
Facebook 101 
FROM SET UP TO ADS



Why Do I Need Facebook?

 Use email and social media to inform customers 
of easy access routes. 

 Consider sending weekly or bi-monthly emails to 
your customers so they remain informed and do 
not change buying habits. 

 Establish Online Presence 

 Create or update business profile so that it will 
generate interest from customers or potential 
customers 



Why Do I Need Facebook?

 Make Facebook your best friend 

 Begin generating “likes” NOW if you haven’t 
already 

 Provide daily updates on construction and 
accessibility tips 

 Promote specials & consider promoting a daily 
product and/or service highlight 



Why Do I Need Facebook?

 Use this opportunity to make connections with customers 

 Create posts that will attract attention from people who are not 

current customers 

 Encourage current customers to “share” your post to their online 

community 

 Support other businesses in your community by “liking” and making 

positive comments on their posts and ask them to do the same for 
you

 Provide customer tips and product/service education on your 

Facebook and web page – this will help create long term loyalty 



Customer Lifecycles & Sales Funnel

Craft your message for each subsection



The six stages of the customer lifecycle

 Your buyers have a goal: to fill a need or solve a problem. To help, 

you need to understand the different stages of the customer 

lifecycle, identify where each buyer is in their unique journey, 

present a call-to-action (CTA) and tie each of your marketing 

activities to business outcomes. 

 We break down the customer lifecycle into six main stages: 

awareness, engagement, purchase, retention/loyalty, growth, and 

advocacy. Each buyer’s unique journey is fluid and can move 

between these stages, both forward and backward. This is how 

these stages can shape your social media marketing goals. 



Marketing Funnel



Awareness 

Buyers here are at the beginning of the customer lifecycle. 

This is where good branding, a high ranking on search 

engines, and a strong social media presence are useful. 

Your goal in this phase is to drive brand awareness and 

capture audience interest, reaching them on the right 

channels with relevant, personalized messages. 



Engagement 

Buyers in this phase have displayed interest in your 
company and are potential customers. Your goal is to 
listen to their behaviors and then engage them with 
targeted messages to nudge toward the next conversion.

This includes creating specific offers and nurture tracks 
based on their preferences and behaviors. Useful content 
is a great way to maintain a connection with your 
audience, educate them, and ultimately build a lasting 
relationship. 



Purchase 

In this stage, your buyers are ready to purchase from you, 

so your job is to make the process convenient for them. 

Monitor your purchase process to ensure an easy 

transaction for your new customers

Keep it simple at this point, lead them through the 

purchase.  



Retention/loyalty 

While converting a buyer into a 
customer is considered a success for 
most marketers, creating trusting, long-
term relationships with your customers is 
one of the most effective ways to 
increase revenue. 

For social media, this means 
understanding that your customers are 
part of your audience and ensuring 
that you continue to provide them 
value with relevant content and 
messages.



Growth 

Marketing doesn’t end after the sale. Continue to provide 

value to your customers by identifying cross-sell and upsell 

opportunities. 

Shift your focus from reverse-engineering benefits to 

solving your customers’ problems, and you can skyrocket 

your sales.



Advocacy

Engaging with customers throughout their lifecycle isn’t 

just about individual value—it’s also about the value of 

their networks. Turning your loyal customers into 

advocates can expand your reach and promote your 

brand. It’s important that you treat your existing customers 

well by continuing to engage them with special perks and 

incentives. 



Repeat customers spend more than new 

customers by as much as 

67%



7 Steps
GENERATING PRESENCE AND 

SALES



7 Steps to Conquering Facebook for 

Small Businesses

 Are you lacking a viable social media strategy? If so, you 

aren’t alone. 50% of businesses claim that they lack a 

tangible social media strategy, according to a recent survey. 

 Once you are done following these steps, what are you 

supposed to do next? In actuality, the answer should be 

different for everyone. Nevertheless, you should obtain a 

general (and documented) understanding of your social 

media objectives. Now that you have a social media strategy, 

it’s simply up to you to put it into effect for your brand.



Step 1: Craft an Executive Summary

 All social media strategies begin with an executive 
summary, or simply a summary that describes your 
overall objective and how it relates to your business 
goals. The executive summary should be about one-
page long and succinctly identify your purpose for using 
social media. 

 Overall, keep your executive summary clear and 
concise to ensure that your team defines growth and 
success in the same way as you.

 Example: Grow my Facebook followers by 25%



Step 2: Conduct a Social Media Audit

As the old saying goes, “Keep your friends close but 

your enemies closer.” The same maxim applies to your 

social media strategy. 

As such, conduct a social media audit of your primary 

social channels compared to two or three of your 

competitors. 



Step 2: Conduct a Social Media Audit

When you are striking comparisons, be mindful to look at factors such 

as content, frequency, engagement, video use, visuals, customer 

service messaging, and tone, and audience size. You can also 

consult any additional factors that include:

 Reviews

 Third-Party Content

 Keywords

 Hashtags and Emoji Use



Step 3: Focus on Your Objectives

Now that you have studied the metrics of your competitors, it’s time to 

begin outlining your objectives. To give you the full run-down on how you 

should format this section, here is a complete breakdown of the 

categories that should be added in your social media strategy.

 Goals: These are the outcomes you want to happen.

 Strategy: This is the committed approach you will use to accomplish your goal.

 Objectives: These are measurable steps you will take to ensure that the 

strategy is duly carried out.

 Tactics: These are simply the tasks or tools required to complete an objective 

related to the strategy.



Step 3: Focus on Your Objectives

These factors are conjoined throughout your social media 

strategy. Here is a perfect example of how you should include 

these factors in your own documented strategy.

 Goal: Obtain a large Facebook audience for our business.

 Strategy: Increase the amount of publishable content, interact with the 

audience, and share user-generated content.

 Objective: Increase Facebook followers by 25%.

 Tactics: Through interaction with influencers, leverage the exposure 

through visual and creative content, adjustable advertising budgets for 

boosted posts, and Facebook Stories.



Step 4: Create a Buyer Persona

 It’s no secret that brands need personas to 

relate to consumers. Buyer personas should 

relate to the audience you strive to sell your 

products or services to.

 Creating your own buyer persona is essential to 

creating valuable content for your target 

audience. 



Persona Example

 You see that it does not take a lot of 

words to convey what is important to 

Rachel.

 In the few short blubs outlined here, 

you can quickly and easily gather that 

she is short on time, on a budget, and 

in need of a simple solution, fast.



Step 5: Adjust Your Buyer Persona

 Once you have 

developed your buyer 

persona, you must adjust 

it to your social media 

profiles. Simply, who are 

you? How do you want 

your audience to view 

your brand? Are you coy, 

playful, or fun? Maybe 

your brand is more serious 

and hates emojis. 



Step 6: Take Advantage of Your 

Resources

 In this step, you will finally be able to put your strategy into action. To 
properly put your strategy into an initiative, implement the use of the paid, 
earned, and owned strategy. Are you confused on where to start? Here’s a 
great example.

 Paid: Increase the engagements of your content by boosting a post every week. 
Ideally, publish your post first and wait a few days before giving it a boost.

 Owned: Introduce your very own branded hashtag and begin promoting it on other 
social media channels, your posts, and even encourage popular influencers to use 
it.

 Earned: Social media is loaded with members of the media, bloggers, and 
influencers. Find conversations you are interested in and take part in it. Doing so will 
increase your exposure and convince others that you are important and popular in 
your niche.



Step 7: Measure Your Growth

 It’s often easy to get lost in a variety of growth metrics, reports, and 

audits, while you are trying to find out how your brand is growing on 

social media. Instead of worrying about this fluctuating data, here 

are two ways to measure your social media growth.

 Quantitative: This is simply data that you can measure quantitatively with 

numbers. Impressions, followers, and website sessions are examples of 

quantitative data.

 Qualitative: This data is intangible, but nonetheless important for your business. 

Positive comments and reviews can indicate that you are providing 

exceptional products and services.



CREATING CONTENT FOR SOCIAL 

MEDIA



Content…

" Great social is really about great 

content. The campaigns that really stand 

out are those with content that compel 

the user to participate, to engage, to 

share, to amplify. Think about how you 

can make your audience part of the 

content. Starbucks does a great job of 

this." 

-Matt Heinz, President, Heinz Marketing

 So, in order to be successful, your 

content needs to not only offer value 

but also meet their expectations. 

 In order to grow your social media 

presence and hit your objectives, you 

need to create content that maps to 

each stage of the customer lifecycle 

and aligns with your buyers’ 

expectations on every channel. 



Keep it simple & Raw

"When you create a great video or blog 

that resonates with your audience, too 

often, marketers stop there. You must 

take that content and turn it into other 

pieces that fit other social platforms. For 

example, if you have a great Facebook 

Live video, take the best 1 minute clip 

and share it on Instagram." 

-Brian Fanzo, Change Evangelist & CEO, 

iSocialFanz, LLC



Define your content mix

As you assess and develop content for 

social media, think about how you will 

distribute it. 

One example of a common social media 

distribution framework is the 4-1-1 rule. This 

rule states that for every four educational 

or entertaining posts, you can share one 

soft/mid-level promotion (a more solution-

focused asset) and one hard/ late-stage 

promotion (a demo, for example). 

 The 4-1-1 rule applies to brands on 

social media, in part because it 

fundamentally reminds us that being a 

resource to others is the best way to 

market. (It’s a good rule for life, too, 

isn’t it?)" 

 -Ann Handley, Chief Content Officer, 

MarketingProfs



The power of visuals 

 Visual content is more than 
40X more likely to get shared 
on social media than other 
types of content.⁸ — Buffer 

 Content with relevant 
images gets 94% more views 
than content without 
relevant images.⁹ —
KISSMetrics

 Photos 

 Sharing photos and images 

can be a boon for 

companies. It lets you record 

and increase the visibility of 

company events, industry 

conferences, user groups, 

and more. 



The power of visuals 

 Visual content is more than 
40X more likely to get shared 
on social media than other 
types of content.⁸ — Buffer 

 Content with relevant 
images gets 94% more views 
than content without 
relevant images.⁹ —
KISSMetrics







Getting to 

Growth
USING FACEBOOK FOR 

GROWTH IN YOUR REVENUE



3 Things To Do

 Increase frequency

 Planned promotions

 Loyalty campaigns

 Cross sell

 Increase customers

 Simple ads funnel

 Conversion campaign

 Increase AOV

 Bundling

 Upsells

 Increase # customers

 Increase average 

order value

 Increase purchasing 

frequency



Recent Changes
FACEBOOK/INSTAGRAM



Recent Changes

 Major changes are happening 
to FB & IG, biggest change in 5 
years

 Algorithm updating this summer

 Goals are to reduce, remove & 
inform

 Newsfeed to focus on quality 
posts

 Remove low quality posts ( less 
activity )



Changes cont. 

 Combining stories and posts into one feed

 Organic posts reduced for business pages

 Click-gap data will deprioritize post based on numerous factors.  Based on 
inbound and outbound linking behaviors to determine authenticity and 
authority.  Compares Facebook clicks to web presence.  

 Organic post reach has been reduced for business pages

 Low interactions reduce priority

 Reactions over likes, likes are mostly pointless now

 Facebook is valuing two step interactions: reactions, shares, comments,  
share on messenger



 Organic reach is 2%

 Consumers now need to find you!

 Organic posts will not get new customers or engage existing

 New customers are from Sponsored posts, see second post upon opening 
Facebook

 Need to create a Facebook marketing funnel

 60% look at Facebook before website

 80% purchase if Facebook page looks authentic

 62% of users say Facebook is most important to purchasing



 Use FB to link to email communication

 Collect emails to build relationships

 Engage in emails with offers

 Move them from aware to interested with a boosted post

 Engage them with FB before action, 73% say influenced by FB

 Benefits of targeting: ROI, accelerate growth & One place to find new customers

 Make yourself relevant

 Encourage immediate attention

 Build the Know, Like & Trust Factor

 Add a value offer



 Changes to Facebook’s algorithm over time have had an 
impact on organic impressions—now, posting for the sake of 
posting can actually hurt your chances of being seen. 

 Facebook is very user-centric and continually optimizes its 
platform to ensure that the News Feed helps users connect 
to stories that matter most to them. Posting overly 
promotional content will cause your page’s organic 
distribution to fall over time. 

 So how do you make sure customers see your post? 
Understand how the following issues impact it and how to 
overcome them: 







Posting frequency: Facebook 

 Each social network requires a content mix and posting frequency that 

matches the expectations of its audience. 

 It’s practically guaranteed that your audience (or a segment of it) is on 

Facebook. We recommend posting to your Facebook page no more than 

twice per day. 

 We also recommend keeping your business Facebook page open all day. 

If your audience is engaging with you via comments, likes, shares, and 

messages, it’s important that you join the conversations. And if someone 

has a question or complaint, you want to be available to address it 

immediately. (Also, if someone posts inappropriate or offensive content to 

your page, you should delete it quickly.) 
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