EXAMPLE: WILLIAMSONOMA

Williams-Sonoma advertises their fan page and Facebook users become a fan (click the Like button)
right from the ad as shown in the screenshot below. Additionally, Facebook displays friends who
have already liked Williams-Sonoma, thus creating social proof.

Williams-5Sonoma x

" Become a fan and be
the first to learn
about new products,
recipes, exclusive
promotions, special
events and more!

g Like - Diana Ferguson likes this.
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http://www.facebook.com/advertising/

TIP #5: Cross promote your Facebook fan page

Look at every piece of print and online media you use in your business. Your Facebook fan page
(as well as Twitter and any other social sites you're active on) should be clearly displayed. Put your
Facebook fan page link (and the logo) on your business cards, letterhead, brochures, print news-
letter, magazine ads, catalogs, products, etc.

EXAMPLE: COMATER CREEK

Coldwater Creek gives Facebook prominent positioning on their catalog back cover and mailing panel.

Coldwater Creek ormins

TSNS ACOET Ol

Ll :.'.”u-.g ita 1'.1:Li|;,~.‘.\ is a streich,
Shrer chiffun velres of

i iarridy « idag '.."l'n||'.

st s i skl i g kel kel deen Thew ghed b Lopmn
TR L o A o e e T T T T T
Fart F Lindyms Wakiom %o slfie skl ) i

g e b P O e Lo s, w1
po . Pt bl g o ey, Samd s !
S VAL THIN (e pairr,

AR RS v B - -

[ Y PSRN T PN (RIS T S PP | e ——— |
(PR TIPITTY e PR N S e e
irwondar s e Dl abele b ) w g ki, | ol 'y oten llad soal
S TN G AT

ANVCE N s ETRNE

iy Rl S i ey e s 8w e el
spa maus e bve ke by dsaders swibegf e s s s sl
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Lo Wi e et oo L o i i il i, o i
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AN BTSN sawwn s FERET

ruas el g AT g i e

FITRIY JANNT g o

f“llli‘llll{fl'lll'

ALWAYS,

e (i el A"l

ookdwatercreel com | BIE-253- DO

©2011 CUSTOMER INSIGHT GROUP, INC.  PH: 303.422.9758 WWW.CUSTOMERINSIGHTGROUP.COM | 28|



STEP 4HINRGo/

Facebook can help you engage your customers and extend your
reach to people your fans are connected to.

With search optimization tactics, you can also extend your reach to Facebook’s social networks huge
user base as well as Google search.

How do you do it? Here are five tips to optimize your Facebook page:
1. Name your page after your brand.

2. Link your fan page from your web site. Use your existing web site to help with your link building.

3. SEO your About box. The About box (on the left-hand side of your default wall tab) represents the
highest place in the CSS structure of the page to add some customer text. Add keyword-rich text
to this area so Google will know what you are all about.

4. Fill out your Info tab. Fill out this tab completely with useful links and keywords.

EXAMPLE:PEPSLCO

Pepsico featured Facebook and Twitter “above the fold” so that any customer visiting the site would
not miss seeing it and potentially become a fan.

@ PEP:60.93 (#-059)  CONTACT _
o
PEPSICO

[ |
Home Company |  Purpose Brands Investors Media Careers

* = .

Growth Through Innovation
\ m Performance with Purpose

The Promise of PepsiCo

© Innovation for a Healthier Food and Beverage Portfolio

Inside North America's No. 1 Food and Beverage Company

NOW AT PEPSICO

WHAT'S HAPPENING )

a7 [ e —
| B ST et
I 1"

t10®
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EXAMPLE:SKITTLES

With Facebook front and center on Skittles home page, It is not surprising that Skittles has over 18
million fans and increased their fan base another 7% last month.

EXPEBIENCE ENRRTEOT
\“r / " ?

uPLOLE T "$
i BN BTN

Shittles on Fareneca
Eilike 18,4553.505

TASTE THE RAVHBUW

For a list of the top 50 branded sites on Facebook, visit http://www.ignitesocialmedia.
com/facebook-marketing/top-50-branded-facebook-pages/
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©

CUSTOMER

INSIGHT GROUP, INC.

SPECIAL OFFER— FACEBOOK AND TWITTER

HSUE'(OH% ! 1 L L1 R
¥ Complete setup and/or review of Facebook Account
o Seed Company information and contact, create initial photo album and photo bar with
photos and descriptions you provide
o Create profile banner image
o Create welcome page
¥ Complete setup and/or review of Twitter Account
o Populate accounts with appropriate information, create profile background, and integrate
Facebook Feed to Twitter
¥ 1 hour of phone training on best practices on management

GROWTH $1,500
Includes everything in Foundation package plus
¥ 3 Month Social Media Strategy
o Full personalized outline of what to do and when over the first 3 months of you getting
started
¥ Facebook Fan Box and Twitter Widget Code
o Integrate Facebook and Twitter on your website or blog. We provide code to be placed
on your site or blog that will pull in Facebook and Twitter activity. Boost engagement
and interactivity. (Code installation separate)
¥ 1 week of monitoring and support
o Extension of 1 hour training to help put best practices into action in generating Fans and
Followers
¥  Quarter Report
o Stats and data at the end of your 3 Month Social Media Strategy
o Report card on how you did and areas of opportunity

ENGAGEMENT $2,475
"#$%&(*'+,-./"0)/")12% "&3-/2")3"&)4+25-.)63#730'()635%(

* Quarterly updates of welcome and profile image

* 1 week of monitoring and support

o Extension of 1 hour training to help you refine content strategy to improve engagement
as measured by fan feedback and comments

* Facebook Ads Manager Tutorial
Walk through of the new Facebook Ads Manager
Learn functionality, targeting, ad copy creation, and bid system
How to budget
Setup your first campaign (CPC Fees additional)

o O O O

Call 303.422.9758 to get started today!



