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Introduction

I want to thank you for choosing this book, Facebook Marketing Step by
Step: The Handy Guide.

Facebook marketing is a brilliant way not just to start but to also grow your
business with limited risk or investment. However, this is possible only
when you are aware of what needs to be done to effectively market on
Facebook. Do you want to learn about Facebook advertising and marketing
strategies? Do you want to learn how to start creating, running, and
analyzing ad campaigns? Do you want to leverage Facebook’s resources to
develop your online brand? Well, if yes, then this is the perfect book for
you.

With the help of this guide, you will be armed with all the essential
knowledge you need to succeed in the world of Facebook marketing. You
will learn about the fundamentals of Facebook marketing, how to use
Facebook Ads Manager, the steps involved in Facebook advertising, the
different analytical tools available to measure your progress, how to use
Facebook Pixel, the best metrics to track, and a variety of different tips to
create high-quality content.

Even if you don’t have any prior knowledge or experience in online or
social media marketing, you don’t have to worry. This book will act as your
guide and will help you achieve your social media marketing goals and
learn how to advertise your products on Facebook to maximize your returns
successfully.

So, if you are eager to learn more about marketing and advertising on
Facebook, then let us get started without further ado.



Chapter One: Introduction to Facebook

Facebook is the largest social network in the world with over 1 billion
active users. Apart from this, content on Facebook also attracts over 1
billion likes per day, along with millions of comments on various posts. It is
easy to see why Facebook can help businesses grow and why it would
benefit you to start using it for your own business.

Facebook is very user-friendly, and while it is used by many people for
entertainment purposes, it is also used by many businesses to promote their
brands. One of the great things about Facebook is how easy it is for you to
connect to your target group via Facebook. You can group your target
audience and send them group messages. You can share content with them
to promote your business and ongoing sales or promotions.

But just because you can effortlessly reach an audience doesn’t mean
marketing on Facebook is as simple as posting a picture. There is an art to
Facebook marketing which must be mastered. Before mastering it, however,
it is important to understand what can be gained by marketing on Facebook.



About Facebook Marketing

When Facebook was originally founded, its goal was to cater to college
students primarily. However, the use of Facebook is no longer limited to
college goers, and it has certainly come a long way. Everyone seems to use
Facebook now, regardless of age, gender, or location. It reaches a truly
global audience and, with its extensive user network, builds connections
that otherwise would have been nonexistent. The size of its platform has
revolutionized the way businesses and brands of all sizes can interact with
customers.

The marketing revolution started by Facebook was unprecedented,
particularly because Facebook was not the first social media site to take
over the internet. During the initial stages of the social networking
revolution, Myspace was quite a big name in the field. Between 2003 and
2006, the site had around 100 million users, and by June 2006, it had more
visitors than Google.

Then Facebook was created, and everything changed. By 2008, Facebook
had become more popular and had more users than Myspace. The increase
in Facebook’s popularity meant a decrease in the number of users of other
social networking platforms, so companies considered investing in
marketing on Facebook.

But that decision came with some uncertainty. Marketers were worried that
Facebook would lose its steam like other social networking sites. However,
Facebook has proven to be much stronger than past social media sites, and
even after over a decade, it is still considered to be among the most popular
and frequently accessed social networking platforms. The kind of access
Facebook provides businesses with is quite unheard of. You can reach a
global audience without having to worry about any geographic barriers or
differences in time zones. The conventional methods of marketing like
advertising by using billboards certainly don’t offer the reach like Facebook
does.



Facebook marketing is a simple concept. It’s the creation and active use of
Facebook as a communication and contact channel to attract potential
customers. To facilitate this process, the platform offers numerous features
that are available to the average user. Facebook users have the tools to
create custom profiles or even business pages for companies, organizations,
or groups that want to promote a product, service, or brand. The tools allow
for a much larger marketing campaign that other options such as billboards
or email blasts.

Facebook offers an ever-increasing audience, as well. Right now, there are
approximately one billion active users who represent approximately one
billion potential customers. That’s an audience that even a large
multinational company would have struggled to reach in the pre-Facebook
days.

The platform ensures that you can quickly reach this target audience
without having to worry about any geographical restrictions, and the large
number of Facebook users basically guarantees that you will be able to find
others interested in what you have to offer. While the number of people
interested in your business may be small at first, if you start posting high-
quality content that is engaging and interesting, then you will soon see that
the number of people following your page will increase. People want to
interact with an active and engaging page, so maintaining a lively page will
only serve to benefit you.

In the past, marketers stressed the importance of maintaining an active
website, and while that still applies today, it is important to realize that your
Facebook page is as important to the business as a website. Regardless of
whether you represent a small business or promote your brand, it is safe to
say that part of your customer base is active on Facebook.

Facebook marketing is unique in that it is a type of marketing that can be
used by anyone who has access to the internet. It is not restricted to a
certain field or niche. Brands that sell various types of food, electronics,
household items, restaurants, and any other type of product can be
advertised on the platform. It is also not restricted to only companies or
brands that generate high profits. Even small companies that may not
generate much profit are able to use the platform.



With its interactive platform, Facebook helps turn passive users into active
customers who can interact with you in ways that previously would have
been impossible. Access to Facebook is open to everyone, and the intimate
relationship it can build between customer and business is truly unlike any
other.



Using Facebook

The first step to mastering Facebook marketing is simple: Create a
Facebook profile. It only takes a few minutes to register to create your
Facebook profile. Once you register, you will be redirected to your
homepage. There you can customize your profile and make it as attractive
as possible.

After setting up a Facebook profile, you need to move on to the next step,
which is to create a dedicated Facebook page to promote your business or
brand online.

Facebook allows you to create a separate page for your business. This
means that you can create a page and send links to all your target audience
to motivate them to subscribe to your page. This is quite different from a
regular profile you create because you cannot “friend” anyone here. People
merely need to follow your page.

The goal of a Facebook page for your business is to give you a place where
you can provide your customers with information about your products,
product descriptions, and any other promotional activities. It will also allow
you to interact with customers and consumers and to actively engage your
audience in your business.

Creating a page for your business is easy, but there are several steps to
follow:

Step one: The very first step of the process i1s to wvisit
facebook.com/pages/create. Once you click on the link, you will be directed
to a page where you can start creating a Facebook page.

Step two: It is important that you carefully fill out all the fields displayed on
the screen. Try not to leave too much information blank. You will need to
select the type of business, add a profile picture, write a short description of
the business, create a username, and fill in the details in the “About”
section.



Filling out the details carefully while creating your Facebook page can
make all the difference between a good and a mediocre page. It is important
to take your time when creating the page to ensure that the information you
publish is accurate. Including the correct details, such as address and phone
number, will make it easier for potential clients to find your page.

Step three: Choose the right category for your business so people can easily
find it. You must consider all the different business options offered. These
can range from a local business, artist, band or celebrity, brand or product,
company or organization/institution, entertainment, or any other cause or
community. Go through these options and carefully select one that suits
your needs. By doing this, you can ensure that other users can find your
page easily.

Step four: The next step is to create a URL, which is the identifying web
address for your page. It is a good idea to include your business name in the
URL you create so that the users immediately know where they are being
directed when they see the link. You need to make finding your page as
easy possible if you want to make the most of marketing on Facebook. The
simple way to do this is by selecting the right URL and adding the
appropriate information.

Step five: Now that you have created your page, it is time to start actively
using it. Take some time to publish posts or pictures relevant to your
business. For example, if you are a restaurateur, you can upload the menu to
the page, post pictures of the food items, inform the users about all the
different dishes you serve at the restaurant, and tell them about your special
menu. Making this information easily accessible to your followers will
encourage them to continue following the page, and it may even prompt
them to take advantage of what you’re offering.

Step six: After following the above steps, your Facebook page will be ready
to share with a wider audience. Before inviting others to like and follow the
page, be sure to check your information to make sure everything is correct.
Make any needed changes to make sure your page is as professional as
possible. You should also ask a few friends and family members to look at
the page and suggest any changes you may need to make. Once everything
is done, and you make the necessary changes, you can send invitations to



other users. This is as simple as clicking on the “Community” tab and
selecting the option to invite your friends to like your page. You can enter a
person’s name and then select the “Invite” option. An invitation will be sent
to them.

Step seven: If you have a website for your business, the next step 1s to add a
"Like Us on Facebook™ icon to your site. This is important because you
need to tell your target audience that you exist on Facebook. You will also
need to copy your URL and paste it on all of the other social networking
sites that you use for your page. This may include Instagram, Twitter, or
LinkedIn. You should also place the link as your email signature so the
users know your business is active on Facebook.

Step eight: There is no point in creating a Facebook page if you don’t use it.
Now is the time to become active and start interacting with your audience.
Posting interesting content will ensure your audience is engaged and
interested in your page. Be sure to vary your content. For example, if you
started with pictures, you should start to add some videos. These videos
may include demonstration videos or other topics that you think your
audience will enjoy. Remember to cater your content to the people who
matter most: your followers.

Step nine: Some brands and businesses tend to hire dedicated teams for
managing their Facebook accounts and pages. However, this is optional
because you can run your page yourself. Hiring help will only increase the
costs involved, and you will have to set aside time to find an ideal social
media team. That’s why many people prefer to manage their own pages.

If you want to make the most of Facebook marketing, then you must
concentrate on the content you are posting. Make sure you are using only
high-quality images or videos and are using appealing descriptions for the
content you are uploading. Don’t just keep uploading pictures and text;
instead, try to mix it up a little. Start posting videos, gifs, and stories. You
can even take advantage of the ability to go live with Facebook Live. There
are several helpful features that Facebook provides, but you must use them
correctly in order to fully reap the benefits. This will help you ensure your
target audience is interested in the content you are posting.



Step ten: Establish a posting schedule and stick with it. Even if you are not
interested in publishing posts daily, you still need to post consistently. You
can choose to publish on different days, but be sure to select posting times
based on when most of your audience is using Facebook. When you do
this, it increases the chances of your posts appearing on the newsfeed of
your target audience. Remember to check the posts even after you have
posted them. Interact with your audience and answer any questions they
may ask. The point is to be interactive and tell them what they do not know
about your business and products.

Step eleven: Use your Facebook page to try to increase the traffic to your
website. You can easily do this by posting the kind of content you know
your target audience will like and appreciate. You can also link certain posts
to your website, which will encourage people to visit the site. Try to stop
thinking from the perspective of a marketer and instead think like your
potential audience.

Step twelve: Take advantage of different Facebook groups to promote your
page. Groups differ from Facebook pages because they allow group
moderators to restrict who can and cannot join the group. Groups also allow
you to send messages to just the people who are members of the group. If
you join another group, you can inform them about your page, and you can
easily direct traffic to your page. While it may seem effective to join as
many groups as possible, it’s best to stick to pages that are relevant to your
niche to ensure you are reaching people who will be interested in what you
have to offer. For example, if your Facebook page is related to fashion, then
it doesn’t make much sense to join a group about finance because members
will most likely not be interested in what you are selling.

Step thirteen: Place paid advertisements on your Facebook page to attract
visitors. This step is optional, but it will increase traffic on your Facebook
page. Simply put, paid Facebook ads are ads that you create through
Facebook and then place strategically in an effort to positively impact your
business. This may mean increasing downloads of a certain app or
promoting an ongoing deal. The idea of making your own ads may be
intimidating, but you will learn more about how to master ads later in this
book.



Those are the primary steps to follow when creating your Facebook page.
Keep in mind that your work doesn’t end there; it’s really just starting after
you create your Facebook page. You must keep updating it regularly and
consistently interacting with your audience to encourage them to keep
supporting your business. It is also important to understand the following
components of a Facebook page and the available tools.

Account name and bio

If you want to create a Facebook page, you must first choose a name that is
recognizable and short. You can use the brand name and include the region
you wish to target if you have one. For a profile picture, it's best to use
some type of graphic de sign or a recognizable character, such as a
logo.

For instance, the Facebook page for McDonald’s can be easily recognized
by users because of the name used and the logo. The Facebook page name
is McDonald’s, with special pages created for different regions. The profile
picture is the classic McDonald’s icon, the double golden arches.

Like McDonald’s, you must opt for a name and profile picture which will
help your target audience recognize your brand.

The bio on your page is a short description of what your business or brand
is about and the purpose you serve. Placing the link to your business
website in the bio 1s the simplest way to redirect the traffic to your website.
Therefore, it is important that the hyperlink included in the biography
redirects users to the right landing page. Before publishing your page, make
sure the hyperlink works properly.

Create awareness

Creating awareness of your brand is essential, and this is done through
effective marketing. You don’t have to go into this blind, however, and you
can use other brands’ successful marketing campaigns to help you
understand how to be successful. One way to do this is to figure out your
niche, or target, audience.



Once you find the niche audience you are targeting, check for a similar page
or people who are influencing that niche. A simple search on Facebook will
help you identify the influencers in the niche. For instance, if you are in the
restaurant business, try searching for “restaurants” on Facebook. The results
will show you a list of the top trending posts, tags, accounts, and places
related to the search. Model your marketing approach after the most
successful ones in your niche.

It's important that you analyze the composition and style of the photos and
videos taken by such influencers in your niche to get an idea of the kind of
content you must post. The awareness about your business on Facebook
will increase when you create content that leaves a good impression on the
users.

It is important to create a strong foundation based on innovative and
engaging content. This contributes to the success of your brand on not just
Facebook but any other social networking sites you use. Keep in mind that
people use Facebook to access original and engaging content that adds
some value to their lives. Users don’t access Facebook to see ad campaigns.
So, if you want to market on Facebook, you need to tread the fine line
between being a good marketer and maintaining a social profile. You will
learn more about this in the subsequent chapters.

Promotions

Running contests and promotions is a great way to engage your customers.
If you're running contests or campaigns, it's best to use Facebook to reach a
wider audience. When distributing prizes, it's better to scale the prize based
on the engagement shown by the users. If a lot of effort is required, it is
better to distribute prizes that will increase the rate of participation and the
interest of participants. For instance, Eggo, a frozen waffle company, hosted
a two-part contest on Facebook. It was essentially a recipe contest where
the entrants had to submit their best recipe for making waffles. The second
part of the contest was that the followers of the Eggo page had to vote for
the recipe they liked the best and the winner was awarded $5000.



One of the simplest and most basic contests is the Like and Comment
contest. Users can like and comment on photos or videos posted on your
brand page, and they enter a contest that is valid for a short period. You can
use Facebook Insights to track entries and contact the winners. You can
change this contest by asking users to take a picture or use a specific phrase.
For instance, you can host a contest where the participants need to post a
picture using a specific phrase or hashtag you created. You will learn more
about Facebook Insights in the coming chapters.

When a contest ends, you can publish the winning posts while announcing
the winners. When you declare winners and give them a prize which can be
something as simple as a shout out, it will encourage other users to
participate in any future contents you host.

When you start attracting the audience and engaging with them by
responding to their comments or acknowledging them for liking your
content, you are essentially working on developing a good relationship
between your brand and the other users or your target audience. Using
original content is the best way to increase your reach. If you are using any
user-generated content, then please ensure that you seek the permission of
the creator before using such content to avoid any legal issues.

Community management

If you are active in a Facebook group, you can increase your brand
awareness. You will get to know about the brand’s community better when
you follow those who are the spokespersons, influencers, partners, and
advocates of the brand. However, if you track and respond to comments,
you can extend the ongoing conversation. It is always good to reward your
followers for being loyal to your brand. Giving them simple benefits such
as discounts, promotional codes, gifts, and product samples will make an
indelible impression.

Facebook analysis

If you want to measure the effectiveness of the content you post, you need
to examine two metrics: reach and engagement. It is important to keep track



of other data too, but these are the key performance indicators that help
assess brand performance on Instagram.

Reach: This is the total number of people who have seen all the content you
have placed on your brand page. The most popular content on Facebook
will easily show up when you search for a topic or keyword associated with
such content. By installing certain benchmarks for the kind of content you
want to post, you can improve the content you publish and easily increase
the number of subscribers. These benchmarks will help you create content
that appeals to the audience of your brand. If your profile has hundreds of
views, you can get more people to follow your brand, increasing your reach.

Engagement: On Facebook, engagement is measured by the number of likes
and comments on a post. You can track different types of data, such as
filters and their performance, content, and style of the content that has
attracted the most attention, to increase your engagement.

You will learn more about analyzing and tracking the important metrics on
Facebook in the coming chapters.



Facebook Apps

Facebook is also available on mobile devices. The user interface is
extremely simple and easy to use and will help you navigate through the
different aspects of a typical page. Most users check their newsfeed to
update themselves about all the posts posted by those they follow.

Facebook also has various applications that can be useful for anyone
running a social media business portfolio. These applications were made for
the sole reason of helping businesses have a good social media presence.

Facebook Groups is one such application. You can create a Facebook group
for your product, business, or just your staff. The main purpose of this
application is to manage groups easily. A Facebook group helps
communicate with all those who are integral to your business or will help
you in some way. You can review all the posts and deal with the members;
you don’t have to open your Facebook app every time for this.

The second app is called Facebook Page Manager; it's a must for anyone
trying to increase the reach of their page. Managing a page is not simple,
and it requires a lot of work. It can be hard to deal with page-related tasks
on the regular app. Page Manager has a brilliant and easy to use interface
that is perfect for anyone managing a page from their phone. It allows you
to customize your page, deal with the settings, and fix any other issues just
from your phone. The app really lets you work on the go because you can
manage the pages on your mobile phone, use Page Insights present in the
app to check how your page is doing, and make any necessary changes. For
instance, the app shows information like the content with the highest
engagement rate, and you can use this information to create content which
will appeal to your target audience.



How Facebook Helps Businesses

Facebook as a whole is a great way to grow a business, but it also offers
smaller features that further allow you to improve your marketing
techniques.

Quickly reach the target audience

With Facebook, you can reach many people in no time. It's not just about
sharing information about your product with all those people; it's about
reaching your target audience as quickly as possible. Facebook helps you to
reach your target group in the shortest possible time, and it also allows you
to customize your audience.

Ease

With Facebook, people can easily find your company, your brand, or the
products and services you offer. It seems almost everyone has a Facebook
account, regardless of their age, and many of those people spend a lot of
time browsing the various product pages on the site. Having a Facebook
page makes it easier for your audience to find you. This is easier than trying
to find the address of your corporate website on the internet.

Chat rooms

Facebook offers the opportunity to communicate with your potential
customers and existing customers on your Facebook corporate page. Any
complaints and problems can be rectified immediately. This helps to
maintain clarity in business practice, build trust, and build customer loyalty.

Low cost



You can share real-time information about your products and services
without worrying about the costs involved. Free advertising is the best form
of advertising.

Viral advertising

Those who like your Facebook page can easily share your page and even
post about their experiences on their Facebook accounts. If you can
influence other users about your Facebook page, brand, business, or
activities, then they can, in turn, influence their followers about the same.
This tends to have a cascading effect when it comes to online marketing,
and it will help increase the traffic to your pages. This is what viral
marketing is all about, and Facebook will help you achieve this goal.

Target customers

You have the opportunity to focus on those people who are interested in
what you are offering. Because these people willingly become part of your
Facebook page, you can offer them special notifications about future offers,
promotions, etc. before other customers hear about them. For example, an
invitation to a launch event may be sent to hundreds of people. However,
granting a special discount to all previously registered individuals will
certainly attract more people.

The fact that there are more than a billion active users does not mean that
everyone likes your page. It makes no sense to target every user on
Facebook. Instead, it is sensible to target the audience who will be
interested in your brand or business, and Facebook helps. Once you
understand this, it's not that difficult to create a marketing strategy.

You can easily get likes and focus your ads to target such users by posting
quality content. If you have a local business, you need to position your ads
to reach potential customers who live within 10 to 15 miles. Advertising
may be a little expensive, but the likelihood of reaching your potential
customers is higher. Placing advertising on TV or even in a local newspaper
is not only expensive, but you also may never know if it has reached your



target audience or not. With Facebook ads, you can know whether or not
you've targeted your ad correctly.

Social proof

Social proof is a psychological occurrence where people tend to copy or
imitate the actions of others in order to portray the appropriate behavior
according to a situation. One example of this would be using products
endorsed by celebrities.

Social proof is very important to any business because it can persuade
customers to buy a product simply because other people are using it. People
can also be persuaded to like, comment, or share one of your posts because
others have done the same. The number of likes, shares, and comments you
receive helps increase your online presence. It also may give you the
confidence you need to work on a wider range of products or services. All
these likes and promotions can also help you determine if the public
approves of what you are doing.

Understand customer behavior

Understanding customer behavior means you understand what things attract
the attention of the audience and which ones make them take action. This
will help the company to develop a marketing and advertising strategy that
takes into account the needs and sympathies of its customers. You can use
Google Analytics to understand customer behavior.

Understand data

Facebook helps track a lot of data related to your business efforts on the
platform. By analyzing this data, you can easily determine whether your
marketing and advertising efforts are paying off or not. This is very useful
when it comes to making decisions because it ensures that all the decisions
you make will pay off. The data are designed to help companies get a
detailed analysis of how their site is accessed. Data can change the



marketing strategy of any business significantly, and you will learn more
about this in the coming sections.

Gather new customers

If you want to secure a long-term and sustainable business, then you need
people to do more than just like your company’s Facebook page. What will
you do if your Facebook page fails and customers are unable to interact
with you on it? You should be able to connect with your customers in ways
that go beyond Facebook. Smart companies collect potential customers by
capturing email addresses so they can communicate with their customers
outside of Facebook.

All of this wusually happens through competitions, giveaways, and
newsletters. However, you must be careful about how you use all of this
information. For example, you should not spam your fans or customers by
sending them multiple emails a day. Email them once or twice a week, and
make sure the promotional content you provide resonates with your target
audience and the people receiving the emails.

Reduce your marketing costs

You do not have to spend anything to open your own Facebook page for
your brand or business. If you like, you can hire a graphic designer to
design your profile and cover, but this is not necessary. You can take a
picture of your business, and it will be fine. Until you start paying for
advertising to get likes on your page, you do not have to spend anything to
customize your page.

Compared to regular advertising, advertising on Facebook is quite cheap,
and 1t helps you to reach a wider audience. The number of people
participating on your page also increases the visibility of your page. This
will help you to attract more attention without doing a large amount of
work. Targeting your ads to people who are interested in your product can
help reduce your costs.



Use Facebook Insights

There are some people who are really good at analyzing data, and then there
are some people who tend to struggle. A nice perk with Facebook is that
you don’t have to worry about number crunching for analyzing data
because Facebook Insights will do this for you. It simplifies the entire data
process. The information provided is not only easy to understand, but it also
provides what is truly useful for business owners.

Insights provides information about the number of likes a page has
received, how much coverage posts and pages have received, a summary of
page activity, and more. You also have the capability to check how a
particular post works, the overall demographics of your followers, and other
important metrics. The results of the Insights analysis are easy to analyze,
and you do not have to understand any technical issues. When you compare
this to traditional advertising techniques, you will realize that Facebook
Insights makes advertising quite simple. All of this data will be useful as
you develop your marketing and advertising strategies since you can create
better ads to will target your ideal audience.

Sets brand loyalty

In addition to building a customer base and selling products, you can
increase brand loyalty with your Facebook page.

What exactly does brand loyalty mean? As you continue to provide
valuable and engaging content, your followers remain loyal and ignore your
mistakes.

Nowadays, people often turn to social networks for searching for brands or
businesses to start buying from. If your subscribers find that your brand or
business is sufficiently active and responsive on the Internet, they're more
likely to engage with you than they would be with a company without a
Facebook presence or a poorly managed site. In this age of technology, the
Internet has become an important part of our lives. Social networks are an
effective substitute for real-time conversations. People usually turn to social
networks to exchange opinions about different things. If your brand is



represented on social networks, your chances of winning new customers
and retaining existing ones are higher.

Increases your web traffic

An intelligent Facebook site owner uses the Facebook page to direct traffic
to the website. If you want to be a good marketer, you need to do more than
just get viewers on your Facebook page. You need to publish links along
with messages to encourage traffic on your site. A good content strategy
should include publishing links to your website. You can post information
about the content associated with your website twice a day and combine it
with a few other carefree posts to attract an audience. If you have the right
placement strategy when posting content on Facebook, you can increase
your web traffic.

SEO advertising

SEO stands for search engine optimization, and it is vital to growing your
online presence. Simply put, it helps increase the quality as well as the
quantity of website traffic by increasing the visibility of the website or the
webpage to the users of a specific search engine.

SEO and its relationship with Facebook are a topic that is often discussed.
Some people believe that the information you provide in the About section
of a company page can be searched for on Google, but that belief hasn’t
been confirmed or disproved. If you're doing a simple Google search for
your business page, your Facebook business page will be one of the first
results you see if you have a Facebook page. In marketing, it helps if more
people can find you easily. Everything is good for your business, and a
Facebook page will help to improve your visibility on the Internet.

Mobile access
Most Facebook users access this social platform through their mobile

devices, including smartphones and tablets. The nice thing about the
Facebook page is that Facebook will do all the hard work for you. This



means that your Facebook page will automatically be optimized for viewing
on the desktop or a mobile device, depending on which device the user is
accessing. The exception is a tab that displays custom applications on your
corporate page that appear when you access Facebook through your
desktop, but not on mobile devices (unless you provide mobile-friendly
links). So, by optimizing the Facebook page to be displayed on a mobile
phone, you make the page more user-friendly. When users view their
Facebook corporate page on their mobile device, they need to be able to
easily find opening hours, address, ratings, phone numbers, and reviews, if
any. You need to make sure your page contains useful information.

Competition

Facebook has a new feature that lets you keep an eye on the competition in
the marketplace. This does not mean that you can view their offers or see
their sales or results from different ads. However, this is a great way to see
how your competitors and others in your niche are growing on this social
platform. Going through the kind of content your competitors are using will
help make it easier for you to understand whether the audience is
responding to such content or not. If you see a strategy that works, then you
can implement it too.

You have the option to customize your channel. You can add a list of your
competitors and track their results. Facebook also provides you with a list
of similar business deals near you that you can activate by clicking the
"View Page" option. You can choose five or more pages according to your
wishes. If you look at the pages in this release, you'll see if there's any
activity or user interaction on the page. In that case, you can check what
they are doing. This will help you develop new ideas that can work for you
as well.



Facebook for Business

Facebook offers numerous resources for business, but here are some of the
most useful.

Facebook for business

The first resource you need is Facebook for business. If this is your first
attempt to use Facebook to promote your business, be sure to check out the
Facebook for the Business page first. On this page, you'll find useful
information on how to increase sales, increase brand awareness, and search
for the latest updates and tools available on Facebook.

Advertiser support

Facebook is an amazing platform for reaching your target audience through
targeted advertising campaigns. To find out where to start, visit the
advertiser support page on Facebook. Any questions you have about
advertising on Facebook will be answered on this page.

Training for advertisers

You will need to visit the Facebook Advertiser Training page to learn more
about how Facebook can help your business succeed. Here you will find all
the information on Facebook pages, Facebook advertising, best practices,
and much more. There are about 34 e-learning modules on the Facebook
Blueprint page that allow you to gain hands-on experience and practical
experience on best practices and resources on Facebook. All you need to
access this page is a Facebook account. You can even find specific online
courses created specifically for your business that are available free of cost.

Video tutorials



To learn more about how to create brilliant videos for your Facebook profile
or page and to understand how the videos work. you need to visit the video
lessons Facebook page. This page contains various success stories and
tutorials that will inspire you.

Creative tools and tips

Facebook is very popular with marketers and users but not a lot of people
know how to optimally use this platform. This is especially true with ads.
Many people understand that ads must be creative and attractive in order to
engage an audience, but they don’t realize that creating such ads is possible
through Facebook. Many people have a limited budget, so they assume that
Facebook ads are out of reach. But that’s not true.

Facebook has created the Facebook Creative Shop. This is your one-stop-
shop for all Facebook-developed tools that can improve the quality of your
ads and reach a wider audience on a budget. The Facebook team is
constantly working with the company to develop various tools, processes,
and creative ideas to help it grow.

Guide for Advertisers

If you want to get expert tips on creating brilliant ads on Facebook, visit the
Facebook Guide for Advertisers page. On this page, you will find all the
information you need to develop effective and efficient ads on Facebook.
Some of the topics covered here are ways to help you get more conversions
or how to improve the visibility of your ads.

Advertising on Facebook differs based on your audience and your goals. By
going through the different free courses available on the Facebook Business
page along with all the different suggestions given in this book, you can
start creating well-optimized Facebook ads.

Advertising policy



It is important that you are familiar with the guidelines for Facebook
advertising. Before your ad shows up and you can connect to your
audience, the ad you develop or your ad campaign needs to be in sync with
Facebook's advertising policies. All necessary information is available
when viewing ads on Facebook.

On the Advertising Policies page, you'll find a list of reasons why your ad
can be disapproved and a list of all prohibited content. For instance,
Facebook prohibits any ads related to gambling, the lottery, alcohol, and
cigarettes, as well as ads featuring any drugs, weapons, arms and
explosives, violent content, malware or spyware equipment, unsafe diet
supplements, “adult” content, and counterfeit documents. Only if the ad
complies with all these rules will you be able to start an advertising
campaign.

Help Center

If you have questions about using Facebook for your business, you can find
the answers to these questions in the Help Center. Here you can get useful
information on topics like password management and problem reporting. If
you have specific questions, you can post them on the help page, and the
Facebook Help Team and other Facebook users will answer your questions.
You can also read questions from other Facebook users. If you have any
suggestions or feedback that you would like to share with the team on
Facebook, you can post it on the Help Page.



Chapter Two: Fundamentals of Facebook

Marketing

There are three main aspects of Facebook that you'll learn about in this
section: target audience, engagement, and conversion.



Create a Target Audience

The importance of creating a target audience cannot be overstated. It is
essential if you want to successfully market your product or business on
Facebook. To do this, you need to understand how to best create that
audience.

Set a routine

You need to make sure that the routine for publishing the content you select
is appealing to your audience. Do you know your target group? If you do
not know this, here are some questions that will help you understand your
target audience.

How old is your ideal customer base?

Are you targeting a specific gender?

Where does your audience mostly live?

What type of content does most of your audience usually value?
What are the usual questions your audience tends to ask?

Use this knowledge to help you cater your content and posting schedule to
what most of your audience prefers. You must determine a specific schedule
for posting your content. If you have a structure, you can ensure that the
content reaches the audience. Your goal is not only to attract your current
users but also to encourage them to spread information about your business.

Search

Graph Search is a great tool to help you explore your brand's audience. If
you do not have a well-established audience, you need to learn more about
the users who visit sites that are related to the products or services you
offer. The first thing you need to do is select two Facebook pages that are
either your competitors or are similar to yours. Then you have to look for



sites that appeal to their fans. For example, search for "pages that people
like who like Nike and Reebok." The search results for this listing will help
you analyze the content your audience is interested in.

Targeted ads on Facebook

All the information you gathered in the previous step must now be put to
use. Whenever you decide to advertise on Facebook, you must ensure that
your ads are well targeted. Therefore, make sure that they appear only on
the pages of all the people who correspond to your ideal target audience. If
you don’t do this and you try to target all the users on Facebook, you will
merely be increasing your marketing costs without much yield.

Premium content

You have to create content that is not only valuable but is also something
that appeals to your target audience. You cannot expect to attract an
audience unless you offer them something attractive. One way to do this is
to offer them free premium content to stay true to your brand. For instance,
if you have a Facebook business page for your restaurant, then the kind of
content you offer must be related to your business or niche. If you start
posting about politics on a page which was meant for promoting your
restaurant, you will be turning your audience away.

Hashtags

The use of hashtags on Facebook has become very popular recently.
Hashtags are phrases or words that are used to mark something as being
related to a certain topic. They are preceded by a # sign, such as
#advertising.

Hashtags are a great way to reach a wider audience. You can search for
hashtags that currently are trending in your niche and use them to increase
your reach. Use hashtags that are appropriate for the content you offer.
Whenever a Facebook user searches for a hashtag, all pages associated with
that particular hashtag are displayed in the search results. For instance, you



can use a hashtag like #freshandyummyfood for promoting your restaurant
business. So, whenever a user searches for this hashtag, your Facebook
business page will pop up. This is a simple and effective way to improve
visibility on the Internet.

Network

If you have not been online yet, you need to get started right away. You
need to be able to look beyond Facebook if you want to promote your
business and create a large audience. Collaborate with bloggers and
influential people on other social networking sites to send links to your
Facebook page. The simplest way to network is by using Facebook to
message them or by contacting them on any other social media platform
they are active on.



Engagement

Engagement refers to any interactions your target audience have with your
business or brand on Facebook. It can be in the form of likes or comments
on posts, by sharing posts or even by messaging on Facebook. The key to
understanding engagement is realizing that once you have created an
audience, your work doesn’t stop there; it is just beginning. You must
maintain your current audience while working to increase your audience.
You'll need to learn how to increase Facebook's activity.

In this section, you'll learn about a few simple things you can do to increase
your interest in Facebook.

Your personality

Social media is all about social. Nobody wants to interact with a media bot.
Instead, you need to prove the identity of your company or brand in your
Facebook posts. You need to make your business sociable for your audience
because only then will they want to engage with it. The best way to go
about doing this is by promptly responding to any comments or likes you
receive on posts, by acknowledging your followers, or any other type of
engagement along those lines.

Ask questions

If you want people to connect to your posts, the easiest way is to ask
questions. You can ask your fans and subscribers specific questions and
wait for their answers. You can ask them questions about everything, but
make sure the questions you ask are not too technical. The idea is to make
your followers talk. For instance, on your restaurant’s business page, you
can post the picture of your idea of comfort food and ask the followers to
comment with their favorite comfort foods. It is all about starting a
conversation.



Images

A picture is worth a thousand words, and this is true on Facebook. You can
send a meaningful message across by using multiple stories because images
tend to look more attractive compared to the text. It will benefit you to take
some photos to promote your business or brand and then post them on
Facebook. It will also help your followers understand what your business is
about. You can also start using Facebook Stories where you can post videos
or pictures. Posting pictures related to your business, employees, and
customers. Use more visual media instead of solely depending on textual
posts.

Sneak peek

The amazing thing about using Facebook as a marketing tool is that you can
promote your business without looking for too much advertising. You can
post snapshots of employees, customers, your daily operations, behind-the-
scenes work, or even information about an upcoming event. In a way, these
pictures give your company a human feel, and that’s what people want.

Specific content

You should pay attention to the type of content your audience responds to.
If they don’t seem interested in a specific topic, don’t post it.

You also need to focus on posting content that will maximize the number of
likes, shares, and comments. To ensure people comment, like, and share,
you must once again focus on creating content which appeals to your
audience. The more likes, shares, and comments you receive in your posts,
the wider your potential audience.

Fan content

The easiest way to build relationships on social networks is by sharing other
people’s content. If you've ever come across useful content, even if it comes
from other companies, do not hesitate to share it. Share the news with your



subscribers. Everyone appreciates good and useful content, but do not
prioritize posting any content over posting quality content.

Simple posts

Sometimes a simple text status can have a huge impact. You do not always
have to share tons of information or long messages. A simple post does its
job. No matter what you decide, have fun and don’t always try to make the
content about your business or brand. If you want your subscriber base to
grow, you need to make the page interesting. If all you post is promotional
material and ads, your audience will quickly lose interest and you will start
losing followers.



Conversion

One of the most important indicators a social marketer can track on
Facebook is the conversion rate. A conversion occurs when a person
interacts with an ad you post and then performs an action beneficial to your
business. It can also be viewed as the point where the user decides to switch
from a normal browser to a customer. This can apply to an online purchase
or even a call to your business. And the potential for a high number of
conversions 1s vast considering that Facebook boasts over 650 million
visitors per day.

For most marketers, the conversion is a top priority. A good conversion rate
is an indicator of success. Remember, though, that the conversion is not
always associated with purchases and actions of the driver. The goal of the
campaign may be to increase the subscription to the weekly newsletter or to
encourage customers to add more products to their wish list.

Luckily for businesses, Facebook is one of the best conversion platforms. In
this section, you'll learn how to increase conversion and further benefit your
business or brand.

Define a conversion event

Before you think about conversions, you must first decide what action
people should take after viewing the ad. The different types of conversions
that Facebook supports include viewing content, adding products to their
wish list, starting the order, and purchasing. You can even create your
conversion events if you have a specific goal. You cannot expect an ad to
reach all your conversion goals, so you will have to create different ads to
achieve different goals.

Do not forget the goal



There is a direct connection between the ad and the landing page, or the
page or the website the link in the ad redirects the users to. The ad is only as
good as the landing page. When you choose a location to convert, you need
to make sure everything is ready and the ad delivers as promised.

There are a number of things you should consider when preparing your
landing page. You must implement pixels (a code from Facebook that
allows you to track conversion data) if you want to track an event. After
you've determined the landing page, you'll need to add the Facebook Pixel
code to track the event.

There must also be continuity between the ad and the landing page. For
example, if an ad is for shoes and a landing page redirects a customer to a
page about apparel, then the ad doesn’t serve its purpose.

Today, many people do online shopping on their smartphones, so it makes
sense to send traffic to your application. Therefore, you must optimize the
application to increase the conversion rate.

Visuals

You must use attractive visual effects to attract your potential customers.
The user’s first impression of your company or brand is the design that they
see, so you can think of the visual the users see as being similar to the way
you would greet someone by shaking their hand when you first meet.

There are a few things you should consider when designing visual elements
for advertising. You need to make sure that you do not clutter the images
along with the text. A good idea is to save text on pictures. When you fill an
ad with images and text, it looks chaotic, and there is a chance a potential
customer will scroll through the ad.

Visual elements should also have a high resolution because all low-
resolution visual elements give a bad image of your brand. Moving pictures
are better than static pictures, so try using a GIF, or moving image,
whenever possible.

Short and sweet



If the ad contains too much content, the conversion rate is very low, so you
have to make a short and simple copy. Try to use personal pronouns (like us
or we) to establish a relationship between the audience and the business.
Avoid jargon and keep it short. A short text looks attractive, and too much
text can be quite overwhelming.

Call to action

Conversion is the motivation to act. Therefore, you must insert a call to
action in the ad. You can use active verbs such as start, search, explore, or
even detect to increase your conversion rate. If you'd like to increase the
number of purchases or subscriptions, you can use expressions like “buy
now” or “register now.”

Target group

When creating an ad, you must select a group you want to target. If you
select this, Facebook will help you find more users with similar interests.
This will allow you to further expand your audience and reach more people.
The bigger your audience, the higher your conversion rate.

Optimize for conversions

By now, you have learned different strategies for optimizing or increasing
your conversions. However, another option is to enable the "Conversion"
checkbox on Facebook. Go to the "Budget and Schedule" form —
"Delivery Optimization" section — and tick "Conversions." You will learn
more about the optimization of Facebook ads in the coming chapters.

Format of display

You have to select a specific advertising format on Facebook according to
the goals of your advertising campaign. Some formats can serve a particular
advertising campaign better than other options. For example, Adidas used



videos with the Facebook Collection feature to demonstrate the various
Z.N.E Road Trip Hoodie features and reduce the overall cost of conversion.

There are some things to keep in mind when choosing an ad format. You
can use carousel or group displays if you want to present some products or
different functions. Ads with Facebook offers are a good idea if you want to
publish special offers or discounts as an incentive to buy. If you want to use
stunning visual effects and impressions that look good in full-screen mode,
choose Facebook Canvas. There are numerous types of ads which we will
discuss in upcoming chapters.



Facebook Marketing Tools

From the perspective branding, Facebook is different from other platforms
in the history of marketing. It has more than 1.6 billion active users, offers
international reach, free page creation, and i1s an excellent platform for
advertising, regardless of your budget. Facebook can now run third-party
advertising, which further increases the likelihood of success in this
network. On Facebook, you can do everything from ads to promotions.
Facebook marketing becomes easy if you understand the basics. There are
many opportunities for marketers and advertisers.

Although marketing on Facebook is relatively easy, it isn’t without its
challenges. Many people lack enough knowledge to successfully use the
platform. Facebook is pretty easy to use, and you certainly do not have to
be a tech guru to understand this platform. Facebook simplifies the process
by providing creation and management tools, but not many are aware of
their existence.

Manually creating advertisements can be frustrating and inconvenient. Even
if you have a really good idea, developing a separate ad on this platform is
very time-consuming. This is a pretty big investment, especially for small
businesses.

Another major obstacle that most newcomers to the Facebook marketing
world face is that they depend on superficial numbers, such as the total
number of likes or views they've received. These metrics should not be your
only goal. The main concern should be ROI (return on investment). With
the right tools and some knowledge, this can be calculated fairly easily.

These obstacles may seem overwhelming, but you don’t have to worry
about them. Third-party developers are working to simplify your Facebook
marketing process. There are a few tools that you should familiarize
yourself with. These tools help to overcome or completely avoid these
obstacles. Some of the most useful ones are listed below.

Flow



Developed by Driftrock, this is a tool designed for developing well-
optimized and targeted ads for Facebook as well as Instagram. It syncs with
your existing e-commerce platform and helps you collect customer data,
allowing you to focus more accurately on your existing customer base. You
can focus on your existing customers and mailing lists, or you can find new
people who have the same characteristics as your current customer base.

Google Analytics

This tool is mainly used to track web traffic. If you do not use it in
conjunction with your Facebook marketing campaign, you're missing out on
some good things. With this tool, you can obtain segmentation analysis of
the data like conversions, custom reports, display charts, and scorecards to
see the changes in the performance of the content. It also tracks the data
related to all the users who have visited your website and any actions they
performed on the website. This is an ideal tool for determining the
profitability of investments and the effectiveness of your location.

Agorapulse

With this tool, you can link your accounts centrally on Facebook, Twitter,
Instagram, LinkedIn, and any other social networks. You can plan and
publish your posts, track your activity on these social media sites, interact
with your customers, and even track your competition in the marketplace.

Social Bakers

This 1s a social analytics tool that works with all available social
networking applications. It helps you to conduct competitive research and
provides you with information about your target audience, your ROI, and
other data in the form of customizable reports that can be tailored to your
goals.

DrumUp



This is a combination of content marketing and social media tools that helps
you find content that is considered appropriate and effective for your
audience. DrumUp sifts through tons of content available online and uses a
complex algorithm for recommending stories and content that’s most
relevant to your audience. Essentially, it does all the heavy lifting when it
comes to finding the ideal content. It is quite easy to use and you can
quickly review and create as well as publish the posts to your social media
account. It also provides different analytics like the engagement rate and
media analytics to measure the effectiveness of the content you are using.

Likealyzer

With this tool, you can analyze the reach and effectiveness of your
Facebook page. All you have to do is specify the URL of your page. This
tool notifies you of any errors in your layout and the type of activity your
site has received. This is a free application.

ShortStack

This tool is designed to make it easier to create advertising and host
competitions using Facebook. The interface of this application is quite
simple, and it has several tools that you can use to create a campaign that
meets your needs.

All of these tools have their pros and cons, so the choice of tools depends
on your goals and preferences. Most of them offer free trials or are available
for free. Get started, experiment a bit, and you can focus on what suits you.
If you can streamline your strategy, automate this process, and measure
your ROI correctly, you can take full advantage of what Facebook has to
offer.



Business Marketing Applications

There are several applications that every Facebook marketer needs to have
to be more successful. These apps are not officially created by Facebook,
but they are designed to help you create a corporate page on Facebook.

These applications are quite simple to use, and they help you to manage
your site better. They help you with the content of your page and even with
tracking the progress.

Custom tab applications

Tabs are available under the Facebook cover photo, and you can also find
them in the Facebook Page tabs. These tabs are like the website navigation
for your Facebook page that allows the users to browse through your page.

With custom tab applications, you can customize videos, pictures, and
anything that's not on a tab. These applications are very useful because not
everyone has excellent editing and computer skills. If you're one of those
people, these applications will do anything for you so you can offer your
customers everything they need. Recommendations: Hayo and Tabsite

Email capture apps

These apps allow you to track email addresses from your Facebook
audience without causing them any disturbance. Gaining email addresses
from people can be rather tricky at times. By obtaining the email addresses
of your target and potential customers, you can ensure that you are keeping
in touch with them and are providing them with interesting content that
keeps them hooked on your business or brand. You can get an email
address from people visiting your page and encourage them to click on
specific links. This prevents you from having to request email addresses
directly. Recommendations: Constant Contact and AWeber.



Applications for surveys and conducting polls

These are the applications that help conduct surveys and polls on your page.
Polls and surveys are an important way to get customer feedback. The more
reviews you have, the better you can serve your customers.

You can also gain valuable information. For example, are you curious about
what your friends and followers think? What they like and don’t like? Do
you want to ask them about their opinions and want the results in an easy-
to-understand format?

If yes, then you need to use poll and survey apps like Woobox,
SurveyMonkey, and Antavo. This is one of the easiest ways to understand
what your audience likes and dislikes. With the help of this data, you can
create better-performing ads.

Automatic publishing applications

These are applications that can be a salvation for those who do not have the
time to update their business page on Facebook regularly. Automatic
publishing is available on Facebook, and here you can now create a
message and then specify when this message should be displayed. The
message automatically appears on your page at the specified time. This is
very useful because not everyone has the time to publish materials on their
site regularly. If you do not publish regularly, your page will gradually
become less interesting. If this happens, you will not only lose your existing
followers, but it will become rather difficult to attract new followers too.
Scheduled publishing will ensure that your page appears active, even if
you're too busy to publish. This can be done directly on Facebook or in
applications that do this for you.

Recommendations: Buffer and Rignite.

Social integration applications

When integrated into social networks, different social network sites can be
used with just one application. With these applications, you can connect



various social networking sites to your Facebook page so that everything
you post on other social networking sites will also appear on your Facebook
page. For example, when you post on Twitter or Instagram, that content will
automatically be placed on your Facebook page using social integration
apps. Your audience will benefit the most from this, as many users only
follow a few social networking sites. These users can easily contact you on
other social networking sites when they see your Facebook posts.

Recommendations: Pagemodo and Tabsite.

Competitive applications

With competitor apps, you can organize competitions on your Facebook
page to increase your participation in the company and engage your
audience. Competitions can be difficult to organize and require a lot of
effort; you even need to review the terms that Facebook has set for
organizing competitions. You can do this with contest apps because they
help you organize a contest and make sure you follow Facebook’s terms.
Recommendations: Offerpop and Votigo.



Chapter Three: Develop a Facebook Marketing

Strategy

Develop a Strategy

The growth of Facebook will not slow down, and its popularity only
continues to grow. Marketing on Facebook has grown and become its own
new marketing tactic that requires a separate knowledge base than other
types of advertising. So, if you want to start marketing on Facebook, you
need a strategy. In this chapter, you will learn how to develop a marketing
strategy for your company on Facebook.

Your goals

In life, without concrete goals, no strategy can be formulated. The same
applies to Facebook marketing.

Goals help you identify the actual marketing needs of your business. If you
want to use Facebook for marketing purposes or to improve an existing
strategy, you have some needs in mind.

Do not set unrealistic goals that depend on indicators such as the number of
likes or the number of subscribers. Instead, you have to solve your basic
problems. For the company, some goals will be to improve the quality of
sales, increase value in the organization, increase the pulse in the industry,
and improve growth. Facebook can help to achieve these goals.

The first step to improve sales quality will be to improve your orientation.
If you follow a sophisticated marketing strategy on Facebook, you can
reach your target group very effectively.

Do not assume that the bigger the pond, the more fish you catch. You have
to understand that Facebook is just a means by which you can achieve your



goals. With Facebook, you can build relationships with your customers,
build awareness, and deliver the best resources to your audience.

Reflect on your business model. Do you feel that your competitors are
always one step ahead of you? Well, you can create a variety of social
media monitoring tools to track the movement of your competitors in the
marketplace.

Social recruiting is not easy, but it is certainly a popular technique
nowadays. Social networks, especially Facebook, can be used to facilitate
the recruitment process. More sensible growth means an increase in
acquisitions, a reduction in churn, and a reduction in costs. Well, Facebook
can help achieve this. Facebook helps lower advertising costs, increase
targeting, and improve sales on social networks. These elements are
incorporated into Facebook's marketing strategy and can help you achieve
the organizational goals you may have set.

By marketing on Facebook, you can achieve these goals with less effort
than traditional methods. The point is to work smarter, not harder.

Facebook demography study

Demographics are an important element of any marketing strategy, and
marketing on Facebook is no different. If you use the extensive Facebook
network, you'll find that more than 1.6 billion registered users see their
news feeds every day. Therefore, it is very important to find out how to
contact them. In addition, it is very important to know the latest
demographic data of the users as these numbers are constantly changing.

Age and gender are not an obstacle to the use of Facebook. Anyone with an
Internet connection and a smartphone can create a profile on this network.
Facebook is no longer limited to the younger generation. Do not make the
mistake of thinking that only 18- to 25-year-olds are active on Facebook.
Facebook demographics are spread all over the world. The versatility is so
great that if it represents a business; try to make the most of it. Your
company has access to an international portal that transcends physical
boundaries. This is the best platform for implementing a marketing strategy
aimed at your audience, regardless of their location.



Choose and plan your content on Facebook

Every social networking platform has its content style, and Facebook is
quite versatile. Your brand has a variety of content strategies to choose
from, and it is possible to view Facebook stories, live streams, pictures,
videos, or just content. Truly, the possibilities the platform has to offer are
endless. However, keep in mind that it's all about the quality of the content
being published with the audience and the expectations you place on your
Facebook page.

Remember that you should actively promote your business, but do not go
beyond your Facebook page and act like a used car dealership with many
aggressive salespeople. The content you want to publish should be
informative, interesting, and compelling. It has to have value for the
audience. Your Facebook page should promote, but not be limited to,
advertising. You need to highlight the values of your brand, identify your
audience, and create a space that is completely unique and specific to your
business or brand.

Once you understand the importance of the content, you must find a content
form that suits you. Let's take a look at the different types of content that
you can choose from and how you can best use them.

Status

This is probably the simplest form of communication available on this
platform. When used correctly, it can also be very effective. By adding
several new features that allow you to resize text and select the background
color, you can highlight the status and make it more attractive.

Pictures

Posts with pictures are more effective when it comes to the degree of
participation. Do not rely on pictures to do all the work for you. You must
use high-quality images that will surprise your audience. It should be



tasteful, creative, and attractive. Only in this way can you attract the
attention of your audience.

Video

Video is in high demand these days. When posting videos, know that few
users watch the video with sound as it should be viewed. The best-posted
videos are not too long, are easy to understand, and always have a caption.
The video should not make the user feel like watching it was a waste of
time.

Links

This is an ideal tool for sharing news related to the industry and your
business. You need to find interesting content and then share links to such
content. This is a great way to engage your audience without having to
create your own long posts.

Facebook Live

This method gets the most attention on Facebook. As your current content
grows, your brand or business can interact with the world and your
audience in real time. If there is a product launch, you can live with it! This
will help attract the attention of a broad audience.

Facebook Stories

If you're using Snapchat, you should be up to date on Snapchat news.
Similarly, Facebook developed the story of Facebook. Your Facebook
history may consist of small clips that the user can view at any time.

The types of content you can post are vast, and once you've determined
what content you want to use, you'll need to set a time to publish that
content. The last thing you want to do is publish random content just to post
something. Content planning means thinking about it before publishing.
This ensures that the published content is of high quality. It also increases



the chances that your company attracts an audience. However, sometimes,
you may not have time to create content. In that case, you can use social
media publishing tools like Sprout Social to develop content for your
Facebook page. Do not hurry to schedule the release, take a moment to
review the content, then decide when to publish it.



Find out Your Advertising Strategy on Facebook

Your Facebook advertising strategy should be such that it promotes
awareness of your brand. When developing an advertising campaign on
Facebook, you need to consider two things: cost-effectiveness and
relevance. It’s important to stay within the budget allocated for marketing.
Budget is important if you want to avoid unnecessary clicks or
overexposures. If you do not spend your money wisely, it can easily affect
the goal of social media marketing.

The Facebook ads you use should also be relevant. To address a broad
audience is not necessarily a bad thing. However, what may be relevant for
one group may not apply to another. If you know your audience, you can
create ads according to their needs. This prevents you from developing
content that will only appeal to a small portion of your audience.

Start chatting and do not wait for your audience to take the first
step

You must remember that Facebook is a social networking platform. The
basis of such a platform is communication and interaction. Therefore,
communicate with your audience and do not wait for your audience to take
the first step. If you are passive in this aspect, it will discourage your
audience from interacting with you, which will only hurt your business.
Start interacting with your existing and potential customers. Keep them up
to date with the latest information about your business without
overwhelming them with information. Marketing on Facebook allows you
to communicate with your customers and potential customers. So, make the
most of it.

Encourage your entire workforce to use this platform

Facebook is a really good resource to protect the interests of employees.
You can reach your audience by providing shared content to your



employees. That way, you can also use your employees to increase your
Facebook presence. This will help to increase the reach of your business.

Some marketers struggle with finding content that their employees would
be willing to share. And some employees are either too eager or too scared
to share corporate content on social networks.

You should start with a Worker Protection Program that empowers your
employees to use truly large networks, such as Facebook, to share
information about the company. Use Facebook as a promotional tool to
showcase the various benefits of the company, new job opportunities, the
work environment, and more. Use your staff and encourage them to
promote your business on social networking platforms.

Track and analyze your marketing strategy

If you want your Facebook marketing strategy to succeed, you should make
sure that 1it's analyzed regularly. There are various advertising
measurements that you can use for this purpose.

If you want to make changes to or improve your strategy, you'll get useful
information from the Facebook analytics tools. Every social media marketer
should know about these tools. There are several free and paid applications
that you can use to evaluate the effectiveness of your strategy.

You need to understand what works and what does not work to develop a
strategy that is the most effective. This is where Facebook Insights comes
into play. This will help you to understand what strategy works, what
content attracts your audience, what likes and preferences your audience
has, and other important data.

As you develop a marketing strategy for Facebook, your business can take
full advantage of this platform.



Facebook Marketing: Things to Consider

Now that you are aware of the different steps to follow to create a Facebook
marketing strategy, there are certain things you must consider while doing
SO.

Leverage the traffic

Remember, it is always a good idea for a business to have a website since it
helps act as your storefront or even as the hub for all sales transactions.
Your website will be the place where people can learn more about your
business or even purchase the products or services you offer.

A good way to start marketing is by using the existing traffic on your
website by including icons for social media which are easily visible. You
can place certain direct links to your business’s Facebook page or any other
social media networking site on your website.

Most websites tend to place social media icons on either their homepage or
the header because of the visibility these two places offer. It, in turn, helps
create a better click-through rate or CTR placement.

Using your email signature

If you are currently using email as a means to stay in touch or contact your
customers, then you must try to make the most of your email signature. You
must start including your business page URL in your email signature.
Including the URL to your social media pages in the email signature or the
email messages ensures the recipient sees the link.

The chances of the viewer clicking on the link also increase. This, in turn,
helps convert the recipient into potential leads or even increase the traffic to
your social media pages. If you have any upcoming events on your
Facebook page, then you must include the details about the same in your



email signature in the form of a call-to-action button or a direct link to the
concerned event.

Email blast

Before you can think about marketing on Facebook, your first step must be
to ensure others are aware of your Facebook presence. You can send an
email blast to ensure this. You can use any email service of your choice like
MailChimp, AWeber, or any other service you like.

The best days of the week to send out an email blast are between Monday
and Wednesday. Try to avoid sending out such emails during the weekends
because a lot of users don’t access their email accounts over the weekend.

In-store promotions

If you have a physical storefront, then you must consider in-store
promotions.

Do your customers visit your store? If yes, then you can start informing
your customers about your brand or business’s presence on Facebook and
other social media sites when they visit your store. If you have a physical
storefront, then online marketing is as important as offline marketing. You
can include the details about your social media pages on your business
cards, on the packaging you use, on mirrors and doors at the store, or any
other easy-to-notice place in the store.

The ideal day to post

An incredibly important feature of Facebook is the Insights. By going
through your Posts Insights, you can easily determine the time where most
of your target audience is online. If you want to schedule three posts per
week, you must check the time where most of your followers are online and
select those hours to post the content you want.

To access the Posts Insights, you must go to your Facebook Page and click
on See Insights and open the Posts option. Now you can schedule the day



on which you want to post, and you can also select the ideal time for the
post. There are different third-party tools you can use to measure the
metrics you need, like Hootsuite or Sprout Social.

Status updates

Facebook has hundreds of millions of users every day. Those millions of
daily users can include your potential customers too.

If you want to use Facebook optimally, then you must post content which
will appeal to your target audience. Your goal must be to post content which
will satisfy at least one of these criteria: entertainment, education, or
empowerment.

There are a couple of things you must keep in mind while posting status
updates. Try to include the relevant emoticons to make the posts seem
inviting. Including questions in your posts will increase the comments you
receive.

If you don’t think you will be able to post your status updates at a specific
time every week, then you can start using Facebook’s built-in feature,
which allows you to schedule your posts.

Facebook plugins

If you want to work on improving your brand awareness, increasing your
followers, and branding, then you must include Facebook plugins on your
business website. You can include plugins for your official blogs too. There
are different plugins you can use like Facebook Like Box or the Like
Button. So, experiment with a couple of plugins until you find something
that works well for you.



Chapter Four: Components of Facebook
Marketing

Regardless of the size of the company, Facebook is now part of the
marketing strategy of most businesses. Although popular and used by many,
many marketers fail to fully utilize all the features Facebook offers to create
brilliant marketing campaigns. This means that both entrepreneurs and
marketers need to understand the different strategies and methods that
contribute to creating a positive ROI, or return on investment. This chapter
describes the different components of marketing on Facebook and the
practical steps to implement them. The main components of marketing on
Facebook are:

e Facebook page optimization
e Facebook groups

e Social sharing on Facebook
e Visibility of your posts

e  When and how often to send
e Paid options

e Best practices for advertising on Facebook



Facebook Page Optimization

Your Facebook page is the starting point for all your Facebook marketing
efforts. It would be 1deal if it were evaluated on both Google and Facebook
so your customers and potential customers can easily find your brand. Once
they have found your page, people should like the page. Here are some
things you can do to optimize your site for the purposes mentioned above:

Choose a username that is meaningful and memorable

This type of URL is called a vanity URL. The web address of your
Facebook page 1s your username for your Facebook page (e.g.,
www.facebook.com/name of your company). Each page is assigned a
default URL consisting of numbers. Your username should be such that it
reflects the topic of your page or the name of your entire company so that
search engines and customers can easily find your business in Google and
Facebook searches. You need at least 25 likes if you want this URL.

Use descriptive keywords in the "About' section

The About section on your Facebook page is considered the primary source
of textual property you own. Make sure the description of your business and
products is as accurate as possible and use keywords that users can use
when searching for their questions. While selecting the keywords, ensure
that you go through other Facebook pages similar to yours and pick some
keywords from there. Ask yourself, if someone had to search for your
business or brand online, what are the words they would likely associate
with your brand? Make a list of such words and keep it handy.

You should also always include the URL of your website in the description
you provide. This will encourage users to click on it.

Use the appropriate category for your business



Most often, companies and businesses tend to choose the wrong category.
In this way, they reduce the likelihood of being displayed in the Facebook
chat search. If you're a local business, you need to make sure you pick the
right category for your business. There are different categories to choose
from like celebrities, bands, artists, local business, company, organization,
charity or a community, but try to pick the one that most accurately
describes you and your business or brand.

Optimize the images on your page

The first thing people see when they visit your site is your cover image and
profile photo. The images you use should be of good quality and reflect
what your brand wants to emit. The images used must be of reasonable size.
This means that the photo on the cover should be about 851 x 315 pixels in
size, and the profile image should have a size of 160 x 1160 pixels. Avoid
grainy or poor-quality images. The images you use must also be relevant to
your brand or business and should not be random. For example, if you are a
local restaurateur, then posting images about the latest developments in the
automobile industry doesn’t make any sense.

Pinned posts

No matter what you think, most users only visit your page once. They are
interacting with your page through the news displayed in their newsfeed,
but they don’t usually open your business page over and over again.

For this reason, the main function of your page is to convince the user to
click the Like button. Facebook allows the page administrator to attach a
message to the top of the page. Make sure that the topic of this post, which
can be attached, is interesting and unique and attracts the attention of the
page visitor.



Use Facebook Groups

The main tool that all businesses on Facebook should use to market their
business is a Facebook page. But even groups can be an effective marketing
strategy in different industries and niches. When used properly, groups can
help generate a lot of traffic and even increase your business engagement.
By participating in other industry groups, you can establish yourself as an
authority in your field. Providing useful tips and useful information will
help you become a valuable member of a group, and once people trust you,
they will want to learn more about you and your business.

One of the most important uses of the Facebook group may be to create and
participate in groups that are within your area of interest. Groups allow you
to interact personally with your audience. It will also help your company to
engage in regular discussions with your target audience.

Create a group that is responsive to anything that has to do with your niche
or industry. For example, if you were a contractor, it would be a good idea
to set up a group on Facebook where people can ask questions or discuss
repairs, construction projects, and more. You can include all other users
who you think will be able to contribute to the group or might at least help
with your promotional efforts.



Promote Social Sharing on Facebook

Your corporate website and Facebook need to work together. Your sales
funnel, or the journey a potential customer goes on when deciding to make
a purchase helps direct the traffic from your Facebook page to your blog or
website.

However, you also need to make sure that you give visitors to your site the
ability to like and share the pages on Facebook, as well as to interact with
your site. Make sure all content on your site has a Like and Share button
that appears right next to it. These buttons can be added manually, or you
can use various third-party services like AddThis or even the WordPress
plugin to customize your buttons and make adding them to your website
easier. You can also add something like "View posts" to give your site
visitors a preview of the type of content that is typically posted on your
social media pages.



Increase the Visibility of Your Posts

A common complaint that the majority of site owners share is that most of
their fans have not seen their posts on Facebook. Facebook successfully
studied this problem, and they managed to narrow the problem down to two
main factors.

The first is the amount of content published on Facebook. This means that
the user's newsfeed does not have enough space to display each message.
The competition for publishing and appearing in the user's newsfeed is very
stiff, and this results in a reduction of the impact on regular posts.

The second reason for limiting the visibility of the post is that the Facebook
algorithm has been designed to display only the content most relevant to its
users. Relevance is now determined by many factors, including the way a
person interacted with a page in the past, the type of posts published, and
the popularity of previous posts on the page among its users. Simply put,
the more popular your posts are, the more visible they are. The following
two tips can improve the visibility of your posts in the fan feed.

e Using video in your publishing strategy. Videos are more
attractive and can help attract the viewer's attention.

e Look at the Insights page to determine the type of content that
appeals to your audience. Page Insights typically contain a lot of
content-type data that can help you interact more with your
audience. Find out about the formats of the messages that are
most visible (images, videos, links, or lyrics) and topics that
appeal to your audience. Also, keep track of the days and times,
as well as the frequency of publishing, that seem to work very
well with your audience.

To get the most out of your advertising, you need to make sure the content
you provide is attractive. Yes, you can use Facebook to publicize your
business, but this is also an opportunity to create and maintain lasting
relationships with your target audience. Ask yourself, "Will my fans find



this article interesting for reading and interacting, even if they are not
interested in buying a product I offer?"



When and How Often to Send

Some business owners focus on publishing at the right time and on the right
day to ensure optimal coverage and interaction. However, the truth is that
there is no fixed approach to publishing that meets the needs of all users.
Online research may be available on this topic. However, please do your
research. Be sure to consult Facebook Insights to make sure these methods
fit your target audience.

Some people tend to believe that posting on Thursdays and Fridays results
in a higher level of participation, and others believe that posting between
noon and 3:00 pm helps maximize visibility. You can test these two theories
yourself with Facebook Insights.

When it comes to the frequency of publication, you need to understand that
there is a difference in being informative and annoying. Spamming your
page with multiple posts will discourage your audience from following you.
Some companies have managed to publish 5 to 10 times a day, and some
may publish 1 to 3 messages a week, and they find that this 1s also effective.

SocialBaker, an artificial intelligence-backed social media marketing
company, has found that posting less than two posts a week does not help
attract your audience, and you may even lose interaction with them. If you
publish more than two posts per day, you bombard your audience with too
much information. Therefore, the ideal number of posts you should publish
per week should be between 5 and 10. This will help to ensure maximum
engagement.



Use Paid Options

It is quite possible to use free strategies to achieve decent visibility for your
messages. But you should strongly consider looking for ways to supplement
these organic strategies with some paid ones.

Currently, Facebook has two ways to increase the reach of your posts. The
first one is by boosting the post. That way, you can improve the visibility of
your message in your user's news feed. You can choose to have your
message appear to subscribers to your page, your fans' friends, or other
users you select. The targeting options available to your message include
your interests, age, gender, and location of your ideal audience. To improve
a specific post, you must click "Boost" when creating a new post. You'll
also find this option in old posts if you want to extend an already published
post. Improving the quality of posts is a very simple and effective way to
increase the reach of your posts.

The second way to use paid options is to promote posts. They can be
accessed through the Facebook Ad Manager. To create your advertised
listing, you'll need to open the Facebook Ad Creator and click on the
"Enlarge" option for your posts. Even though this is called a "promotion,"
the targeting and budgeting parameters can be better customized than just
the "promotion" option on the page. You will learn more about Facebook
Ads in the subsequent chapters.



When Should a Specific Post be Advertised?

One of the main difficulties for business owners or marketers on Facebook
is to understand when to promote a post. In general, you want to promote
news that helps you achieve a specific goal, such as increasing traffic to
your website or promoting the sale of a particular product. Once you have
chosen the position you want to advertise, consider the STIR strategy. With
this strategy, you can answer specific questions before you publish a post.
STIR is the acronym for a strategy known as Shelf life, Timing, Impact, and
Results, which are the questions you should ask yourself when considering
promoting a post. Once you analyze the content according to the specific
aspects of the STIR strategy, you will be able to decide whether you must
promote such content or not.



Facebook Ads

Facebook offers various advertising options. You can choose the ad type
based on different goals. As mentioned earlier, one of these goals may be to
increase or promote a particular item. However, there are several options,
such as promoting your page, sending others to your website, increasing
conversion rates, and requesting offers from users.

After selecting your campaign goal, you can select the targeting and
budgeting options and select the ad you want to use for your ad. Choosing a
destination for your campaign will help you achieve your advertising goals.
There are three options: a newsfeed on the desktop, a mobile newsfeed, and
a column on the right. The default option is that all these options are
selected. You can select the placement of the ad according to your
preferences.

Spending a lot of time and money on advertising on Facebook is a pretty
easy way to achieve goals, and advertising 1s an effective way to get traffic,
likes, and conversions. However, certain practices are very effective and
can help you achieve your goals in a relatively simple way.

Always use audience targeting

Advertising for a broad audience without any orientation is a tedious task,
and you are preparing for failure. Not only that, but it will also be a waste
of time and money because you are not guaranteed to be successful or to
appeal to a large number of people. There are many options for targeting,
and one thing you should try is choosing the target audience based on their
behavior.

The most important content should be placed first

Most users will probably only look at the content that was placed at the
beginning of your ad. For this reason, it is very important that the content



that you consider important is at the very top of your ad. This can be a link
or a call to action.

Rotation of advertising

If you use specific targeting for your ad and, therefore, need to serve ads to
a small audience repeatedly, this means that you must change the image
used for your ad every one or two weeks. Reusing the same content will
simply bore your customers, and it also reduces the chances of them
following your page. It is very likely that your target audience will miss
your ad.

Use conversion pixels to track the performance of your ads

If you want to buy multiple ads, you should use conversion pixels to
identify ads that can help you reach your goals. Facebook Pixels helps you
track conversion data. You can choose from a variety of conversion types
when creating a pixel. This includes checks, registrations, generated page
views, leads, etc. See the Facebook Help page for more information.

Use different ads for different placements

On Facebook, you can use the same images and copy them for different ads.
It is very important that created ads are created for different platforms. The
announcements displayed in the newsfeed on the phone, the desktop, and
the right-hand column of the desktop differ significantly. These differences
should be taken into account. The ads you create for a mobile app might not
be optimized for viewing on the desktop and vice versa. So, while creating
ads, please ensure they are optimized for different devices.

You can also use a call-to-action to specifically tell your users what you
want them to do. This encourages the users to take the action you want
them to. Facebook is an excellent platform to not only find your audience
but also to interact with them. When used properly, you can increase traffic
flow, visibility, and conversion rate.



Chapter Five: Using Facebook Marketing

Many social networking applications are available today. Facebook,
however, is the reigning champion. This platform is much more than just a
place for communication with people. In recent years, it has become a place
where businesses can promote themselves and any products or services and
interact with existing and potential customers. In this chapter, we take a
look at the different ways to use Facebook for marketing. Regardless of the
size of your business, Facebook is an excellent marketing tool.



Make the Most of the Business Page

A free marketing tool for businesses is your business’s Facebook page. On
this page, businesses and brands can not only post information about their
products and services, but can also post links, images, and text. This page
can be customized to help the target audience understand the persona of the
business or brand. Your Facebook corporate page will help you develop
your brand identity and allow you to show the human side of your business.
You do not have to be formal when posting content on Facebook; you can
loosen up your tie a little.

You have to consider what content your potential audience will see. You
can post images on social networks, links, videos, etc. if this is relevant to
your business and you think your audience appreciates it.

For example, if you own a local shoe store, maybe you can post videos of
animals walking around in tiny shoes, or you may publish an article that
will provide readers with information on how to measure the size of their
feet and shoe type or inserts that help with pain in the legs and other
benefits. The content you publish should be entertaining, educational, and
content updates to your business.

Facebook has a personalized form of advertising in the form of Facebook
Ads. They appear in the page columns of the Facebook site. They contain a
title, a slogan, a picture, and a link that redirects the user to another
Facebook page, a Facebook-linked application, or even an external website.
By incorporating Facebook advertising into your Facebook marketing
strategy, you can increase the number of likes or clicks on the site.

Advertising features on Facebook include demographic targeting (which
uses user data based on their age, location, education, and interests). You
can set advertising budgets and test ads (multiple versions can be tested
simultaneously to compare their designs and settings), which are built-in
tools to measure the effectiveness of advertising.



Facebook does not publish the click-through rate or the CTR data, so their
overall effectiveness is unknown. Facebook ads have a click-through rate of
0.051%, and the average CPC (Cost per click) is about $ 0.80. However,
these costs may vary depending on the targeting options and the
competition. Once the user likes your page, they essentially become
subscribers to your corporate page. All your messages and actions are
displayed in their newsfeed. This will increase the number of users
interacting with your business and help build relationships that can lead to
conversions in the foreseeable future. You will learn more about the
different costs involved later on in this book.



Facebook Contests

Another marketing tactic for Facebook that can help you increase your fan
base and visibility is through contests or sweepstakes. If you are hosting a
contest on Facebook, you should understand that these contests cannot be
done through Facebook—as in, if you are hosting a contest where the
winner will be decided based on the most number of likes or comments
received on a specific post, it does get tedious to manually go through all
the posts. Instead, using a third-party application is a good idea.

Most businesses use third-party applications to create a Facebook
competition, and then they redirect users from the Facebook page to this
application. There are several free and paid applications that you can use for
it. Applications like ShortStack provide you with different competition
templates, and Pagemodo i1s a free application for Facebook competitions.

An example of a simple Facebook contest idea is “like to win” content. If
your business wants to increase its online visibility, then this i1s a good
contest to conduct. The users merely need to like a specific post on your
page to enter the contest, and the winner can be chosen through a lucky
draw.



Facebook Sponsored Posts

Facebook page owners must pay a fee to ensure that their posts reach a
certain number of users in order to increase their reach and impressions
through the use of advertised Facebook messages.

Some may wonder why they have to pay for their subscribers to see their
contribution. Well, if the user likes the page, the information and updates to
this page should be displayed in their news feed, right?

The answer might not always be "yes." The above assumption only works if
the user spends all of their time on the Facebook newsfeed. That does not
happen often, does it? Who will spend all their time watching the news feed
on Facebook?

Therefore, it is likely that the user will not see updates to your page in their
news feed. If your subscriber views their newsfeed as and when your article
is published, chances are the user will see your post. However, there is no
guarantee that this will be done.

So, this is where the concept of sponsored posts comes in. Through a
sponsored post, you can increase the chance of being seen in the user's
newsfeed. Sponsored posts are visible to existing fans and can connect with
fans' friends. Configuring the promoted messages is easy. Just click on the
button that appears below the messages on your page.



Facebook Open Graph

Facebook Open Graph connects your Facebook page with other sites for
your business. This allows companies to mark the actions of a particular
user in their application. Billions of interactions are published daily with the
Facebook Open Graph.

Businesses can create third-party applications that contact the user and send
notifications to Facebook when that user performs a specific action with
that application. This provides the opportunity for creative interaction
options that go beyond the usual Like and Comment parameters. Messages
can encourage users to listen, to try, to read, or to offer something creative
that a business has to offer. In most cases, a website or application that
prompts the user to log in to Facebook has something to do with the user's
connection through the open Facebook graphic.

Spotify is an example of how Facebook Open Graph becomes an incredibly
useful tool in Facebook marketing. It all starts with an invite to open
Facebook. Normally, this is followed by a permission request, and most
users usually click on it without thinking about it. Upon receiving user
approval, Spotify may broadcast the songs the user hears in a friend's news
feed. Spotify offers users various options, such as the favorite song that
your friend listens to that you can now listen to or to even add it to your
favorites in the Spotify app.

Open graphics options like these are unique and different from all the
clutter that is usually present in the user's newsfeed. Most Facebook games
typically use the Facebook Open Graph options when they post a
notification, when a user unlocks a level, or when a user completes a level.
This strategy seeks to leverage the concept of word-of-mouth marketing.



Sponsored Stories

This is a type of advertising on Facebook that shows user interactions with
their friends. Sponsored Stories aims to maximize the use of word of
mouth. For example, if a user sees their friends like this page, they are more
likely to notice this page. The goal of Sponsored Posts is to make users do
the same things as their friends. When a friend of a user likes a page or
announces a proposal, information about it is published in the user's
newsfeed. However, these messages are usually easily overlooked. With
Sponsored Stories, you can ensure that these posts are in a preferred
position and appear in the news feed and the right pane. For mobile devices,
Sponsored Stories is the only ad format available.

Advertising stories are not just about likes or offers; they can also be used
with all Facebook Open Graph applications. If a friend has Scramble with
Friends installed on Facebook, Sponsored Stories show users their friend
just played this game and invited them to "challenge them" or "play with
them" or another similar option. They are more effective than regular
Facebook ads. Use the Facebook ad creation flow to create ad stories on
Facebook easily.



Share on Facebook

With Facebook, advertisers can maximize the retargeting of Facebook ads
with real-time bidding. Advertisers can focus on their potential audience
using data about the history of their web search. Each time a user visits a
product page on a merchant's website but does not make a purchase, they
can use FBX (Facebook Exchange) on Facebook to run an ad for the same
product. Previously, Facebook ads with retargeting were shown in the
sidebar, but these ads have been shown in the news feed these days. This is
good news for all FBX advertisers as the speed of responses to ads in the
newsfeed is higher than the number of ads placed in the right column.



Chapter Six: Facebook Pixel

If you want to use Facebook ads, there is one important tool you must start
using immediately. The tool is called Facebook Pixel, and it can help you
make the most of your social advertising budget. In this section, we will
take a look at how using Facebook Pixel can benefit you and your business.



The Benefits of Facebook Pixel

What is Facebook Pixel? Facebook Pixel is a simple code which can be
included on your website. It helps collect data that you can later use for
optimizing ads, building a targeted audience for ads, tracking conversions
from Facebook ads, and remarketing to those who have taken some action
on your website in the past. Facebook Pixel helps track users who interact
with your website or Facebook ads by using cookies. The Facebook
conversion pixel and the custom audience pixel were initially the two types
of pixels available. However, Facebook discontinued the conversion pixel
in 2017, and if you were using it, then you need to switch over to the latest
version of Facebook Pixel.

What do you need Facebook Pixel? It provides information that comes in
handy while creating future ads on Facebook that better target your
audience. The tracking data provided by Facebook Pixel helps make sure
your target audience views your ads. It also tracks whether those people
perform the action you desire. This, in turn, helps increase your rate of
Facebook ad conversions and improves the ROI.



Uses of Facebook Pixel

Even if you haven’t started using Facebook ads, you must install Facebook
Pixel immediately. It will start collecting all the essential data right away, so
you don’t have to start from scratch when you are ready to create a
Facebook ad.

Conversion tracking

Facebook Pixel enables you to see the way people interact with your
website upon viewing your Facebook ad. You can also start to track
customers across various devices. This essentially means you can see if
users view your ads on a mobile device and switch to a desktop before
taking the desired action (maybe making a purchase) or if it is the other way
around. By keeping this data in mind, you can fine-tune your ad strategy
and calculate your ROL.

Facebook retargeting

By using the data from Facebook Pixel, you can retarget and create
dynamic ads that are aimed toward users who have visited your website in
the past. For instance, you can retarget those users who added a specific
product on their wish-list on your website or left it in their shopping cart.
This is a part of psychological marketing where you increase the chances of
a user performing the desired action by increasing the visibility of your
Facebook ad. Repeatedly seeing your Facebook ad makes the viewer more
likely to follow through on the desired action, such as purchasing a product.

Lookalike Audiences

By using the targeting data, you can develop a profile of a lookalike
audience consisting of users who share similar interests, likes, and
demographics with those users who have interacted with your website. You



can essentially increase your base of potential customers by using this
technique.

Optimizing Facebook Ads

By using the pixel data, you can optimize your Facebook ads for better
conversion as well as value. The only conversion you can work on
optimizing is linking clicks if you don’t have a Facebook Pixel. With Pixel,
you can optimize the ads for such conversions in sync with your business
goals like email sign-ups or product purchases. By using this data, you can
also optimize your ads based on the value. You can track data related to
aspects such as who buys from your site and how much they spend. By
using Facebook Pixel, you can target your ads toward those users who are
likely to make high-value purchases.

Better access

If you want to use web conversion campaigns, customize audiences from
your website, or create dynamic ads, then you need Facebook Pixel. You
also need this tool to track different metrics like cost per conversion or cost
per lead.



How to Use Facebook Pixel

Facebook Pixel can be used for collecting data related to two different types
of events. The two types of events include the predefined set of standard
events and custom events. What is an event? An event is a term used to
define a specific action a visitor must take on your website like signing up
for an email list or buying a product.

There are 17 predefined standard events according to Facebook Pixel that
you can use, and they are as follows:

Purchase- whenever someone purchases on your website.

Lead- whenever a user signs up for a trial or identifies
themselves as a lead on your website.

Complete registration- as stated in the name, it refers to the
action where a user registers themselves on your website.

Adding payment information- whenever a user enters their
payment information while making a purchase on your website.

Adding to the cart- whenever a user adds a product to their
shopping cart on your website.

Adding to wish list- whenever a user adds a product to their wish
list on your website.

Initiating checkout- whenever a user starts the checkout process
or initiates a purchase on your website.

Search- whenever a user uses the search option to look for
something specific on your website.

View content- whenever a user lands on a particular page on your
website.

Contact- whenever a user contacts you or your business.

Customize the product- whenever a user selects a specific
variation of a product like color or design.



e Donation- whenever a user makes a donation to a charity of your
choosing or any other cause you mention.

e Finding location- whenever someone tries to find the location of
your business.

e Schedule- whenever a user schedules an appointment with your
business.

e Starting a trial- whenever a user signs up for a free trial for
something specific you offer.

e Submitting application- whenever a user applies for a specific
program, service, or product you offer as a credit card.

e Subscribing- whenever a user subscribes to a paid-for service or
product.

You can also include more details to the set of standard events available by
using parameters or extra code. These parameters help customize the
standard events according to the type of currency, content, basket contents,
or the value of a conversion event. For instance, you can use Facebook
Pixel to track the number of views a particular category receives on your
website instead of tracking the overall views. If you have a website selling
pet supplies, you can use the Facebook Pixel to track the views received for
different categories of pet supplies.

The next option available to you is creating a custom event instead of using
the regular events. You need to use URL rules based on particular URL
keywords or URLs while creating a custom event.



Steps to Create a Facebook Pixel

Now that you are aware of the different metrics you can track and the
benefits of tracking them, it is time to create a Facebook Pixel and add it to
your website.

Step one: Create a pixel

Open Facebook Events Manager and click on ( =) present on the top left-
hand side of the screen. The click on Pixels.

Now, click on the button “Create a Pixel.”
Name the pixel, enter the website’s URL, and click “Create.”

While selecting the pixel’s name, remember that you can only create on a
pixel per ad account while using Events Manager. The name must align
with your overall business instead of a particular campaign. If you use the
Facebook Business Manager, you can use more than one pixel per ad
account.

Step two: Add the pixel code

If you want to start using the pixel to gather information from your website,
you must add some code to your website. There are a couple of ways you
can do this, and it essentially depends on the website service or platform
you use.

If you are using Squarespace, Google Tag Manager, or any similar e-
commerce platform, you can install pixel without altering your website
code. If you work with a developer or anyone else who can help edit your
website code, you must provide them all the details they need to install
pixel into your website. If neither of these options is applicable to you, you
must directly install the pixel code into your website. There are several
steps you must follow.



Click on the “Manually Install the Code Yourself” option while setting up
your pixel. Now you need to copy and paste the pixel code into the header
code of the website you want to use it on. You need to post the pixel code
between the first </head> tag and the second <head> tag. You must insert
the code into all the pages of your website or into any specific template you
opt to use.

You will notice an “Automatic Advanced Matching” option on your screen
in the setup menu. By turning on this option, the pixel helps match the
hashed customer data from your website to the users’ respective profiles on
Facebook. It allows you to track the conversions precisely and creates a
wider custom audience.

Enter your website’s URL and click on “Send Test Traffic” option to check
whether the code has been installed properly or not. Once the Facebook
Pixel starts to track, you must click “Continue.”

Step three: Track events

You must select the events you want to track using the toggle buttons. You
can either select from any of the present 17 events or create your own
custom events. For every event you select, you must select whether to track
on inline action or the page load.

Track event on page load: This helps track those actions that involve going
to a different page like when the sign-up process is completed successfully
or when a purchase is made.

Track event on inline action: This helps track actions taking place within a
page instead of opening another page like when a user adds something to
their wish list or their shopping cart on the website.

You can also set certain parameters for an event. For instance, you might
want to track the purchases made over a specific dollar value. If you want to
use Pixel for custom events, you must go to Facebook Events Manager,
click on Custom Conversions, select Create Custom Conversions, and
define the custom conversion event accordingly.



Step four: Confirm if the pixel is working

If you used the “Send Test Traffic” in the second step, then you have
already check to confirm that the pixel is working properly. However,
before you start to rely on the data generated by the pixel, you must check
whether it is tracking the data properly or not. Open your Google Chrome
browser and add the Facebook Pixel Helper extension to it. This option is
only available for Google Chrome. So, if you use some other browser, you
must first install Google Chrome to start using Pixel Helper.

Open the page where you have included the pixel. If the extension discovers
the pixel, then the </> extension icon turns blue and a popup will show up
displaying the pixels it finds on the given page. This popup will inform you
whether the pixel is working as intended or not. If not, then an error
message will show up, and you need to make the necessary changes.

Step five: Add a pixel notice to your site

If you don’t want to violate Facebook’s terms of use, then you must be sure
to include a notice on your website informing the users that their data is
being collected. This means that you must provide an unambiguous notice
that you are using Facebook Pixel and that the users’ information is being
collected via cookies or any other means. You must also inform the users
they have the option to opt out of their data being collected. You must
carefully go through Facebook’s Business Tool Terms about the Special
Provisions Concerning the Use of Facebook Pixels and SDKs.



Facebook Pixel Cookies

Facebook changed the way it uses cookies for tracking the Facebook Pixel
data in October 2018. Users now have the option to use first-party and
third-party cookies. You don’t have to make any changes unless you wish to
opt out of using first-party cookies. What does this mean? Essentially, it
allows advertisers to continue to track data on browsers like Safari and
Firefox. These two browsers have placed restrictions on using third-party
cookies. Advertisers involved in fields involving comprehensive privacy
legislation like finance and health sectors might need to opt out for
compliance purposes.



Chapter Seven: Facebook Advertising



Using Facebook Ads Manager

Do you want to start a Facebook ad but aren’t sure where to begin? That’s a
common feeling, which is why this entire chapter is dedicated to the process
of creating an ad. However, before you can run an ad campaign on
Facebook, you must learn about the Facebook Ads Manager. It’s a great
tool that you can’t do without when growing your business.

Create an Account

The first step is to learn how to set up an account on the Ads Manager. To
get started, you must log into your Facebook account, open the drop-down
menu present on the upper right corner of your account, and click on the
“Create Ads” option. This will open an account for you and will help you
set up and run your ad campaign on Facebook.

Explore Ads Manager

Once you open the main menu in the Ads Manager, you can see different
options: Plan, Measure & Report, Assets, Create & Manage, and Settings.
Once you start using Ads Manager frequently, you will notice another
section, the “Frequently Used” section, where you can easily find all the
tools you regularly use. Below are all the tools you will become familiar
with when using the Ads Manager:

Plan

The “Plan” section includes tools to help you understand your target
audience and give you ideas for running Facebook ads. The Audience
Insights tool in this section will help you find all the information you need
about your target audience on Facebook. It also allows you to create a
custom audience based on things such as user interests, gender, age group,
location as well as the pages they like. According to the parameters you



select, Facebook Ads Manager will give you the necessary information you
will need.

For instance, you can discover helpful advertising ideas when you ask
Facebook to provide data about those users who like your Facebook page.
You must first input information in Audience Insights for the information
you need about the users who like your page. Based on the parameters you
select, Insights will display various tabs about those users.

The first tab of information is related to demographics. The graph produced
in this section will provide information about the age and gender of all the
users who like your page. The demographic data also provides information
about users’ professions, marital status, and qualifications. Using this
information, you can create content that will appeal to them.

When you open the Page Likes option in the Insights report, you can see
data that will come in handy while creating content for your target
audience. For instance, within an ad campaign, you can create different ads
which target the segments of your audience based on the pages that they
like or follow. If you are aware of the kind of pages they like and what
those pages offer, you can create ads that will appeal to your audience.

Check all the information displayed under various tabs apart from
Demographics and Page Likes to learn more about your target audience. For
instance, you can discover data related to the users’ location, level of
engagement on Facebook, household income, and purchases. You can also
use this to analyze your custom audience and their specific interests. For
instance, if the users who like your page also like another page on Facebook
and you wish to learn more about the particular page, then you can ask
Audience Insights to provide you the data of that page by including it in
your interests option.

Another tool in the Plan section is the Creative Hub. You can use this to
create mockups of your ad and share it with others to get their feedback or
any other ideas.

Frequently Used

As the name suggests, this section shows the four most frequently used
tools. Think of it as a quick action LaunchPad. If you don’t see a specific



tool you want to use like the Audience Insights, then you must click on the
“All Tools” option, and you will be able to see a list of all the tools
available.

Create and Manage

In this section, you will find the tools you need for creating and managing
ad campaigns on Facebook. The Business Manager tool will come in handy
if you have an advertising team or are using more than one page. If you sign
up for “Business Manager” then it lends structure as well as organization to
your Ads Manager account. You cannot access this tool without signing up
for it. The Ads Manager tool will help run the ad campaigns and also
analyze the data from those campaigns.

You can use Facebook Pixel and download the customized reports from it
for further analysis.

The Power Editor is a brilliant advertising tool that helps you create ad
campaigns. When creating ads, this tool offers different advanced features
and options like running an ad on a schedule set according to the time
zones, controlling the placement of the ad, optimizing the ads to increase
engagement rate or impressions, bulk uploading, and running unpublished
posts.

The Page Posts tool helps you view all the posts on your page and the way
the users are interacting with the content you post. Different options like
Scheduled Posts, Ads Posts, and Published Posts are available in this tool.
You can also view data about the reach of your post, the total clicks or
engagement generated per post, the number of users who took action, and
the date of publishing. If you want to direct the traffic to your app (provided
you have one) to increase the downloads of the app, you can use the App
Ads Helper.

Another interesting feature in the “Create & Manage” section is the
Automated Rules. Use this option to establish certain rules for your ad
campaigns. It also helps you automate alerts or perform a specific action
when the rules you set are met. For instance, you can set the rule to
automatically stop an ad if its CPC, or cost per conversion, exceeds $5. If



according to the tool’s estimates, the CPC of your ad increases beyond $5,
then the ad will stop being published until you review it.

By doing this, you can forego the need to constantly check your daily ad
budgets. While creating rules, you have different parameters to adjust like
the application of the rule you set, the way you want to receive
notifications, the automatic action to be taken when the rule is met, and the
frequency of the application of the rule, and the different conditions to be
met.

Measure and Report

If you want to analyze how your ad campaign is doing, then you need to
access the Measure & Report section of the Ads Manager. You can access
various tools in this section like Ads Reporting, Custom Conversions, and
Analytics. The Ads Reporting tool helps generate a report for an ad you are
running. If you want to analyze any previous ads, you can set the date or the
time frame within which the ads were run.

By analyzing the ads you run, you can create better ads in the future. If you
want to compare various campaigns and analyze the different metrics of key
performance, then this tool comes in handy.

For instance, if the key performance metric you want to analyze the ads on
is the click-through rate or the cost per conversion, you can use this tool.
Facebook Pixel automatically tracks certain key metrics related to the
actions different users take on your website like viewing the content.
Having a custom Facebook Pixel conversion will help you track specific
actions (you can define this action) the users take.

The Custom Conversions tool, as the name suggests, helps create custom
conversions, and you can also view all the custom conversions you created
in the past. Custom Conversions enables marketers to track as well as to
optimize for conversions without having to add anything extra to the
Facebook Pixel code on the site.

You can also check when you received the pixel data and the custom
conversions that are active now. You can include 40 custom conversions per
ad account. To create a new custom conversion for tracking the activity on
your website, you must click on the “Create Custom Conversion” option



and fill in the necessary information in the popup menu. While doing this,
you need to include a URL in the rule for tracking the activity. Once you
create the custom conversion, you can generate a custom conversion ad and
then select the custom conversions you wish to track for determining the
success of the ad.

For instance, if the users who register themselves on your website are
directed to a Thank You page, then place the Thank You page’s URL in the
Rule tab. This will ensure that whenever a user registers themselves and is
directed to the Thank You page, the pixel records the action and notifies
Facebook about the genuine conversion. After you create a custom
conversion, refresh the page to enable the custom conversion.

The Analytics tool will enable you to analyze the data generated from your
page and Facebook Pixel. As you create ads and work with the pixel,
Analytics is a rather helpful tool that will optimize your marketing efforts
on Facebook.

Assets

Another option in the main menu of the Ads Manager is Assets. This option
gives you quick and easy access to all the important assets you used for
creating your ads, including the images you used, data from the Facebook
Pixel and your target audience, and more. The different tools available in
this section are Audience, Pixels, and Offline Events.

The Audience tool allows you to create a custom audience while designing
the ad. This tool also comes in handy while establishing your target
audience for any future ads. If you want, you can save an audience, and you
can access this while creating other ads too. You can create three types of
audiences according to Facebook, and they are a custom audience,
lookalike audience, and saved audience.

Custom audience refers to the kind of audience you are targeting according
to certain parameters of your choice. A lookalike audience refers to an
audience who shares similarities with your custom audience. Once you use
a specific audience for creating an ad, you can save that specific audience
for future reference.



According to your ad campaign objective, you can select a specific type of
audience. For instance, according to the user’s engagement on your website,
Facebook page, or app, you can create a custom audience. Once you select
the kind of custom audience, Facebook will guide you through all the
options available. For instance, if you want to create your custom audience
according to their Facebook engagement, you can select the different types
of engagement you want to consider.

You can target audiences according to different parameters like those who
viewed your videos, the ones who engaged with your page, or those who
clicked on an ad. Once you set an engagement option, you need to select the
specific interactions you wish to target. This means you can narrow down
the options for your custom audience by setting specific ways in which you
can define the audience you wish to target like interactions related to your

page.
The custom audience option allows you to target all those users with whom
you have had some interaction in the past whereas the lookalike audience

option allows you to find other users who share attributes similar to the
ones of your existing audience.

Once you select the lookalike audience option, click on the Source option to
guide Facebook about the specific attributes you are looking for in users.
After you do this, you must define two parameters, and they are the location
of the audience and the audience size.

The Images option allows you to see the images you used in a recent ad or
anything you might have picked up from other posts. The list of images
displayed is sorted according to their recent use. The pixel option allows
you to insert a Facebook Pixel or see the data obtained from any pixels you
used in the past. You can use the pixel data to create better ads. For
instance, if you notice that a specific post obtained a lot of views, then you
can create an ad targeting those users who read the post and provide them a
content upgrade if they provide their email address. It is a simple means of
increasing your email list.

An Offline Event is a tool which helps you track all the activity that takes
place outside Facebook. For instance, if someone who saw your ad on
Facebook visits your physical store to make a purchase, this information



will be included in this tool. If you want to create an offline event, you must
input the customer data and compare it against all those who viewed your
online ad.

The Settings tool is where all your basic account information is stored like
payment information, email address, and any other particulars related to
your account.



Chapter Eight: Setting up Facebook Ad

Campaign



Setting up a Facebook Ad

Now that you understand the tools to use when creating a Facebook ad, it’s
time to examine how to actually create the ad.

Step one: Setting goals

Before you can start churning out ads, there is one step you cannot afford to
skip: determining the goals for your Facebook ads.

Why do you want to advertise? What do you want the ads to achieve?

By establishing a couple of goals before creating your ads, you give
yourself a yardstick for measuring your success. For instance, if you want
to increase the number of downloads for an application you created by
marketing it on Facebook via ads, then your goal can be something as
simple as achieving 100 downloads within four weeks.

Here are some examples of potential goals you can set for yourself:
e Increasing the traffic to your website via Facebook ads
e Increasing your reach
e Improving the engagement rate of your Facebook page
e Increasing awareness about your brand

e Increasing purchases of a certain product

Step two: Facebook Ads Manager

Any ad campaign you want to run on Facebook must be supported by
Facebook Ads Manager. You can access it from your Facebook account by
selecting the “Manage Ads” option from the drop-down menu. Once you
enter the Ads Manager, you can go through the different tools discussed in
the previous section. To start creating your ad, you need to click on the



green button located on the top right-hand corner of your Ads Manager
page.

Step three: Selecting your objective

Now that you have opened the Ads Manager and are ready to create a
Facebook ad, you must establish your marketing objective. You will find 15
options displayed on the pop-up window on your screen. The three main
categories you need to set marketing objectives for are awareness,
conversion, and consideration. Go through the different options available
and select those that are in sync with the marketing goals you established in
the first step.

The different objectives available under the category of “Awareness” are
increasing your reach, increasing brand awareness, reaching those users
near your business, promoting your page, and boosting your posts. If your
marketing budget is rather limited, then the best way to go about marketing
is by focusing on creating ads for awareness.

The different objectives available under the category of “Consideration” are
collecting leads, getting video views, increasing the number of downloads
of your app, increasing the attendance for any event, and directing the
traffic to a landing page.

The different objectives under the “Conversion” category include increasing
the rate of conversion on your website, encouraging users to claim any
offers, promoting a specific product or catalog, increasing your rate of
engagement for your app, and increasing the number of visitors to your
physical store.

Once you select your marketing objectives, the next step is to name your
marketing campaign.

Sep four: Budget and audience

There are two things you must do during the step: define your target
audience and establish the ad budget. Customizing your target audience is
critical. Regardless of how wonderful your ad campaign is, it will not



generate the results you expect if it is not directed toward your target
audience. You can customize your target audience according to different
demographics such as location, age, gender, languages, interests, behaviors,
and connections.

Once you select your target audience, you must concentrate on establishing
the ad budget. When you are setting the ad budget, you must keep in mind
that the amount you set represents the maximum limit you want to spend on
the ad. The budget you want to set can be a lifetime budget or a daily
budget. The daily budget refers to the average cost you will incur on the ad
per day. The lifetime budget refers to the maximum amount of money you
will spend during the lifetime of the ad.

Step five: Creating the ad

This 1s where the fun begins. You can select the images or the video, the
header, the text, and the location for the displaying your Facebook ad. The
text you want to include in the ad must not exceed 90 characters and will
appear in the form of a quick message above the images or video in the ad.

There are two options you can use while creating ads on Facebook. The
first option is to use an existing post, and the second option is to create a
new option. You must consider which of these options meets your
requirements before you decide to choose.

For certain ads, as with boosting posts, you can create the ad by using an
existing post which was already published on your Facebook page. If you
want to do this, you must click on the “Use Existing Post” option from the
dashboard available on Facebook Ads Manager.

The other option you can go with is to create a new advertisement from
scratch. Before you can start working on the creative elements, you must
decide the format of the Facebook ad. There are five formats you can use
for creating Facebook ads, and they are a carousel, single image, canvas,
single video, and slideshow. A carousel ad includes two or more images or
videos the viewer can scroll through. A single image ad is, as the name
suggests, an ad based on one image, and you can create six variations of an
ad using a single image. If you want the ad to include just one video, then



the ad format you must opt for is a single video ad. A canvas format enables
you to tell a story through an amalgamation of images and videos. The
slideshow format helps loop video ads using up to 10 images.

The objective that you established in step three will determine the different
ad formats available to you.

Once you have chosen an ad format, you must add content to the ad. This is
a critical step and whether your ad will stand out or not depends on the
content you include. If you want your ad to be successful, you must include
appealing and enticing images, videos, or text, or a combination of all these
three things. There are certain specifications given by Facebook for the
images or videos you want to include in the ads.

The image specs recommended by Facebook are as follows: the image ratio
must be 1.91: 1 and the image size must be 1200 X 628 pixels. To improve
the effectiveness of the ad, you must avoid using images with text overlay
on them. Facebook recommends that the videos you use for ads be in MOV
or .MP4 files format with a resolution of at least 720 pixels. The file size
must not exceed 4 GB, the ideal video ratio must be 16:9, it must be at least
one second long, and the maximum duration of the Facebook ad cannot
exceed 240 minutes. Sound and subtitles are recommended but optional.

Step six: Selecting the ad placement

The ad placement refers to where you want the ad to be shown. Your ads
can appear in the desktop News Feed, in the Facebook app News Feed, and
the right-hand column. You also have the option of the ad appearing on
Instagram. Facebook will recommend that you opt for the default
placements based on the objective of your ad. When you select this option,
Facebook’s algorithm will automatically optimize the placement of the ads
to generate the best results. However, you do have the option of selecting
the placement based on what you want.

Step seven: Placing the order



Now, your ad is ready, and you must click on the “Place Order” option.
Once the ad is submitted, Facebook will review it before it goes live. You
will also receive a confirmation, usually an email, about the ad. Remember
to make sure your ad meets Facebook’s requirements as discussed in
previous chapters.



Optimizing the Ad Budget

Now that you are aware of how to create an ad, you must also understand
how to budget the ad. Are you struggling to decide how to structure your
marketing budget for producing Facebook ads? Well, you will learn
everything about optimizing the Facebook Ads budget in this section.
Simply put, it all boils down to basic mathematics, and it isn’t complicated.
Once you carefully go through the information in this section, you will be
able to establish a clear Facebook ad budget. Here is a quick overview of
the different steps included:

e [Establishing your campaign goals,

e Taking the time to work backward,

e Calculating your ideal size of the audience,
e Estimating the target impression count,

e Estimating your CPM,

e Calculating the cost per ad set and

e Combining all your ad sets to establish your overall ad campaign
budget.

The first step 1s to state your goals. This step is essential when trying to set
up a budget for your ads. When your goals are tangible, you can easily
determine the costs involved in attaining those goals. The goals for your ad
campaigns can be increasing the following areas: your product sales for a
given period, the number of leads produced, the engagement rate on posts,
RSVPs for events, user responses to a specific offer, video views, and the
number of new followers acquired during the campaign. These are merely
examples of the goals, and you can go through step one in the previous
section to determine what goals to set.

To make things easier for the sake of explanation, we will consider a
hypothetical situation throughout the next steps to understand how you can
calculate the budget for a Facebook Ads campaign.



Now, you need to start working backward. This means you must start at the
bottom and make your way up the conversion sequence.

Let us assume that you want your ad campaign to generate 300 product
sales. Ask yourself, what comes before you close a sale? You will need to
generate leads. If the rate of conversion is around 30%, then you will need
to generate at least 1,000 leads to attain your goal of 300 sales. When it
comes to Facebook leads, it essentially refers to your list of email
subscribers. To produce leads, you must include the link to a specific
landing page in your ad that will encourage the users to sign up for your
email list. There are different ways in which you can generate leads (email
subscription list), like offering a free eBook or an analytical report in
exchange for a user’s email address. However, your work doesn’t end here.
Essentially, you will need to work backward until you arrive at the top of
your Facebook marketing funnel.

Here is a simple way to go about working this process: Relevant Facebook
users > Followers > Leads > Customers. This is the path of how customers
can be obtained.

As you start working backward, you will find that you may end up with a
couple of different ad campaigns. You can use the “Page Like” campaign
for converting your target Facebook users into the followers of your page.
To convert followers into leads, you can use a list-building ad campaign. To
convert your leads into customers, you need a website conversion
campaign. That’s three different campaigns to achieve the one goal of
generating 300 sales.

After this, you must calculate the size of your ideal audience. In the
previous step, we assumed that the goal of your ad campaign was to
generate 300 sales. According to the rate of conversion of 30%, you need
about 1,000 leads. So, what must the size of your target audience be on
Facebook to generate 1,000 leads? There are various variables involved
here. Consider the following: How many users will view your ads? How
many of your targeted Facebook users will be active on Facebook daily?
What if your targeted users don’t view the ad event after the Facebook ad is
live?



Since you have no control over the number of times Facebook will display
your ad to your targeted audience, what will be an ideal ad frequency to
attain your goal? This is where you must set some limits and estimations.
Some questions you must answer in this regard are: What is the duration of
your ad campaign? How likely will your targeted audience be on Facebook
during your ad campaign? How likely is it for Facebook to display your ad
to your targeted audience?

So, do you plan on running the ad campaign for a week, two weeks, a
month, or maybe six months? It is essential that you don’t consider the
entire duration of your overall marketing campaign. Instead, you must
concentrate on how long you want to run this specific (ad) aspect of the
campaign. Once you know the duration of the ad, you need to figure out
whether your leads will be active on Facebook at least once during the
length of the ad campaign. To determine the activity of your target audience
on Facebook, you can monitor the data you gather from Facebook Analytics
or even the Facebook pixel. The final question you must answer is whether
or not Facebook will display the ad to your target audience while they are
online. The higher the likelihood of your target audience viewing your ad,
the lower your ad budget will be.

So, to go ahead with the previous illustration, let us assume that the ad
campaign is being run for three months, the chances of the target audience
being online during the length of the campaign is about 99%, and the
likelihood of Facebook displaying the ads to your target audience while
they are active online is 100%. So, if these are the numbers, will you be
able to generate 1,000 leads? The answer is that you very well might be
able to given the fact that you are running the campaign for three months. If
you use basic math, then you must be gaining at least 10 more leads to
cover the 1% loss in views. It means 1,000 leads divided by 99% gives you
1,010 leads. Usually, for a shorter campaign, you will need more leads.

Now, you will need to calculate the target impression count. To do this, you
must use the ad frequency. This refers to the average ad frequency within
the length of your campaign. You can optimize the ad campaign for post
engagement, the CPC, impressions, and unique daily reach. When you
select the option of unique daily reach, it allows you to limit the ad



frequency to 1. So, to estimate your budget, you must estimate the average
frequency.

To continue the example, let us assume that for a 3-month long ad
campaign, you must aim for an ad frequency between 10 and 15 users per
lead. So, for an audience size to generate 1,000 leads, and with the
estimation of ad frequency between 10-15 for three months, you will have
to aim to achieve an overall impression count of anywhere between 10,000
and 15,000 leads (multiply the number of leads you want to generate with
the ad frequency).

The next step is to estimate the CPM, CPI, or the cost per impression. You
need to figure out how much the ad impressions will cost you. CPMs
usually differ according to the industry you belong to and your objectives.
For instance, if you aim to run a campaign for website conversions, then a
$10 CPM is a good starting point. To calculate the total cost of your ad
budget, you must multiply the total impressions you want with the average
cost of impression and divide it by 1,000.

So, (total impressions X CPM)/ 1,000 = total cost.

The final step is to calculate the cost per ad set. Now you have to follow the
formula mentioned above. Using the formula, your cost per ad set will be:
(1,000 impressions X $10)/1,000 = $100. It essentially means you need
about $100 to convert 1,000 leads into 300 potential sales over three
months.



Chapter Nine: Facebook Analytics



Facebook Analytics

If you want to make the most of all the analytical data provided by
Facebook, then you must start using Facebook Analytics. Facebook
Analytics is a brilliant tool that enables marketers to understand the journey
of a targeted user across different Facebook channels and their path through
the sales funnel or the path the customer takes toward purchasing the
product.

This is a free tool and is designed to optimize the working of Facebook ads.
According to the previous algorithms of Facebook, Facebook only allowed
you to view the last touch point in the sales funnel. For instance, if a user
interacted with six of your Facebook posts but only made a purchase on the
seventh interaction, then all the credit was given to the final interaction and
not previous ones. Now, with Facebook Analytics, you can see the entire
path stretching from interaction to conversion instead of just the last point.

As soon as you open Facebook Analytics, you will be able to see an
overview of all the data. Facebook Analytics has artificial intelligence
capabilities, and it will display important data or insights like the users who
engage most frequently with your content. It also provides omnichannel
analytics, which helps you view all the users who switched from the
Facebook app to your website or from your website to the Facebook app
before conversion. It provides customized dashboards where you can view
all the important data at once. It also enables you to create event source
groups from the Analytics dashboard, thereby permitting you to segment
and retarget all those users who followed a particular path of events on your

page.
The information available is seemingly endless, but it will be useless if you
do not know how to properly access and evaluate the data.

Step 1: Accessing Facebook Analytics



Go to the Facebook Analytics dashboard. You must install Facebook Pixel
if you want to access this dashboard. Once you install the pixel and allow it
to run, your Analytics dashboard will be full of analytical data.

When you open the dashboard, you can see the overview of all the data.
Click on the “Dashboards” option, and you can see the custom dashboards
as well as the omnichannel dashboard. If you want to learn more about the
analytics related to a specific set of users, funnels, purchases, or anything
else, then you must click on the “Activity” option. You can start adding any
relevant charts to the custom dashboard; this will give you easier access
when searching for data.

You can also pin any important data onto your dashboard. To do this, you
must click on the icon “Pin to a Dashboard” that is present on the chart you
want to pin. You can also pin a chart to a custom dashboard. To do this, you
must either select an existing dashboard or opt for the “Create a New
Dashboard” option. Once you do this, you must type the name of the chart
you want to pin and click on the option “Add to the Dashboard.”

Step 2: Reviewing activity reports

The activity reports form the basis of this analytics software. They help you
understand all the collected data according to your needs to help make
better decisions. The Analytics dashboard has comprehensive reporting
features. You can delve as deep into the data as you want, and you can also
view micro-conversions along with the global events and demographics.

For instance, if you are an owner of an e-commerce store, and you wish to
determine the users who are converting from Facebook then you must go to
Choose Activity Revenue, and it will provide a report of all the data related
to purchases. To further filter the data, you must select an option from the
“Show By” drop-down menu displayed. You can click on the “Traffic
Source” option from the drop-down menu to view all the conversions
according to the traffic source.

Another brilliant aspect about Facebook Analytics is you can design cross-
channel funnels to decide on the interaction paths reporting the highest rate
of conversion. If you wish to create a funnel, you must click on “Activity”



then open “Funnels” and select the option “Create Funnel” present on the
page. Here are a couple of examples of funnels you can use:

e Users who installed your app and then used your website to make
a purchase.

e Users who used your website to make a purchase but messaged
your Facebook page before making the purchase.

e Users who interacted with a specific Facebook post before
making a purchase.

e Users who reacted in a specific manner while interacting with a
post before making a purchase.

You can make the funnel as detailed or as simple as you want it to be.

Step 3: Using Facebook Analytics data

The real advantage of using Facebook Analytics is that it provides you with
all the data you will need to make better and more informed decisions for
your business. It is essential that you understand the data to improve your
Facebook ad campaigns.

For instance, if one of your Facebook ad campaigns encourages users to
click but not to convert then the users might start to interact with a
retargeting campaign that is showing better conversions. Without the first
campaign, you will not be able to reach the point that finally led to
CONVersions.

So how can you use all this data to your advantage? You can identify the
funnels that are showing a good rate of conversion and then concentrate
your efforts to increase the flow of users through that funnel. For instance,
if you observe that most of the users convert after messaging your
Facebook page, you can start using Messenger chatbots to engage with
those who like your page. Or if you notice that users are converting better
after interacting with your posts, you can take steps to improve the chances
of such interactions.



You can get as creative as you want while using the data from Facebook
Analytics. If you are smart about it, the data you collect can help you
identify your ideal target audience, the place and position of your ads, the
channels to which you must divert the traffic, and also the kinds of content
you must post. Spend some time and explore all the features of Facebook
Analytics. Go through all the data reports carefully, target different sets of
the audience, and use various combinations of funnels. Your understanding
of Analytics will improve as you spend more time using it.



Metrics to Track

Facebook provides a lot of data, and it can be rather overwhelming if you
cannot differentiate between the important and not-so-important data. Here
are the best metrics you should track on Facebook.

Engagement

Engagement helps track the number of times a user acts on your Facebook
posts. It can refer to actions like sharing a post, clicking on the associated
link or event, leaving a comment, or any other type of interaction.
Engagement is amongst the most useful metrics to track because it helps
gauge whether the users like the content you post or not.

It might also increase the exposure of your posts. Facebook’s algorithm is
designed such that it determines the positioning of your posts on the
follower’s feed. The algorithm displays posts according to the interests of
the users. If a specific post of yours receives a lot of engagement, it signals
to the Facebook algorithm that your post is popular, and the likelihood of it
popping up in your follower’s news feed increases.

Relevance score

This is a Facebook metric that helps you measure the relevancy of your ads
according to your target audience. This is usually measured on a scale of
one to 10. A low score means your ads are barely relevant to your target
audience, and a high score of 10 means the ads are quite relevant. This is a
very important metric if you want to see how your Facebook campaigns are
performing. If the relevancy score is low, then it means the frequency with
which Facebook shows the ads will be quite low, and it directly increases
your cost per click. On the other hand, a high score relating to relevance
will increase how often it is shown and even reduce your overall costs.
Reach and fan reach are the two alternatives of this metric.



Impressions

Impressions refer to the number of times your Facebook ads or posts have
been seen. This applies to organic and paid-for Facebook content. You
cannot get any clicks if no one views your content. Impressions help
diagnose the performance of your ads. If other metrics in the funnel, like
clicks or conversions, aren’t performing like you hoped they would, then
you can use impressions to see how well the content is performing. The
detailed metrics to this is Likes, Comments, and Engagement.

Leads generated

This refers to the number of potential customers you have gained via
Facebook. This can come in several forms ranging from getting a user to
sign up for a newsletter to having them provide their email in exchange for
an eBook preview. Facebook helps you generate leads, and Facebook ads
offer several built-in tools for generated leads within Facebook. All of this
makes it easier for your targeted users to express their interest and for your
content to generate leads.

ROAS

ROAS stands for return on an ad spend, and it denotes the return you stand
to receive for every dollar you spend on advertising on Facebook. It
measures the income you are generating through conversions via your
Facebook ads.

Why does this metric matter? You might have shelled out a lot of money on
your Facebook ads, but you still might not have gotten very far. ROAS
helps ensure your media budget is helping you attain the results you want.

ROAS is calculated by dividing your total ad cost by the total number of
website conversions you get. For instance, if you were spending $1,000 on
your advertising campaign per month and managed to generate a revenue of
$4,000 in that month, then your ROAS will be 4:1. This means that for
every dollar you have spent, you stand to gain $4. If your ROAS is positive,



it means you are making money, and if it is negative, your ad campaign is
not successful and is incurring a loss. This helps you allocate your
marketing budget accordingly to focus on campaigns that are making you
more money. This can also include other similar metrics like cost per
conversion or cost per action.

Video metrics

The different video metrics you must track are the view through rate, video
retention, and video engagement. Video view through rate refers to the
number of users your video reached and how many of those users viewed
the video. A video view means a user has viewed the video for at least three
seconds. If you have an audience of 10,000 users and 3,000 of the users
viewed the video, it means your video view rate is 30%. Anything less than
30% means your videos aren’t doing as well as they are supposed to.

If you are publishing a 7-minute long video, but most of your audience only
views about 30-seconds of it, then you must consider cutting down on the
video length. As with the regular Facebook posts, you can also measure the
video engagement you receive. By checking the number of likes,
comments, shares, or any other engagement metric for videos, you can
gauge whether the videos are effective or not.

Conversions

Conversion refers to the number of times your intended audience has taken
an action you wanted them to. This can include an action like purchasing on
your website, registering for your newsletter, or any other related activities.
The goal of any marketing campaign is to increase conversions. By
measuring conversions, you can optimize your campaign to reach your
goal.

You have the option to select “conversions” as your whole goal. This
creates a campaign on Facebook Ads where the program will automatically
optimize your campaign to meet your goal. It ensures your budget is
directed toward increasing conversions instead of focusing on other goals
like clicks or impressions.



Ad frequency

This refers to the number of times your ad was viewed by a user. This is
calculated by dividing the total impressions per ad (the number of times
your ad was shown) by its total reach (the number of users who viewed
your ad). If your reach stays dormant while the impressions increase, it
means there is an increase in your ad frequency. The more a user views
your ad without taking the necessary action, the less likely it is that they
will convert, as a Facebook ad often interrupts the user’s experience.

If a user is not interested in your ad even after viewing it a couple of times,
it is unlikely that said user will develop an interest in what you are
advertising. If you continue to keep showing the ads to uninterested users,
you will merely be increasing your marketing costs.

Click-through rate

The click-through rate or CTR helps measure the percentage of users who
clicked through to the landing page after viewing the ad. This is an
important metric while measuring the performance of your marketing
campaigns by directing clicks to a specific page or landing page. Clicks can
help measure this, but they don’t provide data on whether your targeted
audience 1s interacting with your ads as desired or not. High CTR means
users are taking the desired action, and it means you did well while
selecting your target audience as well as choosing the ads you are showing
them. A low CTR means the opposite of that.

Cost per click

Cost per click or CPC refers to the average cost incurred while earning one
click on your Facebook campaign. You can calculate CPC by dividing your
total ad budget by the total number of clicks you receive. However, to
measure the effectiveness of CPC, you must take your ad budget into
account.



For instance, you might be running two ad campaigns on Facebook. One
campaign receives 1,000 clicks, and the other receives only 100. The one
with 1,000 clicks must be doing better. Well, that’s not necessarily true. If
the cost of the first campaign is $1,000 and the other is only $50, then your
answer about the CPC will change. The CPC of the first campaign is $1,
while that of the second campaign is only $0.50.

Best performing ads

This shows the ads that are performing well and are earning the most
impressions, clicks, or conversions. The success of a Facebook ads
campaign depends on monitoring and optimizing that information by
closely monitoring the ads, you can see for yourself which of the techniques
is working well with your target audience. Once you have this information,
you can start removing the ads that aren’t doing too well and create content
for future ads based on the content of the ads that are doing well.



Start Tracking Your Facebook Metrics

Apart from using Facebook Analytics to track metrics, you can use other
third-party apps too. Below is a list of the best apps you can use for getting
started.

Likealyzer

This is a free tool that is easy to use. You can open any Facebook page and
then measure or analyze its effectiveness. This tool grades a page on the
total score of 100 and then compares it with other similar pages. This means
you can easily obtain a preview of your competitor’s pages. It gives you the
required metrics and some suggestions for changes. The metrics it provides
include the rate of engagement, the length of posts, as well as the timing of
the posts.

SimplyMeasured

SimplyMeasured offers four different Facebook reports. The four reports
are an Insights Analysis report, a Competitive Analysis report, a Fan Page
Analysis report (a fan page is the same as a business page), and a Content
Analysis report. The Insights report prepares the data provided by Facebook
Insights into various forms of charts. The information included within the
reports relates to reach, stories, follower statistics and demographics,
follower activity, page likes, impressions, and engagement. The program
allows you to compare pages of similar companies or brands. It presents all
the metrics in the form of charts.

The Fan Page report provides detailed information about content metrics,
community, and project metrics. The top users are classified according to
the number of posts, comments, and overall engagement. The Content
Analysis report analyzes the breakdown of content you share including the
types of messages, their engagement, and general keywords.



Soziograph.io

After receiving the necessary authorizations, you can use this tool to
analyze every Facebook fan page for free. It displays the average number of
likes, shares, and comments received from each post; the different types of
posts; and the top posts for a specific period. You can return to the news
since the page was created. It is certainly easy to use, but it doesn’t provide
a lot of actionable data like the other tools.

Quintly

This is a very powerful tool that allows you to create detailed analyses of
different social networking platforms. It helps you track your business on
social networks like Facebook, Twitter, YouTube, Google+, LinkedIn, and
Instagram. Quintly also helps you compare the features that allow you to
compare performance with the competitor and industry metrics. The
Quintly toolbar also offers customization options so you can focus only on
statistics that are the most important to you instead of worrying about all the
other ancillary statistics.

Agorapulse

It offers two free Facebook tools. The first tool helps you set a benchmark
for the kind of content you want to create. You can then compare this with
other pages to see their performance. It helps you measure if your content is
above average and helps track the associated metrics. The second tool lets
you run contests, quizzes, and lotteries on your Facebook timeline. It does
this while tracking your response time to messages. This tool covers the
most influential users and users who most frequently mention your brand. It
provides page-level analytics, timeline-level analytics, and other detailed
reports. On Facebook, you can see a detailed breakdown of the organic,
paid, and viral coverage of your brand. This will help you understand which
content is best for you. It also provides a return on investment calculator
that helps you determine your marketing and advertising budget on



Facebook. You can customize the reports it provides and even download
them as a PowerPoint presentation of 20 slides.



Chapter Ten: Sales Funnel

There are various options available when it comes to Facebook advertising.
For instance, you can increase your brand awareness, improve the
engagement rate, direct traffic from your Facebook page to a landing
website or webpage, and even increase the rate of conversions. The benefits
you receive essentially depend on the specific goals you want to achieve.
However, Facebook is quite different from Adwords or other conventional
PPC platforms. Basically, Facebook is so much more than just buying
impressions or clicks. If you use Facebook optimally, you can create an
excellent sales funnel.

Before delving into all of it, you must answer a simple question: What is
your purpose when you log into your Facebook profile? Are you merely
there to check the updates of your friends and to check about the general
news or do you log into Facebook to search for products and purchase
them? Chances of it being the former are greater than the latter.

Facebook is more about socializing and networking than buying. Seldom
does a Facebook user think about purchasing while going through their
Facebook feed. This all means the overall intent of buying displayed by
Facebook users is quite low. This may make you wonder, what is the point
of using Facebook marketing and ads to grow your business if Facebook
users are particularly interested in shopping.

Well, this might be the case for some brands that end up being rather
disappointed with their ROI. They might acquire new followers, increase
their engagement, and such but their rate of conversions doesn’t improve.
The important thing to remember is that this problem isn’t with Facebook; it
instead lies in the approach marketers adopt while using Facebook. Hard
selling on Facebook is not a good idea. You must create a good sales funnel
if you want to generate positive results from your Facebook marketing and
advertising campaign.



Creating a Sales Funnel

Before learning about creating an optimal sales funnel on Facebook, you
must learn about the different stages a potential buyer goes through before
making a purchase. A buying cycle includes the recognition of an
opportunity, discovery of alternatives, comparison of solutions, making a
decision, and implementing the solution. If a potential buyer is in the stage
of opportunity recognition, it is unlikely that such a person will
immediately skip to the purchase stage. However, there will be some
customers who will be ready to purchase. That said, a majority of Facebook
users don’t intend to make a purchase when they log into their Facebook
accounts. This is where you must try to gently coax them to make a
purchase. The best way to go about this is by developing a sales funnel.
Here are the steps you must follow to create a good sales funnel.

Step one: Creating segmented content

To start with, you must have a couple of different types of content available.
It can be in the form of videos, infographics, blog posts, webinars, eBooks,
or even slideshows. The specific path you opt for doesn’t matter much as
long as you provide content which is engaging, relevant, and high-quality.
You must ensure that whatever you are promoting can be purchased on your
website. This comes in handy when you start to retarget your leads to work
them further along the sales funnel. You need different forms of content to
reach different segments of your target audience.

You cannot depend on a one-size-fits-all approach because different
individuals will be at different stages of the buying cycle. Some might not
be interested in making an immediate purchase and might be browsing
through their options while others might be considering the idea of buying
something. Once you have the right content according to the audience you
are targeting, they will enter your sales funnel.

Step two: Promoting content to “warm audience”



You must start promoting your content to “warm audience.” It essentially
means you must target those users who have been exposed to your content
or your brand in some way and have shown some level of interest in the
same. This category of users will essentially comprise of your existing
Facebook followers and can also include the list of users who have
associated with your business or brand in the past. You must pay attention
to the level of engagement and determine the type of content which leads to
most purchases. Take some time, analyze the different metrics available to
you, and make a note of the content that’s doing well.

Step three: Targeting lookalike audiences

A lookalike audience is a term that’s used to describe those users who share
similar interests, behaviors, and habits like your existing target audience.
You can think of them as a cold audience who can be easily warmed up to
your brand and can be converted into potential leads. Therefore, you must
ensure your marketing strategies target this section of the audience along
with your core audience. If you want to do this, you must open Facebook
ads, go to the Audience section of it, and click on the option “Create a
Lookalike Audience.” Once you do this, a pop-up will show up on your
screen, and you need first to select the source. You can create a custom
audience or use the data from a tracking pixel or page. Choose the source
that is ideal for you.

The next step is to select the audience’s location and size, which ranges
from anywhere between 1% to 10% of the population in the area, country,
or countries you choose. While selecting the audience size, keep in mind
that the smaller the percentage, the more similar your lookalike audience
will be to your existing audience. Once you select the necessary parameters,
the next step is to click on “Create Audience” option. The lookalike
audience thus created will be a part of the overall cold audience who need
some persuasion to warm up to your brand or business.

Step four: Promoting the best content



Remember the content that your “warm audience” responded the most to in
the previous steps? Now, you must use the same content and direct it
toward your cold audience. The content can be in the form of a textual post,
webinar, video, or anything else. If you do this carefully, then you will be
able to appeal to your cold audience and can introduce them to your sales
funnel, and they will become a part of your warm audience. After doing all
this, the cold audience will now become aware of your brand and will have
some inclination about making a purchase.

Step five: Remarketing

While advertising on Facebook, it isn’t realistic to expect a lot of people to
switch from being your cold audience to being viable leads who are eager to
make a purchase. Usually, your cold audience must be exposed to your
brand multiple times before they are primed to purchase. So, how can you
prime them and get them to move further along the sales funnel? The key to
it is remarketing, and Facebook is the best platform for remarketing.

Step six: Using Facebook Pixel

You need to create a Facebook Pixel, add the pixel to your website’s code,
and use it to start remarketing and directing visitors back to your website to
make a purchase. By using Facebook Pixel, you can start collecting all the
important data you need to optimize any existing ads and to develop more
effective ads in the future.

Step seven: Using videos

There are various ways in which you can start remarketing. However, while
using Facebook, the best idea is to use videos to get your target audience to
move along the sales funnel. Since you are dealing with “warm audience” at
this point, it 1s quite likely that they might have been exposed to your
content in one form or the other and are even a little interested in it. By
using videos, you can help make a connection and encourage them to visit
your desired landing page.



Marketing is all about encouraging your audience to delve a little deeper
and get better acquainted with your brand. This is a subtle way of
converting your target audience into viable leads without coming across as
being pushy. For instance, if you have watched any of the videos made by
fashion influencers on Facebook, you will notice that in most of their videos
they not only acknowledge the viewer for watching the video but also tell
their viewers to visit their landing page to learn more about the items
mentioned in the video.

Step eight: Keep remarketing

You might be quite eager to make some conversions, but don’t expect all
your audience to convert. So, what can you do now? Now you need to come
up with other ideas to remarket to your audience. Your intention at this
point must be to reach out to those who haven’t converted and encourage
them to convert by offering them something of value in return. You can
offer an informational product that you know will not only be liked by your
audience but that they will find useful too. You need to think of different
ways in which you can get your audience to convert. Maybe you can offer
them a free trial, an eBook, or anything else once they sign up. Offer them
an incentive, and you are bound to increase their interest in your brand.

Step nine: Warming up your leads

It is great that you have managed to motivate a portion of your target
audience to opt in. If you are using email lists to convert your audience into
viable leads, remember that most people don’t open or go through their
emails. Maybe you were offering them a free eBook or a free trial, and
someone didn’t convert even after going through the informational product
you offered them.

Now is the time to start warming up your leads once again. You can create
an ad to explain the benefits of the product you are offering to gently nudge
them to make a purchase. You can also include testimonials or anything else
that you think will help increase the credibility of your brand. These things



help the audience trust your brand and give them the motivation to make the
purchase.

Step ten: Time to hard sell

The final step of the Facebook sales funnel is the hard sell. Yes, it is time to
move on from all the subtle sales tactics used in the previous steps and go
for the jugular. You will need to direct your attention to all those who used
your free trial, downloaded the free eBook and so on but never made a
purchase. The best way to goad this segment of users to make a purchase is
by creating a personalized video ad that includes something along the lines
of, “Thank you for checking out (the free content you offer), but for some
reason, you did not complete your purchase (mention the product’s name.”
Once you do this, it is time to go for the hard sell, and you can do this with
the help of a not-so-subtle sales message about why they must make the
purchase. By now, all your leads will be quite familiar with your brand and
are as warmed up to your brand as they will ever be. It means they are
primed, and they are ready to purchase!



Chapter Eleven: More About Facebook Ads

Carousel Advertisement

Before you can run ads on Facebook's carousel, you need a plan and
strategy for your advertising campaign. Once you've decided on the
message, image, and strategy you want to use, creating an ad is easy. You
need to think about your target audience, what action it should take, and
what gets your audience to take that action. You'll need to make a list of
your customers and their interests, track down links to your website, and
include high-quality videos or pictures that match your message.

Before you begin, review the recommended image size and other
information listed on the Facebook Advertising Page. You can be inspired
by the different formats of the advertising carousel. Then you can create the
same layout in Creative Hub.

To create a carousel ad for your page, follow these steps:

e Click on the “Promote” button on the page and select “Get More
Website Visitors.”

e In the “Ad Creative” section present on the upper right side of
the page, click on “Edit.”

e Enter the desired URL that you want people to be directed to
when they click on the ad. If you want each carousel card to send
the visitor to a different URL, then you can edit the ad in Ads
Manager.

e Once you do this, add the text for your ad.
e Click the + sign, under the Images section to add carousel cards.

e C(Click on the number of the card you want a particular image to
be added to.



e Then click on “Upload Image” to add an image from your
computer, or you can click on “Select Image” to upload an image
from your library that you previously used.

e Click on “Reposition Image” if you want to crop the image.
* You need to add a headline for every card in the carousel.

e (Click on the “Ad Creative” section and click on “Save” when
you want to save the changes to the carousel.

e You'll then need to enter the required audience, budget and
duration information, and the "Payment" section to fill out the ad.
Then click on "Apply."

e Use an editor to create carousel advertisements.

One of the key benefits of using the Power Editor to create a carousel ad is
that you can add more text to the ad. In Advertising Manager, you can use
25 characters for the title and approximately 90 characters for any text. If
you use the Power Editor, you can add more text.

After starting your campaign and naming the ad set and ad, you can
customize it in Power Editor. You will notice that the text contains no
restrictions.

With the Power Editor, you can tell the audience the complete story about
the topic.

You can also customize the display area of the URL. In this additional
section, you can add additional text to the product or provide information
about transactions. This feature comes in handy if the URL is long and
cumbersome. For example, you can use additional tracking in the website
URL and enter the actual website address in the Display URL field so that
users know where they want to go.

If you would like to increase the call to action, you can mark the "Register"
option in the URL display area.

In the Power Editor, you can mark other pages in the ad text. This helps
make the ad look like a normal message, and it also increases visibility. If
you mark other pages, make sure the tags are relevant. To mark another



page or people in your ad, you must enter (@ and then the name of the page
or person in the text box and select the appropriate name from the drop-
down menu. If you use organic content for advertising, tagging increases
visibility.

There are two types of ads in the Power Editor: Product Displays and
Carousels.

Up to five products can be displayed in the carousel displays configured in
the Power Editor. Not only can you select the images that you want to
appear on your ad, but you can also add a link to a unique website for each
product. Each announcement in the carousel has its own description and a
title.

For advertising carousels, the image size should be 600 x 600 pixels. Once
you've made all the necessary changes to your ad, your ad will run.



Split Test

With split testing, you can evaluate the effectiveness of advertising and
determine which ad, image, or format leads to the best results. Split tests
provide statistical results.

If you want to split an ad on Facebook, you'll need to select the “Campaign
Breakup” option when you select a destination for an ad campaign. The
only two goals that are not yet available are brand awareness and shopping.
The split function test lets you test the audience, place, and optimization
rates.

Click “Create” on the Display toolbar. You can use Guided Creation instead
of the Quick Creation stream the first time you use split tests.

Let's take an example to understand how split tests work. Imagine you have
two ad formats, and you do not know which one to choose. This where you
can use split tests. The target you want to test is the amount of traffic
intended for everyone who viewed the content and should be directed to the
appropriate web site. You must check the destination using the list specified
in the split test box.

After selecting a goal, go to the ad group level and click “Creative” in the
Variable section. You can create two promotional options: A and B. You can
add up to 5 different ads at once if you select the "Check Other Ad" option.

Select your audience, placement, bid optimization, trial schedule, and
budget from the rest of the ad set.

In the previous example, the idea was addressed to anyone watching video
content. In the "Audience" section, you must select "Video" for the user
groups. You can also select the page view or a website. If no user group is
available for you, select Saved user groups, and Duplicate user groups.

You can choose from options for the placement, delivery, and optimization
settings. You can select the default automatic placement option and
optimize it for link clicks (another alternative is optimization for landing
page views).



After that, you have to choose a budget and a schedule for the tests. You can
do the test between 3 and 14 days. When the Ad Unit section has finished,
click Next to go to the ad level.

Now you need to create all the variations of ads you want to test. For
example, if you want to test the effectiveness of a carousel ad and an image
ad, you must label ad A as a carousel ad. Then you have to select the
Facebook page in the "Identify" section.

Next, you have to select the format of the carousel and fill in the ad. This
means you need to promote pictures, headlines, links, and descriptions.

After you create Ad A, you can switch to Ad B. Click on "Switch to
Display B." Facebook automatically fills in the data according to screen A.
You will need to change some details to perform the test task. In this case,
you have to change the format of the advertisement.

Since display A is a carousel display, display B is a single image display.
So, choose the "Single Image" option in the "Ad Format" section, and then
add the image you used in your first carousel. Add text, link, and CTA (if
available), and make sure that any details you add here should match the
map from the carousel advertisement you've created.

Then click on "Confirm," and you can see the campaign. Now you can
successfully split your advertising test.

The "Creative Split Test" option allows you to match two ad formats. You
can also use it to test ad copy options, headlines, action prompts, images,
image-based carousel ads, video-based carousel ads, and video ads that are
not related to other commercials.

The split-test option allows you to test various creative options to maximize
the use of FB advertising.



Chapter Twelve: Tips to Create High-Quality

Content

General Tips

When it comes to marketing on social media sites, content is king. You need
to churn out high-quality content that your target audience will find
appealing, entertaining, or empowering.

Consider everything

There is only one way to determine if your efforts are working effectively,
and that is completing an evaluation of all data. Some social networking
platforms have built-in tools to help you do that. There are many options
available for third-party analysis tools. Use them to see what gets the most
feedback on the content you've shared or promoted, and, equally
importantly, what does not get the required level of response. That way, you
can find out where you are successful and where you need to improve.

Make sure you publish at the right time

It is important to post content that engages your audience by prompting
them to like, comment, or share. When it comes to optimizing this, the
timing of your posts is very important because that determines how many
people will see the post. Most business to business companies tend to post
during normal business hours, but even then, posting on certain days will
produce a much better response than posting on others. Do your homework
to find out when your target audience is likely to be online and plan to post
messages while they're there.

Create your connections



One of the common mistakes that social networking marketers make is
talking at the audience, not with them. Talk to your followers and interact
with them by responding to comments and messages or liking their content.
They want to know that you are human and not just some kind of computer
that provides automatic answers. Ask them to share their thoughts and make
sure you respond in good time to their comments. If they send you
messages, contact them immediately. If you effectively ignore potential
customers, they will be driven out.

Go visual

People are repelled by large blocks of text, but they pause and pay attention
to the pictures. Photos, videos, and infographics contain information that is
easier to recognize for people. Make sure your visual content is strong,
engaging, and relevant to your business.

Make each of your selected platforms unique

Many tools allow you to share content across multiple platforms, and this
can be helpful for important information. However, if you do this for each
piece of content, all of your platforms will be the same. People following
you on a platform are likely to follow you on all platforms, and they do not
want to see identical content. This ensures that they only follow you on one
platform. Make each of your accounts unique, and you will attract more
people and gain even more followers and more potential customers.

Let people follow you

If someone subscribes to you on the social network, he wants to thank you.
Oftfer bonuses for a subscription or a like such as a small discount on a
product or a raffle. People need an incentive to join you, and providing
perks for following you will keep them interested in continuing to follow
you.

Remember to be personable but professional



While social networking can be a more relaxed way of marketing your
business, you still need to maintain an atmosphere of professionalism. Yes,
give out some personal information that will give your business a human
face, such as birthday announcements of employee fun facts, but never
express your personal views on things on your business page. When you
start thinking about politics or talking about the latest celebrity tricks, you
can easily start turning your followers away from you.

Social media manager

Not everyone can handle social networks well, and if you can’t, it's better to
have someone at the helm who can easily communicate, interact, publish,
and share with others. In this way, you will be able to continue your
business and take advantage of a successful marketing campaign.

If it does not work, let go

Not everything will work; no matter how much analysis you carry out or
how many new team members you hire, there is bound to be a platform that
is not right for your business. If nothing works and you get no results, drop
it and go. There are better things to focus your time and energy on.

Build business relationships

If there are companies that belong to the same industry or the same niche as
you, join them and follow them, but only if they are not direct competitors.
You can connect clients, share subscribers, and get tips. You may wonder
how much benefit you can derive from it. Interacting with other companies
can attract their followers to your brand or business. It’s a great way to
network and increase your reach.

Fight trolls

The more successful you become, the more attention your social media
accounts attract. With that fame inevitably come internet trolls. Trolls often



get into fights with other followers and post hateful and upsetting
comments. If you find your page contains trolls or people who only want to
cause trouble, handle them professionally. Do not engage in a negative
manner with them because this will reflect poorly on you. At the same time,
don’t allow them to post whatever they want because they may run off other
followers.

Don’t keep selling

Facebook is perceived as a domain where people engage in a kind of social
activity, chat with their friends, view photos and videos of others, and relax.
They want to engage in conversation and become part of the community,
not be bombarded by "outsiders" who are trying to aggressively sell
products.

There are certain hard sales tactics that you should avoid. These include the
use of advertising slogans, sending multiple messages about a specific
product or service, and providing redundant information about a product or
service unrelated to a conversation. Your subscribers can unfollow you, but
they can also do even worse: leave bad feedback about your business on
your page. As a public page, these poor reviews can be seen by anyone who
visits your page. Poor reviews will only hurt you.

Always have a clear goal

It is very important to have a clear goal in mind while using Facebook and a
clearly defined strategy to achieve that goal. For example, a café can easily
decide that its goal is to increase sales generated through Facebook by 10%
within six months. The strategy could then include creating daily posts that
use a coupon code to display unique specials or deals of the day so you can
track a specific sale on Facebook. You can post a photo of the buyer with a
cup of coffee at your café. You can also encourage users to post their photos
(for example, in a coffee shop or with a small amount of coffee) to attract
more attendees. Setting a goal as well as a strategy helps you to determine
the direction and achieve the desired success.



Human side

In general, a Facebook user wants to communicate with another person and
not engage in conversation with an impersonal company. Regardless of who
is responsible for managing the Facebook page of a business or brand, that
person should be able to write and develop content that communicates the
"human" side of the business. Facebook gives you the chance to be more
informal and lighthearted when interacting with customers. Do not make
things sound too formal or hard.

Be regular

Unlike other media such as television, magazines, newspapers, etc., social
networks allow you to include regular updates. Most Facebook users
generally review their pages at least once a day, so you need to make sure
your company publishes new content. Depending on your audiences’
demographics, you can decide how often and when to post new content. Be
regular, but don’t go overboard.

Encouraging comments

You should encourage Facebook users to respond to your posts or comment
on your posts about your business or its topic. When a user posts
something, make sure that their message is answered within 24 hours.
Refusing an answer can be seen as a lack of interest on your part. If you do
not respond, you may not be tracked by users.

Use pictures and videos

One of the most attractive elements of Facebook is the fact that users can
post photos and videos. Take advantage of this ability to keep your
followers interested and engaged. As discussed in previous chapters, there
are multiple ways to do this. For example, a chain of clothing stores may
post images of a new inventory as it arrives, or a personal trainer may post a
training video with instructions on how to perform a particular exercise.



Try to be as interactive as possible and attract your audience by holding
various contests, conducting polls, creating quotes, and so on. Facebook
should be fun, so you should include the fun element in your marketing
strategies.

The two most common reasons why a user visits a business page on
Facebook are discounts and gifts. Competitions and games can make your
site exciting. Customer surveys can be conducted via Facebook. If you want
to do a survey, make the questions easy and make the survey short.
Facebook facilitates short bursts of engagement, so try not to post long
updates or surveys.

Develop relationships

It takes some time to build good relationships with other Facebook users, so
you have to be patient. Try to get to know your followers. Take time to
interact with them in the comments. You can like their comments or
respond to them directly. Building relationships with your followers will
make them more likely to continue a relationship with you.

Remember to use Facebook Insights

With Facebook Insights, you can better understand those who love your site
and want to follow you. Once you know the characteristics of those who
follow you, you can tailor your messages to their needs and their interests.
For example, if a bookstore serves customers of all ages, but most
subscribers are between 18 and 25 years old, the offers shared on Facebook
should be designed according to that target audience of 18- to 25-year-olds.
The offers in the store, however, should be more diverse.

Interaction

Make sure that you post actively on Facebook and engage in other ways.
The more users come into contact with you, the more they will remember
you. This can be achieved by posting content throughout the week. Use
analytics to figure out when and how often to post, and don’t be afraid to try



different strategies. It can take time to figure out what best serves your
audience. Once you find the sweet spot, you should see your engagement
and follower count increase.

Tags are important

Tags allow you to identify who is in a certain post or picture. For example,
in a picture of your employees, tagging each person will make it possible
for followers to identify them and visit the employees’ personal pages.
Tagging someone in something will also make that content show up on their
personal timeline. This increases the number of people who see your
content. Don’t overdo it though. Too many tags can be overwhelming.

Do not forget the commentators

This point cannot be stressed enough. Always remember to answer direct
comments, opinions, and questions. Let your followers know that their
opinions are important and that someone is paying attention to them. You
may think it is best to ignore a critical comment or complaint, but
remember that others can see your failure to respond. That doesn’t reflect
well on you.

Make sure your company profile is complete

You have enough room in your profile to give your subscribers a lot of
information about you. It may seem tedious to fill in so many sections, but
all of those sections contain information your followers want to know. The
more detailed your profile, the better your audience will understand who
you are and what you do. Remember that your Facebook page appears in
Google search results and may be the first thing people come across when
looking for your company. Don’t leave them with unanswered questions
after they visit your page. Make it as complete as possible.

Make sure your subscribers want to see your updates



The ultimate goal of a marketing plan is to get people to read your content.
You want these people to cling to every word you write and strive to see
what you will post next. You want them to check to see if you have
published something recently. You can do this only with high quality,
valuable, and relevant content.

Make it easier to share your content.

While the age of technology has allowed us to do as little as possible while
still being productive, you need to work if you want your content to be
engaging. You need to pack your content in a way that makes it easy to
share and then give people the buttons they need to send content to a friend
or other user on their social networking sites. Make it so easy for them that
it's almost harder for them not to do it.

If you share something, comment on it

Do not just click the button that lets you share a post and leave it at that.
Add a comment to let others know why you think content is worth sharing,.
This helps you build your own experience and reputation as an expert. This,
in and of itself, increases the value of what you share.

Check your grammar and spelling

Texting lingo may be popular, but grammar and spelling are still important.
You are a professional business, and the worst thing you can do is to publish
content that is poorly written and contains mistakes. Review your work,
then review it again. Make sure it meets professional standards before
hitting send.

Learn the rules of the platform

Look at the recommendations for each platform and make sure you know
what 1s acceptable and not acceptable in terms of behavior and content.
Common sense should determine the nature of the content. You must



review the platform's terms of service before publishing. Some platforms,
especially Facebook, are constantly changing their rules for conducting
competitions, and their violation may result in removed content,

suspensions, or total exclusion from the platform. This is not what you want
for your business.



Strategies for Facebook Pages

When it comes to promoting and using your page on Facebook, it's best to
use page-only strategies to increase your appeal. This means that you will
be posting exclusive offers on your Facebook page rather than publishing
them elsewhere.

Below are some Facebook strategies that you can use.

Product

It's a good idea to start with the goods. This includes offering exclusive
products that are not available in the store. For example, you can offer a full
product that can only be purchased through your Facebook page or website,
but not in a store. You can also offer an individual product that is
exclusively available online. For example, you may suggest customizing the
product by changing the color scheme or encrypting a message. You can
also suggest a product in a color scheme or pattern that differs from the one
available in the store. You must make this clear by making relevant
announcements and telling your customers that they are exclusively online.
You can also ask people in your store to like it online to get your "page"
noticed.

Deals

You can make exclusive online deals. You can offer programs like "buy 1,
get 1 for free" or include a bonus gift or a surprise coupon. Such offers will
certainly attract interest and increase the value of your site. Again, it is
important to promote this so that people know about the offer. You can send
emails with details and inform others about the offers you have made to
your online audience. You can also promote it in your store or distribute
flyers to people telling them to visit your Facebook page for special
information.



Awards

You can reward people who bring likes. This works well because people are
being asked to get more and more people to like your site. The reward
should be attractive enough to arouse the interest of your audience. You can
offer coupons, free goods, or specially designed goods. Make these deals
specific to Facebook users. You can place an ad on both the page and your
other social networks telling them to visit your page to be eligible. You can
also mention this on your website and inform people who visit your store.

Discount coupons

You can offer your customers discount vouchers and special coupons or
codes. These vouchers give you a discount on the goods and services you
offer in your store. You can only use these coupons on the Facebook page.
Again, you must announce this on all your social networks, such as Twitter
and Instagram, to let people know about what is happening.

Competitions

Competitions are a fun way to get people to visit your site and encourage
them to interact with you. You can announce the contest on your Facebook
page. The competition may be associated with products or services you
offer. It could be something like asking your followers to create a slogan,
come up with a phrase, or post product photos. Make sure the prize is
desirable enough to entice people to actually participate in the competition.
Set a short time limit for the competition, such as a week, to encourage
immediate engagement and quickly increase followers.

Events
You can also announce upcoming company events on the pages. These can

be events where people meet and get to know each other better. Such events
also help you get to know your audience better because you can interact



with them in person. Providing free refreshments or some other free gift is a
great way to encourage attendance.

Events can help you a lot if done correctly. All you have to do is create an
interesting event, invite as many people as you can, and spread the
information on your page. Try to use the event to promote your company
and your product. This has the advantage where you do not have to spend a
lot of money on sponsorship events organized by other people. Many
people sponsor local events to gain recognition for names. You can use
Facebook to get name recognition without spending a lot of money on
events. Events can spread beyond just your target audience if you make
them public and invite many people. First, determine the type of event and
when your target audience is most likely to be able. Start inviting people
immediately to help spread the word as fast as possible. Give ample notice
before the event. Announcing it with too short notice is a great way to host
an event that no one attends.



Chapter Thirteen: Build a Community

Importance of Building Community

Facebook is not about people; it's about the community. Facebook is a
means of communicating with other people, and that’s the goal of the
platform. It is a global social platform to meet like-minded people. The
Facebook community helps to raise the visibility of your business or brand,
promote your product or service, and drive your business. So, it's important
to create a community for your business on Facebook.

It is not all about you

Most businesses will eventually face the pressure of having to maximize
their sales via some sort of marketing strategy, and Facebook is one way to
do this. But you must understand that Facebook communities are not a
place for you to keep delivering your sales pitch.

Groups on Facebook are not created to solely serve your interests. Your
community might or might not be a part of your target audience. You can
determine whether a group is your target audience or a part of your
Facebook community by this simple test: Check how the conversations
flow. If the conversations essentially flow between you and the other
members of the group, then they are your audience. If the conversations
primarily take place between the members, then they are just a part of your
Facebook community.

The Facebook community is made up of people who build relationships
based on their shared goals, experiences, or interests. Your community is
only part of your market, and those who are a part of it will obviously be
interested in all that you offer. You must opt for such users who have had
some past experience with your brand or business and whose USP matches
yours. Please remember that the focus of the community must be on



creating shared relationships and not on your business. You can act as a
facilitator, but you must not try to hijack any conversations. Your role is the
role of the facilitator, and your goal is for the conversations to grow. You
can do this by asking questions and encouraging conversations. You need to
get to know everyone in your community better. You can do this by
welcoming people, sharing your common needs, showing patience, and
waiting for that connection to continue.

Exclusivity

Who does not like the feeling of exclusivity? Everyone likes it when they
feel they have exclusive access to something. A Facebook page is the
official profile for an entity like a celebrity, a business, a brand, or even an
organization, while a Facebook Group is a place for communication
consisting of other users who share common interests and opinions. Groups
allow users to come together according to a common cause they believe in,
to express their opinions, or to even share related content.

Well, that's a great thing in Facebook groups. Exclusiveness helps build
closer relationships not only with other members on Facebook but with
other businesses too. For instance, don’t you feel quite “cool” if you have a
membership to an exclusive club? Well, the same logic applies to Facebook
communities. The more exclusive the group is, the more the members will
have in common, and their participation will naturally increase. You can
control access by entering specific registration rules and checking
participants before you accept them. The result of all this? The participants
feel part of something exclusive.

You may wonder why this is important. Well, participants are encouraged to
discuss and promote your business, and you do not even have to offer them
information. They automatically assume the role of spokespersons for your
brand or business.

Avoid being a salesperson

When it comes to making purchases, people are picky. Most customers
prefer the recommendations given by their peers as opposed to



professionally authored content. User-generated content is certainly more
effective than the ones that the brand creates. By nature, people tend to trust
their peers more than a business or a brand. Community members
automatically support your brand or business if they feel that they are
welcome and their support is acknowledged.

Do not air dirty laundry

Please remember your role as a community manager is to moderate and
stimulate discussion. Participants should feel that the community is a place
where they can share their views without judgment. The members need to
be able to share their views and opinions on the topics related to the
community page. If there are discrepancies in a community, as a
community manager you must have a plan to dispel a heated discussion
quickly. You must closely monitor the activities of the group and have
someone who reacts quickly and sensitively to differences. Do not use the
group as a means of sharing your own strong opinions, though. Remain and
neutral and professional presence.

Welcome others

You need to introduce new members to the community. When you accept
new members, you need to show them some love. You need new members
who feel welcome, and you should be prepared to engage them in
discussions. You can do this by selecting some standard questions that you
can ask them as soon as they become part of the group. This helps in
making the new members feel welcome.

Loyalty

Members of a strong community want four things:
o A feeling of exclusivity
e  To benefit from the community

° To create an emotional bond



° To fulfill their needs

The participants of a Facebook community must be able to recognize each
other easily, and to do this you can create logos or something similar.
Participants should feel that their opinions are being heard and
acknowledged. To make someone feel like their suggestions are being
acknowledged, you can thank them for their support or even implement
some of their suggestions. Recognition and reward are the best way to
encourage participation. Building a loyal community for your brand will
automatically translate into a better conversion. To keep up with all this, it
would be nice to have group policies and understand the usual group jargon.

If you want to increase positive activity in the group, you need to include
public praise. If you praise someone, be sure to thank him. You can send
them a postcard, chocolate, or anything else that conveys the message,
"Thank you for being a valuable member of the community."

Community

Your community helps with indirect sales, and you need to optimize it. The
four elements you need to focus on are social listening, social influence,
social networking, and social selling.

Social listening i1s monitoring, responding, and caring for customers on a
social platform. Social influence is the creation of authority on social media
platforms through the dissemination of useful and practical content. Social
networking refers to the search for influential people to promote your
brand. Social selling is an indirect search for potential customers that leads
to conversion.

To increase sales, build brand awareness, build a strong audience, and
increase conversion rates, you need a strong community.



Chapter Fourteen: Facebook Stories and

Facebook Live



Facebook Stories

If you want to share your adventures with all your friends and followers on
Facebook, you need to use Facebook Stories. This is better than
downloading a picture because it offers several options for playing the
photos or videos you want to share. It's important that your advertising
campaign keeps pace with the latest updates and features on Facebook.

The stories on Facebook are very similar to the news feed, but one
difference between the two is that the first one is more visual. The user can
add various filters and effects to the camera and publish them in the Stories
section instead of downloading them as normal messages. Stories you
create on Facebook can be shared with a group of people or even a single
user. Once the story is published, it will be available within 24 hours and
then disappear. This is very similar to Snapchat Stories.

To prepare your photos for Facebook stories, you have three options. Open
the Facebook app on your mobile phone, tap the "Your Story" icon, and
then tap the "Camera" icon at the top left of the screen. Then you need to
press the record button to take a photo or video. If you want to share an
existing photo, you can download it from the camera.

If you want to use this feature on your desktop, you will need to create a
message for each publication in the news feed as usual. Once it's done,
you'll need to add it to your story instead of downloading it as a regular
post.

Facebook introduced the Facebook Story feature in 2017. If you want your
brand or business to feel fashionable and cool, you need to be aware of any
new developments that they represent.



Facebook Business Practice History

Facebook Story is a clone of Snapchat Stories or Instagram Stories. You
must ensure that you are familiar with this practice before using it on your
corporate site. The first thing you need to do is check before using, examine
all the buttons and their functions, and then do a quick test drive.

As a business owner, you are a representative of your business, and your
Facebook ad should reflect the same. This applies to not only your news but
also your stories. You must make sure that the emojis, filters, colors,
borders, text colors, and hashtags you use are brand oriented. Try to
demonstrate your brand voice in a fun and creative way.

You must regularly and frequently publish stories on Facebook. With
Facebook stories, you can quickly take a look at everything that happens to
you and your business. If you want to provide your subscribers and friends
with exciting updates, choose Facebook Stories. You should consider the
time at which most of your subscribers will be online and then publish it
accordingly. You can also extend the story at any time. You need to make
sure that the content you upload reaches your audience. If this is not the
case, this completely contradicts the purpose of advertising.

Keep in mind that all subscribers on your corporate page will see the
history. Stories are an easy way for most people to make a personal
connection with the audience. So, remember, it's all about making a
personal connection without overloading you with business issues. You
need to find the perfect balance between business and personal
communication. Share a few posts that are fun or easy and include them in
some business-related posts.

Your Facebook followers are always on the lookout for something genuine
and interesting. You are a representative of your company, but do not forget
to give your audience something that captivates them. You can develop and
improve your relationships with online users with Facebook Stories. To
make the stories look a bit more individual, you can add selfies, post
pictures of interesting events of the day, provide a quick overview of what's



going on, or even add some quotes or "deep thoughts." For example, if you
have a big ad or big event planned for the future, you can use Facebook
Stories for daily updates.

One thing you should never forget when using advertising on Facebook is
that people go to Facebook because it is fun and interesting to them. So,
you need to make sure your Facebook stories meet these simple criteria.
The best way to make people happy with your updates is to give them
something valuable. The content needs to entertain users, offer them ideas
they cannot get from anyone, share things that make them feel valuable, and
show them the private side of your business that's just for Facebook Stories.

Now that you are informed about Facebook Stories, the next step is to
integrate it into your advertising campaign successfully.



Facebook Live

Nowadays, live video has become a popular form of advertising, and
Facebook has responded to that with a new tool, Facebook Live.

Facebook Live is a streaming video option from Facebook. You can stream
a live video to your audience about your business profile or personal
profile. Launched in April 2016, Facebook Live is very popular with online
marketers and advertisers today.

Once you create a video from Facebook Live, it stays on your page or
profile, so anyone who missed the live broadcast can still see it. The video
will be displayed during and after the event in the user's news feed. You
may be wondering why a company should use this feature. Here are a few
of the reasons that will prompt you to include Facebook live video in your
ad campaign:

e This helps a company to connect with its audience sincerely and
gives the brand a personal feel. If you have ever felt that the
audience tends to view your brand as a corporate robot, you can
change that with this feature.

* You can easily interact with your users in real time and answer
their questions. It allows you to interact with your viewers if they
are interested.

* You can use Facebook Live to demonstrate the event to anyone
who cannot attend the event. It helps you to connect with your
customers and subscribers.

e You can also share industry updates.

e Facebook Live also helps you to demonstrate your corporate
culture. This 1s the perfect way to give your brand a sense of
humanity.

When should Facebook Live be used?



You need to know when you can use Facebook Live. There are certain cases
where a video on Facebook Live works better than a normal post. This
section offers suggestions about what to consider when using Facebook
Live and when it is most appropriate.

If you want to introduce the audience to the experience of your business or
brand, use Facebook Live. This only works if you have a physical
storefront. It conveys the appearance of your business or employees that
you cannot convey with texts or images.

Use this feature when you want to conduct events or webinars. A well-
planned webinar is an easy way to reach potential customers.

This is the perfect tool for hosting a question and answer session that you
want your audience to be engaged in. If you can interact with your viewers
in real time, then that has more impact than normal text conversations on
the Internet. When planning and reporting on a Q & A session, you can
attract many of your viewers. This helps to build a better relationship.

Use Facebook Live to offer online classes. Information is the most valuable
asset today. If you can provide free and valuable information, you can
create a loyal audience. The public will want to visit your site more often if
you can offer them something valuable.

Product release is pretty intriguing. If you are planning a product launch, do
not forget to transfer it to Facebook Live. It is also a good customer service
platform.

To start a Facebook live event

Now that you know what Facebook Live is, the next step is to use it. This
section tells you the simple steps you need to take to get started. You will
need a mobile phone or desktop with a good camera and a microphone to
start a Facebook live event.

The first step is to click the "Live Video" button. If you use Facebook on
your mobile phone, a small button will appear when composing a post that
says "Live Video." Click here to start. If you're using the desktop, Live
Video appears in the Publish window.



The next step is to write an attractive description. The description, along
with the thumbnail video, is the most important parts of the video. Without
convincing content, you cannot entice viewers into watching videos. When
writing a copy, make sure it is direct, effective, and informative. Try to give
the viewer the information he needs but hold some content back to create a
sense of curiosity.

Once you've done all this, it's time to take a stand and act. If you want to
record some type of series, try to be consistent with your location. You must
use the same set if it is a repeating series. So, choose a place carefully.

Use an external microphone to improve sound quality.

When finished, click Finish and the stream will stop. Make sure you
completed the session correctly and did not forget to stop the stream.

After the live broadcast ends, your video will continue to be broadcast to all
viewers who missed the live broadcast. You can share the video on the page
and even make the necessary changes to it.

Using Facebook Live with a desktop computer

If you want to use Facebook Live on your desktop, you'll need to open the
browser of your choice and then visit Facebook.com.

Touch the status text box on the screen, then tap Live video.

Enter a brief description for the live video, select your privacy settings, and
click “Next.” When prompted, click "Allow" to grant Facebook the
necessary permissions to access the webcam and microphone. After doing
this, you need to click on "Go Live," and the live feed will start.

Before, during, and after Facebook Live

There are some things you need to do before, during, and after posting on
Facebook Live.

First, you need to promote the event before streaming live video. It's
important to understand that a live video is very similar to an event and not
a blog post. You can always follow the content you posted with consistent



advertising, but for live video, the action takes place before the actual event.
In other words, you need to generate enough news for viewers to see the
video. With Facebook, you can use your promotions to target specific
events and groups. You'll need to post your upcoming ad on your Facebook
page as often as possible. This means that you need to share daily broadcast
updates. You need to communicate something valuable if you remind the
audience of this event. Promote the live event on other social networks of
your company to attract a large audience.

You must limit any distractions if you opt for Facebook Live. Yes,
Facebook Live is certainly more relaxed and offers a natural experience
compared to traditional advertising. However, this does not mean that you
should not plan ahead of time. You need to remember that you represent the
brand, and what you do in live broadcasting affects your brand and your
business. That's why it's important that you always put your company’s best
foot forward.

You also need to make some formatting decisions. How would you like to
record a video and when would you like to air it? For example, if you use
the Facebook application on 10S, you can place the video horizontally or
vertically as needed. Do a test video to see which feature works best for
you.

Time is crucial when it comes to videos on Facebook. Send regular email
alerts, notifications, or post information about an upcoming event. Your
goal is to reach and attract your audience. If you plan a live event rather late
at night or early in the morning, you will miss your viewers.

You must constantly offer the audience context. You may think it is enough
to introduce yourself or your brand at the beginning of the video and then
stop it. Do not assume that the video stream will remain in place as soon as
the viewer clicks on the video stream in real time. Also, there may be other
viewers who opt for later participation. To attract all viewers, you must
periodically provide a context for the video.

The video has to be approachable. Live comments and reactions make the
experience more interactive for the user. So, you must try your best to make
the user feel like it is a two-way conversation. For the conversation to be



interesting, you need to interact with the audience and respond to their
comments or reactions.

You can also use this feature to announce any shout outs.



Conclusion

Social media marketing is certainly a buzzword these days and rightly so.
The various benefits of social media marketing outweigh the benefits of any
conventional marketing methods such as newspapers, billboards, or TV
commercials. Of all the various social networking sites available these days,
Facebook is considered to be the best platform for social media marketing.
With over a billion active global users on Facebook, it is quite likely that
you will certainly find your target audience. Facebook has great potential,
and its popularity seems to be increasing every day.

By understanding how you can make the most of this wonderful platform,
you can create a marketing strategy that will help you attain your business
objective. In this world dominated by social media, businesses can no
longer afford to lag. Time, effort, and patience are the cornerstones for
developing a successful Facebook marketing strategy!

In this book, you were given all the information you need about Facebook
marketing and the various steps you can follow to create an effective
marketing strategy that will help target your ideal audience. Carefully go
through all the information given in this book and keep it in mind while
developing a marketing strategy. You will certainly see positive results if
you do it properly.

Now, all that’s left for you to do is start using the information given in this
book to design a perfect marketing strategy for your Facebook account.
Take the first step and get started with Facebook marketing as soon as you
can to reap all the benefits it offers.

I want to thank you for purchasing this book. I hope it proved to be an
informative and engaging read. Good luck on your journey to master the art
of Facebook marketing!
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