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chapter 1 

Learning Facebook Basics 
Can you remember what life was like before Facebook? You sent e-mails to friends. Maybe you 
participated in online chats and you might (just might) have watched some online video. However, to 
really keep up with your friends, family, customers, and colleagues, you talked to them on the phone or 
visited them face to face. Facebook and other social networks have changed all that. You now get status 
updates the moment your daughter gets her first job and you see photos of your customers using one of 
your products. This is the power of Facebook and the power of social media: It brings people together 
online to discuss common interests. This chapter explains what social media and Facebook are all about. 

The Power of “Social” in Social Media 

Content Is King and Customer Engagement Is Queen 

What Is Facebook? 

The Power of “Social” in Social Media 
Although direct e-mail and flyers in the Sunday newspaper are still great ways to attract new customers or 
engage with the ones you have, social media enables marketers (that’s you) to work in a new dimension. 

With social media marketing, you are able to do more than just sell your product — you can leverage the 
power of your customers to tell others about your products, services, or brand within the context of their 
social networks. Social media is also powerful because you can find customers who are already talking 
about your specific product or company or about something related to your industry. 

According to a June 2011 blog post by ClickZ, social media is a proven success for marketing very “sexy” 
products, especially those that are focused on consumers. When companies offer money or discounts to 
customers in exchange for “liking” them on Facebook, many of their customers (and new customers) sign 
up for the offer (see Figure 1.1). The challenge has been for companies who are also trying to attract new 
customers and get them to take deeper action, such as signing up for a new bank account or buying a 
product. 

However, companies are finding that social media is indeed a very powerful way to get people to 
encourage others to take action. For example, a ClickZ blog post reports that Discover Card created a 
social media referral program that rewarded card holders $50 for each friend they got to become a card 
holder. And Zecco Trading, an online investing site, offered its customers $75 for every friend who 
opened and funded a new Zecco Trading account. The company realized a big increase in new accounts 
by offering incentives. 

Social media is an explosively powerful way to get customers to influence their friends to take favorable 
action toward your brand, product, or service. It just takes creativity and thinking through who to best use 
on Facebook to influence those decisions. 

 
Half the success in getting the most out of Facebook is knowing how to use it. The other half is knowing what 
creative ways you can use to engage your audience to take profitable action. 

So do you see why Facebook can be so powerful? Facebook has a billion users, all connected in one 
way or another. Diving into this swimming pool of connectivity means that your customers and potential 
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customers can engage with your brand through photos, coupons, videos, surveys, polls, and so many 
other things. 

	
1.1 Businesses offer discounts to consumers for liking their Facebook Pages. 

Content Is King and Customer Engagement Is Queen 
Before diving into Facebook, you should understand the importance of content and customer 
engagement. Creating high-quality 
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chapter 2 

Designing a Business Page 
Your Facebook business Page is one of the most important assets you have in successfully marketing 
your business. You can drive lots of visitors to your Facebook Page and update your status frequently, 
but if you have not taken the time to create a well-designed Page, all these things are useless. 
Designing a successful Facebook Page is deceptively easy. Any business owner can create a Facebook 
Page in less time than it takes to drink a cup of tea, but it takes a bit of thought, planning, and technical 
tinkering to make your Facebook Page just right for you and your business and encourage visitors to take 
the action you want. This chapter helps you design a great Facebook Page. 

Facebook Business Pages versus Traditional Websites 

Facebook Redesigns 

Designing Your Basic Facebook Page 

Choosing a Page Design Tool 

Best Practices in Design and Content 

Case Study: It’s a Perfect Day 

Facebook Business Pages versus Traditional Websites 
My friend Navin Ganeshan, chief product strategist at online marketing and web host company Network 
Solutions, has his finger on the pulse of how small business owners can successfully build their 
businesses online. In this chapter, Navin shares his insight. 

As you start creating your Facebook business Page, it is likely to remind you of the process of designing 
a website. You face the same considerations regarding the logo, colors, and links, and you need to 
adhere to some of the same do’s and don’ts of design and content. And yes, you’ll most likely even 
experience the same writer’s block. 

In the days before Facebook (hard to imagine, I know), small-business websites took on the full burden of 
creating a compelling presence, listing all the information that visitors wanted to see and serving as the 
place for visitors to interact with your business by commenting, sharing, and reviewing. 

This was rarely done well. It took considerable effort from the business owner to create a welcoming 
experience that invited participation. Also, visitors had little incentive for participating, primarily because 
the experience lacked social context. Enter Facebook, which provides that social context by sharing your 
likes, comments, visits, and activities with your friends, and vice versa. 

Your website and your Facebook Page are subtly differentiated in function, as outlined in Table 2.1. Think 
of your website as where you really want to convey the full breadth and depth of your business using your 
own unique style and descriptive content about your services. Your Facebook Page is primarily the point 
of interaction between you and your customers, where you speak to them directly and they talk back to 
you about your product or service. 

While a Facebook business Page has strengths and limitations, ultimately, how you use it depends on 
your needs, the nature of your business, and your willingness to invest time. Some businesses configure 
their Page to support everything from product sales to customer service request tracking. 

Table 2.1 Business Website and Facebook Business Page: The Subtle Differences 
Website Facebook 
You have full creative control You have limited control 
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Focus on presentation Focus on interaction 

Visitors expect uniqueness Visitors expect uniqueness, but in a familiar context 

Frequent content updates needed Content changes in real time 

Facebook Redesigns 
In early 2011, Facebook made some high-profile changes to the layout and technology behind its 
business Pages. The most important of these was a switch from a proprietary technology called 
Facebook Markup Language (FBML) to a more flexible IFRAME layout. The IFRAME layout enables you 
to embed a website element (such as a picture, graphic, or other element) more 

 

chapter 3 

Drawing More People to Your Page 
You can drive additional people to your business Page by using contests, polls, and questions. By 
incorporating these items into your Page, you add a much-desired variety to your postings. Instead of 
arriving at a Timeline full of status updates, customers first see a few interactive pieces that directly ask 
them to participate. These Facebook apps also create ways to encourage customers to communicate 
with you when they may not know exactly what to share. 
The most powerful way a company can build its community on Facebook is through audience 
engagement. This chapter covers how to use Facebook apps to bring interactivity to your business Page. 

Creating Contests, Polls, and Questions 

Additional Ways to Drive More Facebook Visits 

Using Groups 

Managing Backlash 

Using Social Media Dashboards 

Leveraging Offline and Online Marketing 

Creating Contests, Polls, and Questions 
Your Facebook business Page will not be a successful part of your marketing plan if you can’t get people 
to visit your Page. Encourage people to visit your Page and interact with your business by using contests, 
polls, and questions. 

Contests 
People love contests and sweepstakes. The opportunity to beat the odds and win a contest, even with a 
one-in-a-million chance, is alluring. Facebook has features for incorporating and managing a contest on 
your Page (see Figure 3.1). These contests are run by third-party vendors, not Facebook. 
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3.1 Contests are a great addition to your Facebook business Page or group. 

Quote, Unquote: Facebook and Contests 
“Facebook has been the most effective with respect to contests. Research shows that, while small-business 
owners may not engage actively with their vendors on Facebook, they are very receptive to deals and contests. 
One of the reasons for effectiveness in this area is the tools. Facebook requires a third-party tool be used to 
run contests on its platform. As a result, the ecosystem of available tools is much more mature compared to the 
other social networks.” 
— Greg Tirico, senior social media manager for Sage, a global business software and services company. 
This chapter covers the basics of creating a contest on Facebook. Contests can attract visitors to a 
Facebook fan Page or serve as a supplement for a Check-in campaign. A Check-in campaign is a way to 
drive repeat traffic to a local store — the more people Check-in via Facebook, the more points they 
receive for a chance to win something. Many businesses have seen success with contests. 

All contests promoted on Facebook must use a Facebook-approved app. There are absolutely no 
exceptions. Facebook monitors businesses to ensure that promotions fall within its guidelines, and it can 
penalize a company by removing content and disabling a Facebook Page. Read Facebook promotion 
guidelines here: www.facebook.com/promotions_guidelines.php. 
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Fortunately, a number of contest applications are available, each providing services perfect for creating 
contests, sweepstakes, coupons, polls, or other promotions. These apps provide various data collection 
methods for the contest, such as entry forms within the app link or an e-mail form. The most common 
applications currently available are the following: 

• Wildfire (www.wildfireapp.com) 

• North Social (http://northsocial.com) 

• Woobox (http://woobox.com) 

• Votigo (www.votigo.com) 

• Strutta (www.strutta.com) 

• Offerpop (http://offerpop.com) 

You can search for all these applications on Facebook or on websites such as Appbistro 
(http://appbistro.com) or All Facebook (http://allfacebook.com). You can also use sources such as 
Mashable to research contest success stories from various businesses to decide what type of contest or 
promotion might be most effective for your business. 

Contests, like other promoted content online, take time to promote. Try to promote 

 

chapter 4 

Making Money on Facebook 
Facebook is a great tool to use to engage your customers by sharing photos and comments. You can 
start conversations and glean valuable feedback from customers. This engagement is an indirect way that 
many businesses are making money on Facebook. Facebook can also be a powerful way to 
generate directrevenue for your product or service. By advertising on Facebook, you can reach hundreds, 
hundreds of thousands, or millions of potential customers. 
Making money on Facebook is easy, but if you know some best practices, it’s much more profitable. 

Selling Online Using Facebook 

Reviewing Your Facebook Page Analytics 

Advertising on Facebook 

Using Sponsored Stories 

Selling Online Using Facebook 
Selling online, whether through a website, blog, or e-mail newsletter, is pretty easy. You simply showcase 
your products, market them to your targeted customers, and then enable those customers to buy. Your 
customers can pay for your product or service through whatever method you choose, whether that is 
bringing you a pound of apples to your doorstep in exchange for 30 minutes of consulting, paying you 
through PayPal, or just mailing you a check. However, to maximize your online sales, you need to go 
beyond the basics and learn the art and science of selling online. 

Using Facebook to sell online is no different than any of the other more typical methods. You simply list 
your products or services, wait for payments, and eke out a living. Or you can take it a step further and 
learn how to really maximize Facebook for your online sales and boost your e-commerce revenue. This 
chapter covers how to leverage Facebook to sell products or services online. 
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Creating a Facebook Page to make money 
As I discuss in Chapter 3, your business should create a business Page rather than a group or personal 
profile Page. If you are using your personal Facebook profile as a business Page, don’t. 

Before creating your Facebook Page for your business, ensure you have a personal Facebook profile that 
is fully set up. Use a great photo, fill out all the information, and carefully review and establish the privacy 
options you are comfortable with. 

Business Pages enable multiple administrators. This is great for growing companies with turnover — you 
can rest assured that if an administrator leaves the company, someone else can still control the Page. 

Business Pages are public by default, so they appear on search engine results. 

Business Pages are divided into different categories, such as brand, local business, or musician, so they 
appear in more relevant search results. 

With a personal profile, you are required to accept friendship requests. By contrast, anyone can become 
a fan of your business Page without administrator approval. 

Brainstorming content ideas for your Facebook Page 
Your Facebook Page is a great way to share content with your followers. The key is providing unique 
content that encourages followers to continue following your Page. Moreover, Facebook’s algorithm for 
determining which items appear in each user’s News Feed takes into account the frequency in which 
followers of a Page participate by clicking on that Page. This tracking ensures that Page content that is 
most often clicked on is considered among the top updates listed in News Feeds, where your followers 
will see it. 

Here are some content ideas that you may want to consider for your Facebook Page: 

• Pictures of your business at a trade show 

• Photos of your business receiving an industry award 

• Instructional videos about your product or service. For example, if your product is baked goods, you 
can post a video on good baking tips 

 

chapter 5 

Boosting Your Website with Facebook 
Sometimes my head spins with all the options small businesses have for online engagement. At first you 
had just websites to worry about. Then blogging was all the rage. Now social media has come of age and 
everyone is telling you to engage with social media, which is why you are reading this book. It can be 
confusing. 
This chapter shows you how to leverage the power of Facebook and your website, which are even more 
powerful when blended. It is not an either/or proposition: You typically can’t do away with your website 
and just maintain a Facebook Page. And you can’t afford not to be on Facebook and focus only on your 
website. This chapter shows you how to encourage customers to engage with your website through 
Facebook. 

Integrating Facebook with Your Blogs and Website 

Website versus Facebook-Only Presence 

How a Cake Recipe Website Integrates with Facebook 
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Integrating Facebook with Your Blogs and Website 
Your overall online presence is critical and may be the most important part of finding new customers and 
keeping the ones you have. Word of mouth is important, but in 2012, a business’s online presence is 
more powerful. 

For many businesses, a website is one of the most important tools for forming this online presence. Your 
website alone is powerful, but what’s even more powerful is integrating Facebook with your blog or 
website. This integration could be as simple as linking to your website from your Facebook Page or 
writing on your blog about a photo on your Facebook Page. The integration could be as complicated as 
enabling your Facebook users to log in to special sections of your website through their Facebook 
accounts. You could also integrate your blog’s discussion boards with Facebook. 

Facebook is a very powerful marketing tool, and smart businesses think of ways to integrate and leverage 
it with their websites and blogs. 

First, here are a few tips from Jeff Bullas, a digital marketing and social media strategies expert. He wrote 
nine ways to integrate your website and Facebook in his blog, some of his steps include the following: 

• Use Facebook to drive traffic to your website and blog (see the J.Crew link in Figure 5.1). 

• Use Facebook to drive traffic to the company blog(s) by linking to the article in a Facebook update (see 
Figure 5.2). 

• Link to your other social media sites on your Facebook Page (see Figure 5.3). 
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5.1 Creating an obvious link back to your website encourages users to click and visit your site. 
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5.2 Integrating your blog into your Facebook Page encourages more views from visitors and fans. 
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5.3 You should always provide links to your other social media sites on your Facebook Page. 

• Integrate your e-mail sign-up form on your Facebook Page (see Figure 5.4). 

• Provide content on your Facebook Page that incentivizes users to visit your blog or website (see Figure 
5.5). 

• Offer specials on your Facebook store that link to your e-commerce store (see Figure 5.6). 
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5.4 Inviting visitors to join your e-mail list when they come to your site increases your marketing reach and 
allows additional interaction with the user. 

 
You can also use apps to more easily manage your e-mail list. One example is ContactMe 
(www.contactme.com). 
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5.5 By creating a competition that drives traffic back to your website, you should see a large increase in 
website traffic. 

Facebook has made it easier than ever to implement social media sharing into your website and blog by 
developing applications and plug-ins that simplify the connection process 
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Creating Facebook Events 
Hosting a crowd is one thing, but how should your small business get the word out about events? Well, 
sure enough, Facebook has a tool for announcing events. Facebook Events lets you organize gatherings 
with your customers, partners, employees, and other people in your community. 
Professional event managers or businesses with a frequent exhibit production schedule can leverage the 
Facebook Events app. Successful event management requires an understanding of the audience you are 
trying to attract. There’s no better way to manage your message than within Facebook, given that so 
many of its tools enable you to reach your desired event attendees with ease. This chapter looks at some 
details specific to the Events app and how to best use it. 

Creating an Event in Facebook 
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Announcing Your Event 

Creating Livestream Events 

Promoting Your Event 

Using Other Event Apps 

Creating an Event in Facebook 
So you have a special event planned for your business and now it’s time to let everyone know. Facebook 
is the perfect tool to get the information about an event to your customers and your larger following. The 
Events app within Facebook allows you to create Events and post them to your business Page. It also 
enables you to invite individual followers or groups. Who might post an Event on Facebook? Here are 
some examples: 

• A music artist promoting a new album has a launch party 

• A writer promoting the latest novel or nonfiction book has a book signing 

• A retailer creating an in-store promotion 

• A small business owner mentioning an upcoming webinar 

• An organization offering an open house mixer 

• A nonprofit creating a fundraising project 

Events that you post on Facebook appear in a separate box in the views and apps on your business 
Page and, once created, are public by default. The Events Page displays your upcoming Events, any 
invitations you have pending, and links to your own Events. 

To create an Event using Facebook Events, follow these steps: 

1. Go to your Facebook business Page and click Event, Milestone below your cover photo (see 
Figure 6.1). 

2. Click the Event button to go to the Event details box. 
3. Fill out the Create New Event dialog box. It is pretty straightforward (see Figure 6.2): 

a. Type the Event name. 
b. Add details about the event. 
c. Add the location. 
d. Select the date and time. 
e. Select or deselect the Show guest list check box and the Only admins can post to the Event wall check 

box. 
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6.1 To create an event, click Event, Milestone on your business Page to access the event details screen. 
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6.2 Add the Event specifics. 

When you finish, click Create Event, and you are off to the races. You have created an Event ready for 
everyone to share. The new Event appears in the Events box under your cover photo on your business 
Page so that anyone visiting your Page can click to see the details of this Event and all Events you have 
(see Figure 6.3). 

	
6.3 Your current and past Events appear in the Events box under the cover photo of your Page. 

Unlike an Event you create under your personal account, business Page Events are public by default and 
anyone can join them, therefore there is no invitation list for the Event. 

In addition to the basic Event information, you can also add a picture in the Event details to entice more 
attendees. You can do this by opening the Event and simply hovering your mouse over the large date box 
on the left until you see the Add 
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chapter 6 
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e. Select or deselect the Show guest list check box and the Only admins can post to the Event wall check 
box. 

	
6.1 To create an event, click Event, Milestone on your business Page to access the event details screen. 
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6.2 Add the Event specifics. 

When you finish, click Create Event, and you are off to the races. You have created an Event ready for 
everyone to share. The new Event appears in the Events box under your cover photo on your business 
Page so that anyone visiting your Page can click to see the details of this Event and all Events you have 
(see Figure 6.3). 
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6.3 Your current and past Events appear in the Events box under the cover photo of your Page. 

Unlike an Event you create under your personal account, business Page Events are public by default and 
anyone can join them, therefore there is no invitation list for the Event. 

In addition to the basic Event information, you can also add a picture in the Event details to entice more 
attendees. You can do this by opening the Event and simply hovering your mouse over the large date box 
on the left until you see the Add 
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chapter 7 

Using Facebook to Generate Local Store 
Foot Traffic 
There are about 30 million small businesses in the United States with physical locations that depend on 
walk-in foot traffic. While foot traffic and face-to-face customer service are essential for repeat business, 
online engagement with those customers helps bring them back. Local shoppers enjoy telling friends 
about the Check-in Deals they find. Facebook Places and Check-in Deals list local businesses and their 
current promotions, empowering business owners to drive traffic to their locations. Individuals can share 
that they are at your location along with the Check-in Deals you are offering. These services are 
examined in detail in this chapter. 

Your Local Business and Facebook 

Local Check-in Deal Best Practices 

Is Your Business Ready for Your Check-in Deal? 

Promoting Your Check-in Campaign 

Using Insights to Understand Your Campaign 

Using Facebook Offers 

Your Local Business and Facebook 
The first few chapters of this book cover the marketing reach you can obtain by using Facebook for your 
small business. As I’ve mentioned, Facebook has created numerous applications that help drive people 
back to your website or e-commerce site. But Facebook is not limited to the Internet and a virtual 
association to your business. Facebook has also developed applications that help drive foot traffic to your 
physical business location. As much as I’ve stressed the importance of having a Facebook Page for your 
business and incorporating applications into your website, creating links to your physical business 
location is just as essential, and an amazing and economical way to market your business. 

Using Facebook Places as a customer 
If you have a business with a physical location, Facebook Places can be an amazing tool for you. Places 
is a check-in program that lets Facebook users indicate where they are so that their followers (or just 
friends) can join them at the location if they wish. Facebook Places is designed specifically for physical 
locations to connect with people using mobile devices. A Facebook Places user checks in to a place or 
organization that has established its Places presence in Facebook via a Place Page. Friends of the user 
can see the Places notification and can choose to join the user at the location or allow the notification to 
be a discovery of a new place to visit later (see Figure 7.1). 
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7.1 Each time you check in at a location, your activity appears in your News Feed for all your friends to see 
along with the friends of anyone you tag with you. 

This Check-In feature enables you to do the following: 

• Check in to a location and post an update that appears on the Place Page, your friends’ News Feeds, 
and your Timeline. 

• Tag the friends you are with so they can be part of the update. 

• Browse status updates of friends checked in nearby. 

• After checking in, tap the Here Now button on the application to see who else is checked in where you 
are. 

Finally, Facebook Places enables you to find local Check-in Deals: 

• Use Facebook Places on your mobile device to find special offers everywhere. Once you check in to a 
location on your device, any special Check-in Deals that are offered appear under your Check-in status 

and are represented with the Check-in Deal logo ( ). 

• Save at your favorite retailers, eateries, and entertainment venues. 

• Check in to claim a Check-in Deal and let friends know about it. 

You can use any supported mobile device to check in on Facebook and let your friends know where 
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chapter 8 

Catching Media Attention Using 
Facebook 
Public relations professionals have used press releases, close relationships with journalists, and creativity 
to get “ink” (digital or otherwise) for years. Usually there is the client, the media expert, and the journalist 
who covers the media expert’s client. With the rise of social media, the opportunities (and challenges) for 
media professionals have increased. Corporate executives have their own Facebook accounts. 
Journalists can directly engage with companies and their executives on social media networks such as 
Facebook. 
This chapter gives some insight into how Facebook can be used as a powerful tool for getting the 
attention of journalists so that they cover your brand, product, or service. 

Conducting Audience Research 

Determining Desired Outcomes 

Working with Bloggers and the Media 

Public Relations Gurus Share Their Insights 

Conducting Audience Research 
Sarah Skerik, PR Newswire’s vice president of social media, is a public relations and social media guru. 
In an August 2011 blog post, she gives the basics on using Facebook to get more media attention. This 
section and following sections (through the “Good old-fashioned promotion” section) are written by Sarah 
and review the key factors that she outlines in PR Newswire’s blog to help you understand how to 
effectively use Facebook to gain media attention. 

I’m in the camp that agrees Facebook has a place in public relations strategies. However, the charge to 
“get it out on Facebook” isn’t a tactic I’d recommend. Before one starts communicating via Facebook, it’s 
important to think first about who your audience is. Chances are pretty good that a large chunk of them 
are on Facebook. But why are they there and how do they use Facebook? Do they tend to be eager and 
rampant networkers or are they more focused on friends and family? Are they active in groups? Are they 
enthusiastic game players? A little research into who your audience is will help you develop more 
messages and strategies. 

“For our clients, we first determine if Facebook is the appropriate outlet and customize our approach 
based on our client’s goals,” says Mike Nierengarten, an Internet marketing consultant at Obility 
Consulting. “For example, our client Animation Mentor, an online animation school, is perfect for 
Facebook because it has tons of great content (video, events, and pictures), a strong (current) student 
presence on the site, and our target customers (potential students) use the site regularly.” 

But exactly how does one research an audience on Facebook? You can start by simply purchasing an ad 
on Facebook. As you go through the process, you’ll learn more about your audience in terms of size and 
demographics. That said, I prefer the gumshoe method, meaning you log in and start looking. 
Demographics won’t give you the insight into where people gather, what sort of messages they share, or 
the overall “vibe” of the community on Facebook interested in causes related to your organization’s 
objectives. Any social media strategist worth his or her salt will tell you the first step in planning a strategy 
on social networks is to listen and you’ll find the same advice here. Find active groups focused on 
relevant topics and join them. Spending most of your time listening and observing will give you the most 
valuable information you need to learn the most about your audience. 



 30 

Determining Desired Outcomes 
Once you have an idea who your audience is and what your goals are, you should consider what your 
desired outcomes are. Do you want to use Facebook to develop relationships with media people and 
bloggers? Are you more interested in finding and engaging your enthusiasts within your marketplace and 

 

chapter 9 

Leveraging Facebook as a Platform 
Your website is a crucial part of your online marketing, overall identity, and sales efforts. Without a 
website, you cannot compete in today’s marketplace. When you have a website, customers can find your 
products and services through search engines and use your site as a powerful resource for information 
on what you sell. 
Smart businesses are going beyond just using Facebook to post comments and interact with customers 
— they are leveraging Facebook as a platform for enhanced communication and collaboration on their 
websites or other digital properties. 

Why Platforms Are Important 

Integrating Facebook and Your Website 

Apps and Mobility 

Designing for Community 

Case Study: Leveraging the Facebook Platform to Raise Brand Awareness 

Why Platforms Are Important 
As a small business owner, you want to focus on selling your products, supporting your customers, and 
growing your business. However, you are not an expert in everything. You must work with a lawyer to 
draft contracts, an accountant to do taxes and manage cash flow, an office space consultant to design 
your office, and other experts to help with many other things. 

You also must connect with customers on mobile devices and through social media. Instead of you 
creating and maintaining all the services your company needs, larger companies, such as Facebook, 
provide ecosystems of services. You don’t have to build an infrastructure to connect with your customers; 
you can leverage Facebook — a platform — for this. 

Here is one nontech example. Sure, you could store money in your home, under the pillow or in a safe. 
But when everyone pools money in a bank, the bank can provide services leveraging all the money in its 
care. Similarly, using a technology platform is more powerful than relying only on your website. 
Technology platforms have built-in features (such as Check-in Deals, location services, and the ability to 
indicate if colleagues are online and available for communicating) and large numbers of users. 

Sure, you could hire a programmer to develop one or more of these services. But by using the platform of 
a larger infrastructure (such as Facebook), you save development time and money and take advantage of 
the pool of potential and current customers already on the platform. 

Although many of the tools platforms offer out of the box are interesting, companies can also “mash up,” 
or combine, the tools or features of the service or of other services to make something uniquely beneficial 
to the business. 

For example, the soft serve retailer Tasti D-Lite linked its loyalty cards with its social media sites, 
including Facebook. Every time Tasti D-Lite customers used their loyalty cards, their friends were 
automatically alerted on Facebook or on sites that they linked with their loyalty card — friends would see 
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a post on their Facebook Wall (now the Timeline) or a tweet in their Twitter feed. Customers who linked 
their loyalty cards to their social network got more loyalty points. Pretty innovative! You can watch my 
interview with BJ Emerson, vice president of technology at Tasti D-Lite, at http://bit.ly/hnxgWa. 

This is the power of using Facebook as a platform in your business. Phil Simon’s book, The Age of the 
Platform (www.theageoftheplatform.com) is good reading for more on this issue. 

Integrating Facebook and Your Website 
Social networks have become so popular because they connect people with one another. Traditional 
websites don’t have social connectivity built in to them. Sure, you can comment on a blog post and see 
what others have commented on, and there are other things you can program into your website. But 
Facebook’s natural  
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Creating and Using Facebook Apps 
Just about everyone has heard of apps. With regard to Facebook, apps extend Facebook’s capabilities. 
They can add life and functionality to your business’s Facebook Page. The right apps also increase sales 
and engagement by giving you more powerful tools. You might want to consider hiring an app developer 
to make a custom app for your business. 
This chapter explains what Facebook apps are all about, helps you evaluate whether you should create 
an app, and reviews Facebook’s app approval policy. It also covers marketing and maintaining your app. 
Last, this chapter reviews third-party applications that can help your business. 

Facebook Apps for Your Business 101 

Should You Create a Facebook App? 

App Approval and Policy 

App Marketing 

Facebook Ads for Apps 

App Maintenance 

Facebook Apps for Your Business 101 
Apps, short for applications, are light-duty software codes meant to accomplish a particular task for the 
user. You have seen apps if you own a smartphone. In fact, apps have become serious business as the 
popularity of smartphones and tablets has increased substantially. A Kleiner Perkins Caulfield & Byers 
report (February 2011) noted a significant inflection point on the sales of tablets and smartphones over 
standard computers. This change in purchase behaviors has led to more demand for apps that are 
interactive and help accomplish errands and tasks. Facebook, a platform that is often accessed while on 
the go, is not immune to the app demand. 

Like those used on a smartphone or tablet, Facebook apps are meant to accomplish tasks or entertain, 
but they do so within the Facebook platform. Facebook has developed apps that manage the additional 
features of a user’s account. These apps include photo sharing, videos, static HTML, and notes.  

Many third-party developers have also built apps for Facebook. The most successful are entertainment 
apps, such as Texas HoldEm Poker, CityVille, FarmVille, and Mafia Wars (see Figure 10.1). 

This section focuses on apps that can improve your business operations and helps you decide whether to 
create apps designed specifically for your business and customers. 
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Discovering apps 
Many Facebook users add newly discovered apps to their Pages without a second thought. In most 
cases, the discovery comes through a recommendation from a friend, a connection, or a trusted source. 

Most of the top downloaded apps are games. These offer a casual escape from life that many Facebook 
users are seeking. So there is a tremendous interest in casual apps that may make a search for business 
app appear to be a bit of an Easter egg hunt. However, discovering business apps is possible. 

	
10.1 One of the best-known apps on Facebook is FarmVille, a casual simulation game that has ordinary people 
tending crops at all hours of the day. 

First, take inventory of the apps your account is already using. If you are interested in verifying an app 
within a Page, click Edit Page, and then click the Apps category to display a list of the apps you have 
added to your Page, each accompanied by a short description (see Figure 10.2). 
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10.2 By clicking Edit Page and then clicking the Apps link in the left column, you can see the apps that are 
already applied to your Page along with a brief description. 

Second, you can simply search for an app if you already know the name and might be interested in 
adding it to your account (see Figure 10.3). Type the name in the search box on your main Facebook 
Page. Typically, Facebook returns search queries according to group categories — apps, games, people, 
and Pages 
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Learning Lessons from Real Businesses 
Maybe you think that marketing on Facebook is only for large businesses that can spend thousands of 
dollars to make it work. If so, you’re wrong. 
Facebook is an ideal platform for small businesses. It gives them opportunities to find new customers and 
engage current customers as never before. 
This chapter provides examples of small businesses, such as Community Coffee and Squishable, that 
are succeeding in using Facebook, and it explains how they are doing it. 

How Real Businesses Are Making Real Money on Facebook 

Analyzing Case Studies 
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How Real Businesses Are Making Real Money on Facebook 
Although Facebook started out as a platform for college students to connect with each other, it’s now a 
place where real businesses are making money. This money can come from direct or indirect sales. 

Successful businesses that use Facebook succeed for two main reasons: their content and advertising. 

Content 
Instead of blasting buy-from-me-now advertisements all over Facebook and to fans that like them, 
successful businesses provide rich content. 

Think about how you and your own friends interact on Facebook. It’s like a virtual coffee shop or living 
room get-together — you have fun and just relax. Businesses who share useful, insightful, or fun content 
that their fans want to receive become part of their fans’ trusted community. 

The stories that follow are about businesses that have been able to sell their products and services by 
being trusted sources to their online customers and prospective customers. Some businesses think 
leveraging Facebook is only for tech companies. It’s not. Instead of trying to sell on Facebook, focus on 
your customers and give them an opportunity to share pictures, video, and other information for other 
customers to see. 

Remember, what you post on Facebook is also important. Videos and photos are well received on 
Facebook. Aren’t those the things you post in your own personal Facebook Page? Your customers are no 
different. 

Advertising 
You’ll read in the following stories how companies purchased ads on Facebook and successfully boosted 
customer engagement or direct sales. Facebook advertising enables any business that knows its 
customers to find more of these customers online. Whether you decide to directly advertise to them or just 
get them to like your Facebook Page, Facebook advertising is a simple and effective way to attract more 
customers. 

Every business owner should classify his or her business customers into distinct customer types. 
Facebook enables you to target your advertising based on the information in a person’s profile instead of 
relying only on keywords. For example, say you want to target customers of a certain gender, age, and 
geographic location. You can do this with Facebook, which is why it’s so powerful. But don’t start by just 
selling a product. Use your money to attract an audience and identify customers who best resonate with 
your brand or what you are selling. Don’t advertise women’s shoes on sale. Instead, allow customers to 
post their favorite shoes and win a prize. 

Overall, advertising on Facebook is different than advertising on TV or in the Yellow Pages. With 
Facebook you want your audience to engage with you. This is most important. 

Analyzing Case Studies 
To show you that it is possible to make real money on Facebook and create very successful marketing 
campaigns for very little money, I am sharing case studies of companies that achieved success with a 
little ingenuity and small budgets. Each company outlined in this section had a plan on how it wanted to 
use Facebook and was diligent in ensuring that its efforts and content 

 


