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Engage. Keep. Grow.
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�!�N�)�N�T�R�O�D�U�C�T�I�O�N�T�O�T�H�E�&�A�C�E�B�O�O�K�0�O�C�K�E�T�'�U�I�D�E
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. 

C U S T O M E R  I N S I G H T  G R O U P,  I NC. 

Customer Insight Group, Inc. isn’t just a  
thought leader in social media marketing— 
we’re a force at work. We help our clients 
engage in successful and profitable long-term 
relationships with each and every customer. 
We provide social media services including 
strategy, application development, blogging  
reputation management, profile creation, 
content creation and community growth  
and management.

Customer Relationships — Engage.Keep.Grow.
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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
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�3�T�E�P������ �3�E�T�Y�O�U�R�G�O�A�L�S

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

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. 

F ACE B O O K  I N S I G H T S 

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?

•   Increase brand awareness, favorability, and 
purchase intent

•   Create buzz about the brand where the target 
audiences are spending their time

•   Develop opportunities for the target audience 
to engage memorably and meaningfully with 
the brand

•   Improve customer service

•   Promote events and campaigns

•   Leverage customer insight to proactively 
respond to changes and opportunities  
in the marketplace

•   Drive traffic

•   Boost brand loyalty and advocacy

•   Get instant feedback about services & products

http://developers.facebook.com/docs/insights/
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�3�T�E�P������ �%�X�T�E�N�D�Y�O�U�R�B�R�A�N�D

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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EX A M P L E :  HA R V A R D  UN I V E R S I T Y

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. 

EX A M P L E :  U S OLY M P IC TE A M

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.

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.

http://facebook.com/username
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EX A M P L E :  BE T T E R  HO M E S  A N D  GA R D E N S

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. 
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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. 

EX A M P L E :  PO T T E R Y  BA R N

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. 

http://developers.facebook.com/docs/guides/canvas/
http://developers.facebook.com/blog/post/462/
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EX A M P L E :  HO M E  DE P O T

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. 
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�3�T�E�P������ �-�A�K�E�Y�O�U�R�P�R�O�F�I�L�E�I�M�A�G�E�D�Y�N�A�M�I�C

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. 

EX A M P L E :  SO U RCE  GA S

SourceGas uses a predominant customer service phone number and visual imagery to reinforce its 
brand message.
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EX A M P L E :  KE L L O G G  S CH O O L  OF MA N A G E M E N T

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.  
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�3�T�E�P������ �5�S�E�P�H�O�T�O�S�I�N�Y�O�U�R�N�E�W�S�F�E�E�D

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. 

EX A M P L E :  KR AFT  MACA R O N I  &  C H E E S E

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

EX A M P L E :  RE D B O X

Redboxes photo strip highlights the new releases for the week. 

http://developers.facebook.com/docs/guides/canvas/
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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.
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EX A M P L E :  VI CT O R I A  SECR E T

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. 
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�3�T�E�P������ �5�S�E�I�N�C�E�N�T�I�V�E�S

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.
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EX A M P L E :  C O U N T R Y  DO O R

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.
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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

EX A M P L E :  DI E T  C O K E

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

�3�T�E�P������ �%�N�C�O�U�R�A�G�E�I�N�T�E�R�A�C�T�I�O�N

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

http://www.facebook.com/AppVille?ref=ts
http://apps.facebook.com/opinionpoll/create
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EX A M P L E :  TA R G E T

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.  
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�3�T�E�P������ �-�A�K�E�Y�O�U�R�&�A�C�E�B�O�O�K�C�O�N�T�E�N�T�4�O�P�.�E�W�S

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.

“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.

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

https://spreadsheets.google.com/spreadsheet/ccc?key=0AiVCO4INmwMrdFAwWW5SVFdibWhlanZfSVRWSFA3VVE&hl=en_US#gid=0
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�3�T�E�P������ �-�O�D�E�R�A�T�E�C�O�N�T�E�N�T�O�N�Y�O�U�R�&�A�C�E�B�O�O�K�P�A�G�E

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. 

EX A M P L E :  TA R G E T

EX A M P L E :  HA R V A R D  UN I V E R S I T Y
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�3�T�E�P������ �0�R�O�M�O�T�E���P�R�O�M�O�T�E���P�R�O�M�O�T�E

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.) 

http://developers.facebook.com/docs/plugins/
http://developers.facebook.com/docs/reference/plugins/like-box/
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EX A M P L E :  W H O L E  F O O D S

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.
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TIP #2: Invite your email subscribers

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

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

�D�=�9�J�F���E�G�J�=
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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.

http://www.facebook.com/twitter/
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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.

EX A M P L E :  W I L L I A M S -SO N O M A 

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.

http://www.facebook.com/advertising/
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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.

EX A M P L E :  C O L DWA T E R  C R E E K

Coldwater Creek gives Facebook prominent positioning on their catalog back cover and mailing panel.  
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�3�T�E�P�������� �4�H�I�N�K�3�%�/

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. 

EX A M P L E :  PE P S ICO

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.  
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EX A M P L E :  SK I T T L E S

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. 

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

http://www.ignitesocialmedia.com/facebook-marketing/top-50-branded-facebook-pages/


Call 303.422.9758 to get started today!  

 
 

SPECIAL OFFER— FACEBOOK AND TWITTER 
!
!
"#$%&'()#% ! ! ! ! ! ! ! *+,- !

¥ 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'()6$%(!!

• "#$%&'%()!#*+$&',!-.!/'(0-1'!$2+!*%-.3('!31$4'!
• 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 

• 5$0'6--7!8+,!9$2$4'%!:#&-%3$(!!
o ;$(7!&<%-#4<!-.!&<'!2'/!5$0'6--7!8+,!9$2$4'%!
o ='$%2!.#20&3-2$(3&)>!&$%4'&324>!$+!0-*)!0%'$&3-2>!$2+!63+!,),&'1!
o ?-/!&-!6#+4'&!
o @'&#*!)-#%!.3%,&!0$1*$342!ABCB!5'',!$++3&3-2$(D!

 


