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Are You Making the Most 
of Facebook for Your 
Business?

If you were to poll every small business owner 
in America, you would undoubtedly fi nd that 
nearly all of them know Facebook, like using 
it, and use it to communicate with friends and 
family. You would probably discover that a big 
majority of them would like to use it for market-
ing and customer service purposes, but that few 
of them are using the world’s most popular so-
cial networking site as a source of new business.

I mention this because I want you to know that 
if you can’t seem to fi gure out how to tap the 
potential of Facebook and use it as part of your 
marketing plan, you certainly aren’t alone. In 
fact, there are millions of other business own-
ers, managers, executives, and non-profi t direc-
tors just like you.

More importantly, I want you to know that 
you’ve come to the right place. In this short 
guide, I’m going to introduce you to the basics of 
Facebook for businesses. I’m going to show you 
how you can use what you’ve already learned to 
meet new people, get them thinking about your 
company, and impact your bottom line in the 
real world. I’m also going to share some prov-
en tips and insights you can use to start getting 
more from your profi le and business page every 
day.

Whether you are 
an experienced 
Facebook user 
who logs onto 
the site hourly, or 
someone who is 
relatively new to 
social media and 
is just trying to 
catch up, you’re 
going to get the concepts you need. I’m going to 
show you all the things you wish you had known 
months or years ago when you started. And, I’m 
also going to show you how they fi t into your 
online marketing and reputation management 
efforts.

Before we get into all of that, however, there 
are a couple of questions I should answer…

Why Facebook?

If you’re bothering to read this book, then you 
probably already know that Facebook has a 
huge potential to transform your business and 
help you meet new customers. What you might 
not know is just how big that market is, and how 
many different ways there are for you to tap 
into it.

At the time of this writing, Facebook is the 
world’s most-used social media platform, with 
1.4 billion registered users (and more joining ev-
ery week). It encompasses every profession and 
age range, with profi les from every corner of 
the world. Not only are the customers you have 
now likely to be on Facebook already, but so are 
millions and millions of prospects who are wait-
ing to hear from you.

Beneath the staggering membership fi gure lies 
a bigger truth: we are reaching a tipping point 
in terms of Facebook marketing for small busi-
nesses. On the one hand, it’s become a part of 
everyday life for so many of us who log on from 
our computers, phones, and tablets every few 

At the time of this writing, 
Facebook is the world’s 
most-used social media 
platform, with 1.4 billion 

registered users 
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hours. But on the other hand, most businesses 
aren’t sure how to deal with Facebook, leaving 
a gap in the market.

Contrast this with what’s happened to Google, 
where competition for the top search rankings 
is incredibly intense, and where there are on-
line bidding wars for pay-per-click positions in 
a number of different industries. On Facebook, 
you can reach thousands and thousands of in-
terested buyers for just a few dollars (don’t wor-
ry, I’m going to show you how later). That’s not 
something that would be possible using search 
engines anymore.

Finally, it’s worth pointing out that interactions 
on Facebook are more personal than they are 
through email or search engines. That gives 
small business owners and marketers like you 
and me a big advantage. We can connect direct-
ly with the audiences we want to infl uence, and 
get buyers to respond because they see us as 
people, not big, faceless brands.

Put all of this together and you have a situ-
ation where someone with a little bit of the 
right knowledge can make big waves in a short 
amount of time. And best of all, you don’t have 
to become a marketing wizard or technical ex-
pert. Instead, you just have to follow a handful 
of principles that are clear, simple, and (dare I 
say it) a little bit of fun.

Who Am I to Teach You About 
Facebook?

Now that I’ve hopefully sold 
you on using Facebook in your 
business, let me tell you a few 
words about myself and my 
background.

My name is Tammy Finch, and 
I’ve been an entrepreneur, web 
designer, and social media con-
sultant for nearly two decades. 

My passion is in helping other small business 
owners bring their ventures to life and sharing 
them with the world. The Internet just happens 
to be the most effi cient way to do it.

Since I fi rst began my company, Web Services 
Inc., I’ve noticed that there are lots of people 
just like me who work in industries that don’t 
expose them to the latest Internet trends and 
ideas. As a result, they tend to fall behind some 
of their savvier competitors, even though they 
have better products, services, or pricing. And 
so, I started offering articles, speeches, and 
eventually short books to help them fi ll these 
gaps. Eventually, I developed a specialty in so-
cial media and reputation management.

What makes me different from all the authors 
and gurus out there is that I don’t profess to 
know everything, and my goal isn’t to share ev-
ery minor step or detail about a given topic. That 
wouldn’t be helpful, and the fi ne print would 
change quickly anyway. So rather than get-
ting stuck in the weeds, I’m going to give you a 
meat-and-potatoes approach to Facebook that 
will allow you to learn what’s important and put 
it to use within a few short hours. I’m going to 
make you familiar with the important ideas that 
you can fi gure out the small steps yourself.
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I’m guessing you’re busy enough as it is, so I’m 
going to teach you a handful of tips that actu-
ally work – and that have been proven with re-
al-world experience – and then encourage you 
to experiment and see what happens in your 
own business. I can promise that nothing I ad-
vise is going to cost you a lot of money, take up 
much of your time, or put other parts of your 
business at risk.

If that sounds good to you, then it’s time to get 
started. Let’s explore what you have to know 
about setting up your Facebook accounts for 
maximum credibility and visibility with custom-
ers…

Setting Up Your Facebook 
Profi le and Pages

If you’re taking the time to read a guide on Face-
book marketing and promotion, I’m going to as-
sume you already have a profi le, at least a hand-
ful of contacts, and a familiarity with the basics 
of the website or mobile app.

However, there’s a big difference between be-
ing “on Facebook” and being set up for success. 
With that in mind, I want to offer a few tips for 
setting up your Face-
book profi le and busi-
ness pages before we 
get into messaging 
strategies. After all, 
it’s no use generating 
lots of activity if you 
aren’t going to get 
results, or don’t have 
the right pages to 
send your fans to.

Let’s take a quick look 
at what you need to 
know…

The Difference Between Business Pages and 
Personal Profi les

Sometimes, I meet with business owners who 
don’t properly understand the difference be-
tween a profi le they have on Facebook and the 
page they set up for a business or product. The 
two are related, but they aren’t the same thing.

You’re probably already familiar with personal 
profi les. These are one-per-person accounts 
designed to help you keep up with friends, col-
leagues, and family members. You can write 
quick thoughts, share images, and direct mes-
sage other people while interacting as yourself. 
This makes them perfect for keeping up with 
those in your social circle.

Business pages, on the other hand, are linked to 
individual profi les, but represent an entire or-
ganization (or in some cases, a product, a book, a 
brand, or an entertainer). People don’t become 
“friends” with your business page. Instead, they 
decide to like and follow it. Additionally, you can 
have multiple people who serve as administra-
tors to a business page, and can post updates 
from it.

It’s important to understand this distinction, 
and to use business and personal pages in the 
way each was designed. Your profi le as an indi-

vidual lets you keep 
up with friends and 
family; your business 
page is the place for 
you to broadcast spe-
cials, discounts, and 
new ideas.

There are practi-
cal reasons to keep 
things separate, and 
we will take a clos-
er look at those. For 
now, I want you to 
remember that sepa-
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rating yourself as a person from your business 
or brand also has value. You undoubtedly have 
personal contacts who wouldn’t be interested 
in hearing about every special, event, or pro-
motion that concerns your business. By keep-
ing that activity separate from your personal 
account, you don’t force them to unfollow you 
just to keep away from the commercial updates. 

Likewise, you may have colleagues and custom-
ers that you don’t want to share your personal 
political views or family photos with (as exam-
ples). Keeping your profi le separate from your 
business page allows you to stay within the lines 
when it comes to what’s appropriate or advis-
able in business circles.

And fi nally, having a business page allows you to 
engage in advertising. This is a topic I’m going 
to cover in a later section, and one that could 
be very important for your marketing. A lot of 
business owners come to me with the opinion 
that they aren’t interested in social advertising, 
until they see just how effective and affordable 
it is. Keep your options open by maintaining the 
business page that’s separate from your per-
sonal identity.

Best of all, setting up a business page on Face-
book only takes a few minutes. I’m not going 
to walk you step-by-step through the process, 
because you could 
easily fi nd that infor-
mation on YouTube 
or Facebook itself, 
and there’s a chance 
the specifi c buttons 
or actions will have 
changed by the time 
you’re reading this. 
Just know that it’s not 
going to take much 
time or effort to set 
up a separate identity 
for your company.

What Makes A Good Business Page?

Now that we’ve touched on the importance of 
setting up a page for your business, let’s look at 
what exactly needs to be there for customers, 
prospects, and colleagues to fi nd.

In many ways, your Facebook business page is 
going to closely resemble a personal profi le. You 
can use a photo, and add posts or updates just 
like you would in your individual account. Your 
business page should also have a banner that in-
corporates your branding, so anyone who clicks 
to view it can tell in a moment what your com-
pany is all about, or recognize your marketing if 
they already know you.

Your business page should have accurate de-
scriptions and contact details for your compa-
ny. You want anyone who fi nds their way to your 
business page to be able to reach out to you via 
phone, email, or other means as easily as pos-
sible. And, geographic indicators make it more 
likely prospects will fi nd you when they’re look-
ing for a product, service, or vendor.

Beyond those basics, there are a few things 
you can add to your Facebook business page 
that will help you establish your credibility 
and attract new customers. The fi rst is a set of 

professional photo-
graphs. These could 
include headshots of 
you and your team, 
professional images 
of the products you 
sell, or even some 
good pictures of your 
offi ce and facility. As 
we’ll see, images are 
extremely important 
to Facebook, and the 
more of them you 
have on your busi-
ness page, the better 

off you’ll be.
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It’s also a good idea to make sure your logo, 
branding, and major products are well-repre-
sented throughout your Facebook page. We’ll 
be talking about this more in the next section 
on messaging, but keep in mind that the point 
of this page is to help you promote your com-
pany. It’s crucial that you stay professional and 
on-message, if you want people to take you se-
riously.

Before we get to post types and actual messag-
ing strategies, though, there is one more detail 
we need to cover.

Don’t Forget About Your Personal Profi les

Even though I want to impress upon you that 
your business page should be the hub of your 
marketing activity on Facebook, that doesn’t 
mean you can ignore your personal profi les al-
together. They still matter when it comes to 
attracting customers or clients and presenting 
yourself as credible and professional.

We all know that the lines between personal 
and professional relationships can be blurred. 
Friends decide to do business with us, or cli-
ents become social acquaintances. When that 
happens, they are likely to reach out to become 
friends on Facebook, rather than simply re-
maining fans or followers of a certain business. 
That’s a good thing, but it also means a whole 
new group of people is going to be looking at 
your personal feed in a critical way. It could also 
happen that some customers might not realize 
you have a business page, and might approach 
you online with a friend request.

For both of these reasons and many more, it 
makes sense to present yourself as an adult 
human being on your personal Facebook page. 
Try to take one of those nice photos of yourself 
and use it as your profi le picture. Indicate the 
city where you live, and the business you work 
at. Try to remember that there is a second audi-
ence responding to everything that gets posted 

online, and be sensitive to anything that could 
come across as being overly infl ammatory.

This is a topic I’ll take on in more depth in the 
next section, but the realization I want to leave 
you with right now, is that there is always going 
to be some carryover between your personal 
and professional self on Facebook. Regardless 
of the way you feel about that, it’s going to hap-
pen. Customers are likely to glean some person-
al details from your posts, photos, and updates. 
What sort of impression will they get?

Setting Up Your Facebook Presence Is The 
First Step

You may already have an established and thriv-
ing Facebook business page. And, you could 
have started out your personal page months or 
years ago. If so, you’re already well on the way 
to using the world’s most popular social net-
working site as a marketing tool. If not, I would 
encourage you to take a moment now to estab-
lish a page for your company and upload a few 
photos. Even if the fi rst version isn’t perfect, it 
will give you something you can work from in 
the future.

Either way, know that you’ll need to have a place 
for people to fi nd your business on Facebook 
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before you can use it as a marketing tool. Once 
you have that piece in place, it’s time to start fi g-
uring out what you should post to engage cus-
tomers and attract attention. We’ll tackle that 
next.

Posting Content to Your 
Facebook Business Page

Once your business has a presence on Face-
book, it’s time to start promoting it by sharing 
content. Contrary to what some people would 
have you believe, simply adding a page with 
your company information to a social media site 
won’t do a lot to grow your business (although, 
in fairness, having a rarely-updated Facebook 
business page is better than nothing).

To really get the most out of yours, 
and to keep buyers coming your 
way, you’re going to have to add 
thoughts, insights, short articles, 
and even photos or videos.

Once again, these are probably things 
you are used to doing already on your 
personal Facebook profi le. And, also once 
again, I’m going to ask you to follow a very sim-
ilar set of ideas, but with some important dis-
tinctions for the way you treat your business 
messaging in contrast to the way you share your 
personal thoughts. Never forget: your business 
page isn’t your personal profi le. They exist in 
different places because they are built for sep-
arate purposes.

Let’s take a look at what you can do to start 
posting content to your business page the right 
way…

1. Stick to Business

Common sense should tell you that your busi-
ness page on Facebook should be all about your 

business. It shouldn’t revolve around your per-
sonal political views, religious leanings, or dis-
agreements you have with others.

This is a topic I raise virtually every time I speak 
to a business group, and it’s always met with 
much agreement and lots of nodding heads. 
And yet, every time I go on Facebook, I see busi-
ness owners and marketers “over sharing” with 
the rest of the world. What that tells me is that 
this is a particularly diffi cult habit for people to 
break, and a tough mistake to avoid.

I understand that it can be very tempting to 
weigh in on the latest election or controversy. 
Remember, though, that not everyone who is a 
fan of your business is going to agree with your 
point of view. The chances that you’ll change 
their mind on a particular issue are very, very 

slim. The odds that you’ll lose a custom-
er by being too bombastic with your 

point of view are much greater.

Besides, the point of your business 
page is to promote your business. 
If you are being drawn into other 

kinds of discussions, then you’re tak-
ing people’s attention off of the things 

you really want them thinking about. Even if 
you manage not to alienate others (and that’s a 
big “if”), how is that going to help your company 
grow?

There are obviously some gray areas here. 
Talking about a city tax that might affect your 
business, for example, could be relevant. Or, 
you might make reference to a local sports 
team, congratulating them on a win. You don’t 
have to give up your civic engagement just be-
cause your marketing on Facebook.

What you should do, however, is avoid all of the 
drama that ends up polluting social media. If 
anything, that belongs on your personal page, 
although I would even be wary of offending too 
many customers there if you can help it. When 
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you start wading in controversial waters, the 
potential for damage to your company is great-
er than you think. And besides, there are much 
more relevant topics for you to jump into.

2. Use Your Business Page to Share Useful 
Information

There are a lot of things you can post on your 
Facebook business page that can help your 
company grow. These could include custom-
er testimonials, success stories, and news that 
concerns your industry or customers.

I always try to get my clients to spread in a lot 
of specialized insight and “how to” articles. Peo-
ple love these, and they show off your expertise 
to the men and women in your network of con-
tacts who might not be familiar with your back-
ground. Plus, everyone loves simple hints and 
ideas they can follow to save time and money, 
or improve their everyday lives.

Occasionally, I meet with clients to are afraid 
that by sharing too much, they’ll end up losing 
business in the end. In other words, they are 
afraid of spilling too many secrets and seeing 
customers do things themselves. In my experi-
ence, this happens somewhere between rarely 
and never.

For example, I continually tell seminar attend-
ees about all the things they can do to boost 
their own visibility on Facebook. It’s not a com-
plicated process, once you master the individu-
al steps. And yet, business owners approach me 
from every group and audience asking for my 
help. They either don’t have the time to manage 
things on their own, or don’t feel confi dent in 
their own abilities.

These days, you can learn how to do almost 
anything through YouTube and online guided 
tutorials. The chances that you’ll drive buyers 
elsewhere because you’ve given them too much 
insight into what you do are very small. So, if 

you can grab their interest or make their lives 
easier by sharing something that’s useful, go for 
it. You’ll probably attract new followers without 
giving up anything in return.

3. Express Your Thoughts in Images and Video

Facebook gives you a lot of different ways to 
share your ideas with fans and followers. You 
could dash off a quick note from your phone, 
post a link to a recent blog article or news item, 
or use emoticons to convey emotion. If you real-
ly want to create the biggest possible response, 
though, you should get used to expressing your 
thoughts and images on video.

If you already use Facebook regularly, then you 
won’t have to be told that these types of media 
get the most attention. It’s just human nature 
– our eyes are drawn to pictures and motion. 
If you somehow doubt that, however, you only 
have to look at the trackable statistics. 

Online researchers note that there is an 87% 
engagement rate for images, compared to 4% 
for other types of content. That means people 
are more than 20 times more likely to comment, 
like, or share when you post a picture instead of 
written text.
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Although the stats on video aren’t quite as ro-
bust yet, they are approaching similar territory. 
Between April and November of 2015, we went 
from 4 billion videos being viewed through 
Facebook on a daily basis, to 8 billion. That 
trend is accelerating even more now, since us-
ers can access clips through smart phones and 
tablets.

As a side note, a newer feature of Facebook 
is the ability to go “live.” That means you can 
broadcast video and sound directly from any-
where. The big benefi t to this, “B” on the excite-
ment factor, is that live streams show up very 
high in Facebook’s feed. Plus, it allows users to 
comment on whatever you’re doing or showing 
in real-time. So, you could pull out your phone 
and give a great demonstration, or some strong 
commentary, from virtually anywhere.

Regardless of whether you’re giving an im-
promptu presentation or sharing something 
more formal and prepared, you should empha-
size images and video clips on your Facebook 
business page. Either one is likely to draw and 
lots of views, which is the key to spreading your 
message and brand to a wider audience.

4. Make the Most of Hashtags and Tagging

Now that you know why you need content be-
ing posted to your Facebook business page, and 
how to format it, it’s time to take the fi nal step 
and make sure you get noticed. That starts with 

using hashtags and tagging together in a way 
that draws in more viewers.

Tags are simple. When you post something that 
includes or relates to another person, you type 
their name into the content box and use Face-
book’s auto complete feature to tag them. That 
person will be notifi ed that you’ve posted some-
thing about them, and so will their fans and fol-
lowers. So, if you have a lot of infl uencers in 
your network, this can be a great way to bring 
eyeballs to your posts.

Note, also, that you can tag locations and events. 
That’s great for connecting others who are in a 
specifi c area at the same time.

Hashtags (denoted with the pound sign #) are 
similar to tags, but they refer to topics and 
movements instead of individual people. Rath-
er than letting one individual know that you’re 
talking about them, they can help you to get in 
on a bigger conversation.

There are a lot of different ways to use hashtags, 
but they’re particularly effective when used to 
point out locations, trending topics, and current 
events. For example, some of the hashtags you 
might see in my feed could include: #webdesign, 
#internetmarketing, #peoria, and #cubswin.

If you can grab their 
interest ormake their lives 

easier by sharing something 
that’s useful, go for it. 
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You can use hashtags within the body of your 

post, or string a few of them after your mes-

sage. Just be sure to choose ones that are rele-

vant and likely to draw search traffi c from oth-

ers looking for a specifi c topic, location, or idea. 

From time to time, you’ll see people using really 

long hashtags to be silly, such as: #omgiwishcof-

feeneverwentempty. That’s fun, but it’s not go-

ing to help much with your marketing.

5. Posts Bring in Visitors, Fans, and Interest

Your Facebook business page can’t grow with-

out content. Every time you post something 

useful and relevant to your business, you re-

mind your current fans and followers of what 

you do, and make it possible for new people to 

discover your company or ideas.

Over time, being known as a producer of great 

content can draw even more visits your way, 

and even convince people who weren’t aware 

of your business in the past, to give you a try. 

So, stay on topic, share helpful tips, make the 

most of images and video, and do what you can 

to draw in viewers with tagging and hashtags. 

Take each of these steps and you might fi nd 

your Facebook following grows faster than you 
ever expected!

Using Facebook to 
Advertise and Reach a 
Targeted Audience

You can accomplish quite a bit, in terms of build-
ing a following and interacting with customers, 
just by setting your Facebook pages up the 
right way and posting good content regularly. 
If you’re like most of the people I work with, 
though, you’ll start to ask yourself how you can 
get even more views, comments, and shares… 
and how to turn that engagement into new 
sales.

To fi nd the best answer, we have to delve into 
the world of Facebook advertising. So, in this 
chapter I’m going to outline the two ways you 
can trade a little bit of your money for a lot of 
exposure on the biggest social network. I’m also 
going to share some insider tips and tactics you 
can use to make the most of these opportuni-
ties.

I should point out right away that Facebook’s 
advertising platform is newer than some of the 
others you might be used to, and works a little 
bit differently. So, if you’re used to running PPC 
ads on Google, for example, you’ll fi nd some 
similarities in the way Facebook works, but a 
lot of differences, too. That’s a good thing. Face-
book has a different kind of audience than Goo-
gle does, because people are looking for differ-
ent things when they turn to a social media site 
than they would a search engine. And, the new-
ness of the system means there are some fresh 
ideas that come into play.

Let’s take a look at how all of this plays out, 
starting with the most important feature of 
Facebook advertising…

When you get your 
demographics just right, 

you know exactly who will 
be seeing your messages 

and what they are likely to 
have on their minds. 
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On Facebook, It’s All About Demographics

Before you give a single dime to Facebook, or 
even choose the type of ad you want to run, it’s 
important for you to realize that all of your cam-
paigns come back to demographics. You have 
to know what type of audience will respond to 
your marketing messages, and how you are go-
ing to identify them.

That’s not something you have to do on Google, 
for example. You can set up a pay-per-click cam-
paign on the world’s largest search engine using 
nothing more than a set of keywords and a few 
account constraints. If your business offers dog 
grooming, for instance, you could set that as 
your search phrase, decide which cities are ZIP 
Codes you want to target, write a quick ad, and 
be ready to roll.

On Facebook, next to no 
one uses search terms 
in that way. Instead, 
they scroll through 
their newsfeeds to see 
what is current, trend-
ing, or interesting. So 
rather than waiting for 
those canine lovers to 
come to you, you have 
to think carefully about 
what sorts of categories your best potential 
customers fall into.

These demographic criteria could include:

 Age

 Gender

 Location

 Marital Status

 Device Type

 Hobbies

These are just a few simple examples. You could 
also go a little 

deeper, looking for people who are fans of a cer-
tain page, or individuals who have visited your 
website in the past. You can even combine fac-
tors, or make separate groups for buyers who 
fall into one category but not another.

Regardless of how you set these criteria, it’s 
important that you take a bit of time to brain-
storm them and test your selections. Without 
the proper demographics in place, all of your 
advertising efforts are going to fall fl at. Viewers 
simply won’t care about what you have to post 
because your messages won’t be aligned with 
the things they want to read about.

The converse is also true, however. When you 
get your demographics just right, you know 
exactly who will be seeing your messages and 
what they are likely to have on their minds. 
Then, you can compose the perfect ad or post 
to grab their attention and get them to take the 
next step.

Why Facebook Ads Aren’t the Natural Choice

If you’re thinking about advertising on Face-
book, then the logical fi rst step would be to open 
an account and place an ad, right? That makes 
sense, but I don’t think it’s your best move.

To understand why, let’s dig into the way straight 
advertising on Facebook actually works. After 
you set up an account with your payment infor-
mation, you go through the process of choosing 
an audience like I already described. Then, you 
set up an ad you think will appeal to the kinds of 
fans or buyers you want to attract, and run it for 
the duration and budget you have set.

That’s all simple and straightforward, but it 
comes with a big restriction: ads on Facebook 
have to be image-based. That is, the text of your 
ad can make up no more than 20% of the visu-
al (you do have a little bit of fl exibility with this 
rule, but the more text you use, the less often 

your ad will appear).
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If you are an online retailer who 
doesn’t need any more ad content 
than a photo with a small headline 
like: “Jackets 20% Off Today!” such 
an ad might be very useful to you. 
But, for most small business own-
ers and marketers, that just doesn’t 
leave enough room. Experience has 
taught me that a lot of image ads 
don’t draw in much traffi c if they 
aren’t coupled with at least some kind of mes-
saging.

That’s not to say that conventional Facebook 
advertising doesn’t have any value. It’s just that 
it doesn’t offer nearly as much as another tool 
that I happen to like a lot more, and think you 
will too.

Giving Your Content a Boost

For my money, the best way to advertise your 
business and its products or services on Face-
book is by boosting your posts. As with setting 
up a conventional ad, this involves opening an 
account with Facebook, adding your payment 
information, and selecting a target audience 
based on demographics. After that, though, you 
put together a brand-new post of text, images, 
and links (or promote an existing one) by click-
ing the “Boost this post” button. From there, 
you can decide on a budget and length of time 
to promote your post.

This might seem very similar to the process of 
using normal Facebook ads, and it is. Boosting 
has a couple of distinct advantages, however. 
The fi rst is that you can use a lot more content 
in your boosted post than you would in image 
ad. You can introduce the post, link to a blog or 
landing page, or point to your company Face-
book page in general.

The other huge upside to boosting your posts is 
that anyone who reacts to your content by lik-
ing it or sharing it will see future posts you put 

up, even if those aren’t boosted. So, 
one small bit of engagement could 
pay off in a big way as you get more 
opportunities to attract their inter-
est and turn them into a fan or buy-
er. While an ad only gives you one 
chance to make a powerful impres-
sion, a boosted post helps you grow 
your audience and keeps providing 
ROI again and again in the future.

It should also be said that it’s much easier to 
build your credibility through boosted posts 
than it is with ads. That’s because people will 
notice an image and react or move along. But 
when you put a more fully-developed article or 
idea in front of them, they may notice the head-
line or the author, even if they don’t respond im-
mediately. Also, you can choose to boost posts 
that were already part of your ongoing Face-
book content strategy without having to devel-
op a whole new line of ads and messaging.

The only downside to boosting posts on Face-
book is that it can become addictive. Once you 
see what kind of reaction you can get from a few 
good ideas, you might fi nd you want to spend a 
few dollars promoting all the social content you 
release!

Planning Your Facebook Campaigns

Although the process of putting together Face-
book ad campaign is simple, it’s always a good 
idea to plan ahead. That’s because it’s easier 
than you might think to blow through your bud-
get and fi nd out you’ve made a big mistake lat-
er. I was only half joking when I mentioned that 
boosting posts is almost too much fun. It’s not 
hard to spend more than you planned as you 
watch the clicks add up, even if you aren’t get-
ting the sorts of results you’re hoping for.

The fi rst step to plan an effective Facebook 
advertising campaign is to take a close, close 
look at your demographics and audience. I don’t 
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mean to harp on this point again, but it really 
can make or break your efforts. Do everything 
you can to ensure your ads and posts are going 
to be seen by likely buyers, and not just a loose 
collection of individuals who could have some 
interest in what you’re saying.

Then, consider your messaging. If it’s important 
to stay on message when you’re posting to your 
Facebook business page in an everyday sense, 
it’s even more critical when you’re spending 
money. Try to promote posts that are relevant, 
timely, and eye-catching. Put something online 
that your fans and followers couldn’t stand to 
ignore.

The next point is to ensure you take a close look 
at timing. You can 
schedule your boost-
ed posts in advance, 
so think ahead to see 
which dates, times, 
and days of the week 
are likely to yield the 
biggest results. In 
other words, when 
are the people you 
want to target online 
most often? When 
are they engaging 
with your content 
most frequently? 
Those are the times 
when you want to 
boost your post.

After you know what you want to say and when 
you should boost your post, think ahead to your 
conversion strategy. What do you want some-
one to do after they’ve read your post? Should 
they click through to your blog, like your page, 
sign up for a newsletter, or do something differ-
ent? By thinking about these choices ahead of 
time, you can devise a call to action that leads 
them in the right direction (and improves the 
results you get from your ads or boosted posts 
in the process).

All of this preparation is cumulative. The little 
steps you take now to ensure you have the right 
audience in message add up a wave of new sales 
opportunities if you use them consistently. 
Luckily, while it may seem like you have a great 
deal to consider at fi rst, the habits that come 
with planning and preparing your posts become 
second nature over time. Get them down now, 
and you’ll be able to use them successfully and 
profi tably for months and years to come.

Why There is Big Value in Facebook 
Advertising

Now that I’ve given you a few tips on how to ad-
vertise your company on Facebook, let me also 
share with you  a quick reminder of why. Experi-

 A lot of my clients set 
budgets between $25 and 
$50 per month. For that 
money, they are able to 

reach two or three thousand 
potential customers... 
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ence has taught me again and again that you get 
a lot of value from Facebook advertising. In fact, 
I would go so far as to say the majority of my cli-
ents get a much greater amount of exposure, 
and a lot more clicks, from Facebook than they 
would from a comparable budget Google or any 
of the other popular advertising platforms.

Without going too deep into the numbers, know 
that a lot of my clients set budgets between $25 
and $50 per month. For that money, they are 
able to reach two or three thousand potential 
customers with each new post. And remember, 
these aren’t just random buyers, but individu-
als who have been carefully screened by inter-
est, location, etc. In some markets, that same 
amount of money might get you a dozen clicks 
on a Google ad. You probably couldn’t even run 
a banner at all without doubling or tripling the 
fee.

This is partly because Facebook’s advertising 
algorithm makes it so easy to narrow in on a 
specifi c type of buyer. But, it’s also because the 
system is new and relatively unknown to a lot of 
small business owners. There just isn’t as much 
competition on Facebook as there is on Goo-
gle, despite the fact that they now draw similar 
amounts of traffi c.

Additionally, by advertising on Facebook you 
get the chance to reach buyers who might not 
know about your products or services in the 
fi rst place. When you run ads on Google or the 
other search engines, you’re counting on the 
fact that people are going to look for a business, 
product, or service like the one you have. If they 
don’t do that, however, or you offer something 
that’s more of an impulse buy, then you’re going 
to have much better luck on social media.

Also, Facebook social platform allows for a dif-
ferent kind of interaction. While someone may 
check you out on Google and visit your landing 
page, they only have a few options from there. 
They can call you, sign up for your newsletter, 

or perhaps make a purchase. On Facebook, they 
have those same choices, but they can also share 
your page or content with friends and family, 
decide to follow your company online, leave you 
positive reviews and referrals, or message you 
directly to learn more. The low-key nature of 
the interactions makes it a lot easier for people 
to approach businesses, especially if they aren’t 
ready to make a big commitment.

If you doubt any of this or want to see how it 
could affect your marketing, I would encourage 
you to run some tests and conduct some exper-
iments. See what happens when you plan a few 
campaigns and boost your posts for a few dol-
lars a day. In just a few weeks, you might discov-
er what so many of my clients have – that Face-
book really does offer a huge bottom-line value 
when it comes to Internet advertising!

Fine-Tuning Your Facebook 
Marketing

If you’ve been following along, then you know 
why your business needs a separate Facebook 
page, how to set one up, and the best ways to 
not only post content to the world’s most pop-
ular social site, but also the best way to reach 
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thousands of prospects. You’ve got all the ba-
sics down, and have likely given yourself an 
enormous advantage over your competitors.

Before we wrap things up, however, I want 
to add just a few more assorted notes and 
thoughts. That’s because the basics are suffi -
cient to help you use Facebook profi tably, but 
they don’t have to represent an ending point in 
your knowledge. I’ve been a fan of social net-
working for quite a while, and I’m continually 
amazed at the way it keeps changing. For in-
stance, at the time of this writing Facebook Live 
is just beginning to pick up in momentum, and 
marketers are only now understanding the pos-
sibilities. Who knows what could be in develop-
ment for the next year or two?

In this chapter, I’m going to share a few import-
ant thoughts and ideas. I may return to it 
from time to time to update it with on-
going additions, but I’m hoping you’ll 
take it in two ways. First, as a hand-
ful of fi nishing tips you can use to 
fi nd-tune your Facebook marketing 
efforts and keep getting bigger re-
sults. And second, as a reminder that 
you can always keep building on the ba-
sics by trying new things, posting new content, 
and seeing what works.

With that in mind, here are a few things I would 
like you to remember as you get to work on 
Facebook…

You Have One Real Goal in Social Networking

Many leading social media marketing experts 
and gurus point to advanced analytics and trend 
lines when evaluating the results of a campaign. 
I think that’s all good and well, but I tell my cli-
ents to aim for something a lot simpler: consis-
tent engagement. 

When fans and followers are consistently lik-
ing your posts, commenting on them, and shar-

ing them with their own colleagues and family 
members, that’s a sure sign they are interested 
in what you have to say. The fact that they are 
bothering to respond at all tells you volumes 
about your credibility, their interest level, and 
the relevance of your ideas to the topics or 
concerns they are interested in. Similarly, posts 
that generate no engagement aren’t likely to 
help attract clicks, email registrations, or other 
forms of conversions, either.

In that way, any form of engagement is going to 
register as a small victory. Engagement is also 
easy to watch for, even if you aren’t in the hab-
it of studying your Facebook activity each and 
every hour.

There is another reason to study engagement, 
as well. Because Facebook has grown so much 

in the recent years, users are being bom-
barded with more posts and ideas 

than ever before. In order to stop 
them from being overloaded, the 
social networks designers have had 
to institute a new algorithm that re-

wards content that is seen as being 
most valuable and useful to others.

The result is a system in which users and mar-
keters that get the most engagement have their 
content seen most often, and by the largest 
number of people. Those with low engagement, 
on the other hand, might only have their con-
tent viewed by a small number of individuals. 
That’s true even if they have a relatively large 
network of contacts. In one study, marketers 
found that fewer than 15% of their followers 
were seeing some posts. The obvious culprit 
was low engagement from content that had 
been sent from the page in question.

If you pay attention to what your audience 
wants, and keep giving it to them, you’re going 
to stay on good footing with your Facebook 
campaigns. Ignore the engagement signals you 
get, and you’ll struggle to fi nd any viewers at all.
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Web Metrics Can Tell You a Great Deal

While you should be watching for signs of en-
gagement with your posts on a day-to-day ba-
sis, there are times to dig more deeply into your 
web analytics to see whether your campaigns 
are bringing you the kind of success and results 
you are hoping for. This is best accomplished 
with three different levels of insight.

The fi rst is what I would consider to be a sim-
ple “eye test.” If you take my advice and log into 
your account and visit your business page daily, 
you’ll notice (from the notifi cations Facebook 
gives you) whether you have new fans, follow-
ers, and likes for your content. By just glancing 
at things for a few seconds, you should be able 
to tell whether results are moving in the right or 
wrong direction.

The second level lies in Facebook’s own pro-
prietary advertising dashboard. By logging into 
your account (there is a tab under the icon with 
your face on it), you can visit your advertis-
ing homepage and see a lot of useful statistics. 
For example, you’ll be shown how many peo-
ple have viewed your ads and posts, how many 
clicks have resulted from those views, and so 
on. I recommend most marketers take a look 
into this panel once every day or two when they 
are just getting started out, and once every cou-
ple of weeks afterwards.

Finally, don’t forget to check in on your own 
web analytics. If your Facebook marketing cam-
paigns are going well, there’s going to be some 
spillover traffi c that ends up on your blog, your 
website, or other social accounts. So, by using 
Google Analytics (or whichever metrics pack-
age you prefer) you can see how many visitors 
are coming to your website from Facebook, 
whether there has been an increase in the num-
ber of prospects typing your company name 
into Google, and so on. Taking this step can help 
you spot trends you might have missed if you 

are focusing solely on the statistics provided by 
Facebook.

Put together, these three methods can help you 
fi gure out what is and isn’t working on Face-
book for your business. Then, you can empha-
size your most profi table strategies and tactics 
to get even more engagement (and sales oppor-
tunities) going forward.

Facebook Live Brings Exciting Possibilities

Facebook Live is a relatively new feature that’s 
been added to the world’s most popular social 
media site, and one that could be a game-chang-
er for certain marketers in industries.

In a nutshell, Facebook Live allows anyone with 
a web cam-enabled computer, phone, or tablet 
to stream audio and video to their followers in 
real-time. Individuals have been using it to share 
important moments (like a wedding proposal or 
a concert with your favorite band). For market-
ers, it can be utilized to unveil a new product, 
go behind-the-scenes for your company, give a 
demonstration, or even present a webinar. In 
fact, the applications are virtually endless.

Of course, many of these same types of events 
could be recorded and broadcast through video 
clips on Facebook or YouTube later. But, there 
are a couple of special advantages that come 
with streaming live.

By just glancing at things 
for a few seconds, you 
should be able to tell 

whether results are moving 
in the right or wrong 

direction.
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The fi rst has to do with the excitement factor. 
We all know there’s a big difference between 
hearing your favorite band or comedian on the 
radio and seeing them in-person. Both can be 
enjoyable, but only one is something you tell 
your friends and family about later.

The other difference is more pragmatic. When-
ever you go live on Facebook, your stream goes 
to the top of followers’ news feeds. Your fans 
and contacts are alerted that you are doing 
something interesting at the moment, and they 
are encouraged to comment, share, and partic-
ipate.

I should also add that using Facebook Live is a 
lot of fun. If you can have a good time and boost 
your marketing visibility, why not give it a try?

Learning When to Break the Rules

I’ve been involved in web design and Internet 
marketing for a long time. Along the way, I’ve 
picked up a lot of conventions and best prac-
tices around the layout of a website, the best 
way to attract traffi c from Google and the oth-
er search engines, and (lately) the steps needed 
to use Facebook as a tool for promoting a small 
business.

While each of these has its own particular con-
cepts, there is also an overriding pattern to 
all of them. A new tool or platform comes out, 
some innovative marketers fi gure out how it 

works, and then everyone else around the in-
dustry starts falling into line. This continues 
until someone new fi nds a better way of doing 
things, or individual business owners adapt 
what they’ve seen and read to their own situa-
tions.

What I’m trying to say is that this short guide 
has many different rules of thumb, but none of 
them are completely set in stone. You may fi nd 
that the thinking around the best way to create 
a post or utilize Facebook Live could change (as 
examples), or that your target audience will re-
spond to a different kind of message than mine 
does. 

I’m sure there is someone out there who is doing 
better with text posts than images. Somewhere, 
there is a marketer who talks about her person-
al life constantly and buyers love it. Probably 
some company is having success posting once a 
week, at midnight on Saturday.

I’m not telling you to make up your own rules 
for social marketing as you go along. To ignore 
tried-and-true advice would be akin to throw-
ing money in the trash for no good reason. 
What I am advising is that you pay attention to 
the feedback you get, trust your instincts, and 
learn when it’s okay to break the rules. With a 
little bit of experience, and the right starting 
perspective, you’ll fi nd tips and techniques that 
work especially well for your business.

Have Fun and Make Friends!

There is one thing about Facebook marketing 
that I don’t think will ever change: if you’re hav-
ing a good time, engaging others, and growing 
your list of contacts, then you’re probably get-
ting things right.

You could say that’s good advice for almost any-
thing you do to promote your business online or 
off, but I think it’s especially important in social 
media. After all, if you aren’t having any fun with 
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your posts and messages, how can you expect 
that anyone else will be? And if no one is having 
a good time, then why should they bother with 
your feed instead of taking their attention else-
where?

I noted earlier that some businesses get very, 
very low rates of viewership for their content. 
I suspect that the biggest reason why has to do 
with the fact that they post items that are bor-
ing or overly promotional. Early on, I made the 
point that no one goes on social media to see an 
endless string of ads. So, if that’s all you have to 
provide, you can’t be surprised when people be-
gin to tune you out. Even if they like you in the 
real world, they won’t have the time or patience 
to sit through an endless number of sales pitch-
es.

Being in full-time marketer mode on Facebook 
isn’t good for engagement and doesn’t help your 
business. It’s not really a lot of fun, either. So, 
while it’s important to stay on topic, don’t for-
get the value of enthusiasm and entertainment.

Successful businesspeople enjoy their work 
and make friends. The part where they turn 
a profi t sometimes seems to feel like an extra 
perk, rather than being the point. I would invite 
you to remember that and carry it over to your 
Facebook marketing. The more others enjoy 
your content and see that you’re having fun, the 
easier it’s going to be to win their attention fi rst 
and their business later.

It’s Time to Get Started!

Feeling excited about using Facebook to grow 
your business? I hope you are. There has been 
a lot of information in this short guide, and you 
would be amazed at the kinds of results my 
clients have been able to achieve with just a 
few hours and a small monthly budget. Even if 
you’ve struggled to bring in customers over the 

web in the past, you might fi nd it easier to mar-
ket through Facebook. That’s especially true if 
you already use it and are familiar with the plat-
form.

If you’re feeling that rush of excitement, I hope 
you’ll go and act on it right away. As someone 
who frequently presents live workshops and 
webinars for business people throughout the 
Midwest, I have seen time and time again that 
business owners intuitively grasped potential 
Facebook pretty quickly. When it comes to ac-
tually executing the strategy, however, many of 
them fall into the trap of leaving it for another 
day. Then, it becomes just another item on an al-
ready-crowded “to do” list until it fades into the 
background.

I promise you can make an impact on your local 
market through Facebook. That won’t happen, 
though, unless you take what you’ve learned 
and put it to good use.

I’ve specifi cally designed this guide so that it 
can be read from front to back by the average 
person in under an hour. That means you should 
be able to return to any section you need and 
fi nd a bunch of helpful reminders in just a few 
minutes. No matter how busy you are, I’m will-
ing to bet you can spare that amount of time to 
grow your company if it’s a real priority to you.

Don’t worry, in the beginning, about whether 
you’re doing things completely right or getting 
the perfect results. The fi rst step of mastering 
Facebook – or anything to do with Internet mar-

My wish for you is that you 
become one of those who 
are ready, and are at the 

forefront of the shifts that 
are taking place.
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keting, really – is developing a sense of focus 
and discipline. If you can log into your account 
a few times a day, stay on message by posting 
something relevant to your industry, and inter-
act with customers who send you questions or 
requests, you’ll start to develop a habit.

When that “Facebook habit” sets in, you can be-
gin to narrow in on your message and get into 
a groove. That’s when you begin to accumulate 
followers, get engagement, and see traffi c mov-
ing from your Facebook profi le to your normal 
website. You’ll start to get a sense of accom-
plishment, and a glimpse of what can happen if 
you keep moving forward.

Once that happens, it’s important to do two 
things. The fi rst is to congratulate yourself, 
because most business owners talk about tak-
ing advantage of Facebook, but very few will 
take the time to read a guide like this… much 
less follow through on their newfound enthu-
siasm. The second thing is to keep testing your 
assumptions. Remember to try new ideas, see 
where engagement is coming from, and check 
your analytics so you can be sure what is and 
isn’t working.

Most of all, however, don’t forget that Face-
book represents a huge opportunity for small 
businesses, self-employed professionals, and 
anyone else a fun and effi cient way to generate 
leads or contacts. I’ve been in this industry long 
enough to remember people who didn’t “get” 
what Google was all about; now, search engine 

optimization is a cornerstone of web design and 
Internet marketing. The same thing is happen-
ing with social media – there are millions who 
use Facebook every day but are afraid to dip 
into its marketing potential. And so, they are 
going to fall behind competitors who are better 
prepared.

My wish for you is that you become one of those 
who are ready, and are at the forefront of the 
shifts that are taking place. Facebook current-
ly has more than one billion users, and social 
media as a whole is changing the way we make 
friends, keep up with family members, and en-
gage business contacts. It’s altering the way we 
shop, interact with vendors, and search for re-
views and recommendations. You can either get 
in front of this tidal wave of change, or be swept 
along with it. Which would you prefer?

You have all the information and insight you 
need to get started with Facebook. I’ve given 
you the very best of my experience, and now it’s 
time for you to get some of your own. I wish you 
every success, and hope you’ll take a moment to 
share your victories with me through email. I al-
ways love hearing about the campaigns readers 
and seminar attendees put together, and they 
help inspire future posts and updates.

So, get out there and start fi nding some new 
fans and customers. I know you’ll do great!

Tammy Finch, 2018 


