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While marketing via Facebook® may require specific 
channel expertise in terms of strategies, tactics and 
execution, the approach is not dissimilar to the basic 
tenets of Marketing 101:

33Understand your consumer and define your  
brand’s value proposition
33Build awareness and acquire fans
33Deliver value and engage your base
33Test, track and measure performance
33Optimize your efforts based on your learnings  
and performance

Easier said than done? Not really. By sticking to the 
following best practices for marketing on Facebook, 
you can build your community one step at a time.
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Brand Audit - Type your brand’s name into the Facebook 
search bar. This is a simple, quick and free way to take 
the pulse of the nature of conversations about your brand. 
Any given brand may have several different kinds of pages 
organically created by consumers that have distinct 
discussion tones and trends. Segments of consumers 
who build and engage with these brand pages can include 
brand enthusiasts (usually positive in tone), brand bashers 
(negative tone), and employees or former employees (tone 
may vary). Track and understand the nature and topics of 
the conversations on these existing pages – not just when 
you are starting out, but also as part of the never-ending 
process of listening and learning. If you are working with 
Facebook, you may even consider coordinating with them 
to move “unofficial” pages over to your official page once 
you are prepared to launch.

Leverage traditional market research to collect 
information about how your consumers use social media 
and what kind of content and conversations are important 
to them. Survey your consumer base through database 
marketing, website intercept surveys, third-party research 
panels and other touchpoints at your disposal. Conduct 
focus groups to drill down into the attitudes of your 
Facebook consumers and even how they interact with 
different features and functions on the site.

Utilize powerful listening tools that crunch through 
the immense amount of discussions and activity on 
social networks and organize that information in clean, 

understandable dashboards and reports. These listening 
tools, such as those from providers like Radian6 and 
StrongMail can help monitor conversations on Facebook 
and identify discussion key words, sentiment and other 
trends associated with your brand.

As an example, when Castrol USA sought to dedicate 
additional resources to operate a Facebook page, it first 
conducted a rigorous listening and monitoring exercise 
to identify a shared passion among its consumers. That 
shared passion – racing – served as the foundation of 
content, conversations and engagement on its revamped 
Castrol USA fan page. With the right passion identified 
and propagated, your brand page can quickly evolve 
into an interactive community that is a true collaboration 
between your brand and your consumers.

Listen.

Then Frame the 
Conversation.

Before attempting to develop a full Facebook fan page for your brand, you must first 
determine the nature of the conversation between your brand and your consumers. 
When it comes to framing the conversation, the brands that build successful Facebook 
communities take their cues from their consumers and don’t try to dictate or dominate 
the relationship. They do this by listening.

The ultimate goal of listening is to identify a shared passion among your consumers. 
That passion will serve as the thread for discussion and driver of engagement 
throughout your community. Brands should tap into multiple listening sources in order 
to uncover and define points of shared passion:

Understand.
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It is helpful to devise Facebook acquisition strategies and 
tactics by grouping them into two categories: 

 3Efforts integrated with your existing consumer 
touchpoints 

 3Efforts within the Facebook ecosystem

Cross-Pollination: Integrate with Your Existing  
Consumer Touchpoints

“If you build it, they will come.”  
– Field of Dreams 

If only that were the case. Simply creating a Facebook 
brand page from scratch and hoping that fans will  
arrive can be a slow, uphill climb. Quite often, the most 
efficient way to build a Facebook fan base of qualified 
consumers is to tap into your existing consumers 
who already interact with your brand. Do your best to 
incorporate a Facebook “join” call-to-action into consumer 
marketing communications. Tag your TV, radio and print 
ads with “follow (Brand) on Facebook.” Most importantly, 
tightly integrate your efforts with your brand website, email 
communications and other digital touch points so your 
existing consumers can become Facebook fans with a 
quick click of a “Like” button. If you don’t control these 
marketing channels, work with your colleagues who do – 
call in favors, twist arms, beg and plead, and promise  
to reciprocate so you can leverage their touch points to  
build your Facebook fan base. Over time, they too will 
certainly benefit from helping you.

When it comes to using the “Like” button outside of 
Facebook, keep in mind these basic best practices: 

Test different placements of the “Like” button across your 
existing digital touch points. Instead of simply asking 
consumers to like your general brand web page, ask them 
to like a specific product or content snippet. By tracking 
the clicks you generate, over time you’ll identify optimal 
placements of your “Like” buttons.

Clearly define the benefits of joining your page. Each social 
network should serve a distinct purpose. For example, 
Facebook may serve your brand best as a forum for in-
depth discussions with and among your consumers,  
while Twitter could be reserved for breaking news or last-
minute deals.

Offer something unique or “Exclusive,” giving those who 
like your brand a reason to visit and engage. Ideally, your 
unique offering should be aligned to a shared passion and 
your brand equity. For example Mint.com offers exclusive 
opportunities and tips to Facebook Fans. 

When people “like” your brand, that action publishes 
a story on their Facebook newsfeeds that is visible  
to their friends. This message is very important; make
your Facebook posts compelling and succinct, and test 
call-to-actions in it to help drive additional acquisitions. 

Leverage the power of search. Don’t forget the social in 
search. Add social links to paid search terms to increase 
visibility and visitation. 

Build Your Fan Base

Acquire & Grow:

So you have identified a shared passion among your Facebook consumers that will 
underpin your general community framework. Up next: building your base. Even with 
hundreds of millions of people on Facebook, it still takes a strategic, coordinated effort 
to attract and grow a brand’s fan base.
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Example: Levis web pages, allow users to declare their 
“Likes” with an embedded “Like” button that also fosters 
like-minded shopping.

Remember, when integrating with your existing consumer 
touch points, it’s often not enough to stick a Facebook 
icon on an ad or web page. Highlight your Facebook 
page’s added value and keep the content fresh while 
highlighting that value add be it exclusive content, offers, 
or discussions with like-minded people.

Fish where the fish are by acquiring within Facebook.
Naturally, Facebook itself happens to be a great place to 
find Facebook fans. By trying different acquisition tactics 
within Facebook, you can begin to see what works and 
what falls short. Here are two easy starting points:

Favorite other related brands. It can be very effective to 
cross-promote similar brands, organizations or pages that 
your target fan base already follows. Mention them in your 
status updates so your brand will then be included within 
their Facebook environment, thereby increasing your 
profile among your target audience. 

Test Facebook advertising. It’s simple and quick. Test 
different ad units including polls.  Leverage Facebook 
insights to better understand your existing “Liks” better 
- for example those that “Like” your brand also “Like” X).  
Use this knowledge and Facebook’s enormous data to 
target and grow you base.

Incorporate email sign up on your Facebook Page. 
Remember acquisition doesn’t start and stop with 
Facebook. Encourage fans to become email subscribers 
to receive additional content about your brand  
but make sure these communications are unique and 
targeted around your subscribers’ needs, interests  
and behaviors. Alicia Keys provides Facebook email 
subscribers with exclusive behind the scenes footage from 
videos, tours and recording sessions. Castrol USA cross-
promotes the National Hot Rod Association (NHRA) in its 
status updates, and in turn the Castrol brand is featured 
within the NHRA Facebook presence.

Secure a vanity URL. Vanity URLs help make your page 
easy to find and, because they are validated by Facebook, 
assure users that the page is your brand’s “official” 
page. Vanity URLs also help official pages rise to the 
top of search results when users look for your brand on 
Facebook.

Alicia Keys encourages email signups and includes a video 
highlighting the benefits, which include being the first to 
hear about tour news and new music.  In addition, email 
subscribers via Facebook receive exclusive behind-the-
scenes footage from videos, tours and recording sessions.  
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Here are some tips to keep you on the right path:

Provide your fans on Facebook with unique access 
to truly special content that they cannot access  
anywhere else. As a special treat, consider creating 
special merchandise or even products accessible  
only to your Facebook fans.

Example: Castrol USA posts exclusive racing photos on its 
Facebook page and flickr account.

Create and test applications like polls, trivia, simple 
games and widgets, but make sure the underlying 
subject of those applications syncs with the shared 
passion that threads through your Facebook brand 
page. 

Example: The Dallas Cowboys Facebook page includes 
a widget that allows fans to pick the top 4 Cowboys’ 
match-ups they are most excited to see this season. The 
selection can the be shared and posted to the user’s wall. 
Others are then encouraged to choose their own match-
ups at the Cowboys fan page.

Stir the Pot:

Engage Your 
Fan Base

Once you have acquired your fans on Facebook, you need to create a compelling 
experience that keeps them engaged and actively participating. Keep in mind that 
engaging your fans is a journey, not a destination.
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Take it a step further and create entire tabs that serve 
to engage. Facebook has evolved to the point where tabs 
can pull in rich media, i-frames from other sites and other 
advanced techniques to create compelling experiences 
that go beyond the basic static posts and widgets. 

Reward your fans with financial value in the form 
of unique promotions and offers. Make sure these 
offers are trackable throughout the conversion process. 
In addition, innovative brands have also established 
loyalty and rewards programs that reward participation. 
Consumers earn points that are good toward brand 
merchandise for posting or sharing content and 
participating in brand communities. For example, 
Travelocity includes unique promo codes to track 
response.

Example: Travelocity offers special travel packages to 
Facebook fans 

Shower your fans with public recognition. When done 
in the right way, they love that. For example, track 
the count of your fan base and announce the names 
of “milestone” fans (i.e. the 50,000th fan).

Example: The NBA regularly engages users by posting a 
variety of content, including videos, polls, top 10 lists and 
recognizes major milestones like passing 3 million fans. 

Integrate your Facebook content with other social 
media platforms such as flickr, Twitter and YouTube. 
Make sure your content across each different social 
media channel supports your communication thread and 
also serves a unique purpose. For example use Twitter 
for breaking news and encourage followers to join the 
discussion on Facebook or view photos from an event  
on Flickr.
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Encourage user-generated content. For example, you 
can conduct photo contests on flickr or video challenges 
on YouTube or your loyalty site in which fans compete to 
demonstrate how passionate they are about your brand. 
Your Facebook page can serve as the promotional hub for 
these contests. Make sure when you are designing a user-
generated contest that you…

 3Post clear rules
 3Acknowledge participation
 3Moderate the content and filter out  
inappropriate content
 3Are willing to seed initial content in order to build 
contest momentum

Example: When Castrol awarded a fan as a photo  
contest winner, that fan posted his excitement and started  
a discussion about that excitement.

Rotate your content and keep it fresh. If you let your 
content get stale, you’re making it too easy for your fans 
to abandon your brand on Facebook.

Don’t “spam.” Not all brands are Farmville, so don’t 
aggressively ask or force your fans to spread the word 
about your brand. Be judicious with how you manage 
your newsfeed; fans will ignore your updates when they 
become irrelevant or frivolous. And steer clear of enabling 
your fans to spam to their friends asking them 
to join so that they can access or unlock a new “level”  
of content.

Personalize and target content. Yes, you can do this 
on Facebook. For instance, specific tabs and even 
languages can be rendered depending on a fan’s 
geographic location. Also, Facebook Markup Language  
(FBML) tags enable content to be filtered based  
on different demographic and behavioral information. 
Examples include:

 3The ability to “lock” content based on whether  
a fan likes or dislikes that content
 3The ability to detect and serve content if it is  
being viewed on a mobile device
 3The ability to share and post local promotions to specific 
geographic areas

Think international and adjust your content strategy 
accordingly. 

Example: Castrol recognized the importance of building 
a Spanish-language Facebook presence. However, the 
shared passion among its Spanish-speaking fans was 
dramatically different (soccer instead of racing), and 
therefore required a distinct approach.
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Post a comment policy. Make sure you detail what is 
acceptable and not, and how inappropriate posts and 
comments will be handled. Remind folks of the policy 
when relevant.

Be transparent. Clearly disclose relationships, parent 
companies and your brands connections even, if it is a 
difficult situation. Respond when relevant but remember 
this doesn’t always have to be in the public forum. Take 
the conversation off-line and direct unhappy customers  
to customer service or the appropriate contact.

Remain calm and think before you act. There are many 
examples of brands (i.e. Nestle) who responded quickly 
or inappropriately. It’s best to vet potential responses and 
better yet see if your fans will respond for you.

Train and communicate. Be sure to build a corporate 
social media policy and communicate it to associates, 
contractors and employees before jumping in.

Build Trust

Being open is not always easy. Many brands shy away from social media because  
of the fear their fans and followers may say something negative or turn on them.  
Deal with issues and problems in an open and transparent way. In fact, if you’ve done 
a good job engaging those who like your page and offer value, you may even 
find they are your biggest defender. The best and most compelling pages are often 
driven by those who like the page, with the brand acting as a facilitator who sparks 
the conversation. Having said that, keep in mind these helpful tips so you are  
prepared for the worst:
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Set yourself up so you can measure performance. 
Implement unique tracking to understand Facebook’s 
contribution to overall marketing efforts. If you don’t, you’ll 
be lost in the woods. Garbage in…garbage out.

Emerging measurement tools, such as Facebook 
Insights, can help you get a handle on important data. 
These tools can organize seemingly chaotic information 
into packages that can be more easily interpreted. 
 
Also, lean on third-party social media technology  
providers who make a living out of developing powerful 
analytics tools.

Integrate data into your datamart. Identify brand 
advocates, defenders and flag them in the database –  
if you have a loyalty program, you may even want to 
reward them with “bonus points” for their support. 

But remember to make sure defenders and supporters 
also abide by your existing comment policy – inappropriate 
behavior should not be rewarded.

Communicate your learnings internally and  
institutionalize them. Bake them into your next round 
of Facebook executions so you are continually  
optimizing the experience.

Finally, and perhaps most importantly, don’t lose sight 
of the fact that Facebook is an evolving platform that 
continually changes and improves. No one person 
can possibly keep up with the new developments and 
capabilities that emerge each day. A Facebook execution 
that appears to be effective today can quickly fall out  
of favor with your fans if you are even one step behind.  
By partnering with the right marketing experts and 
technology enablers, you will successfully engage your 
fans through a unique Facebook community experience.

Have Fun with Math: 
Analyze and Optimize

So how do you know if you are doing a good job? Tracking and analytics will help you 
get a handle on Facebook performance. Some tips:
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StrongMail’s email and social CRM agency was 
created to provide leading brands with digital-
marketing expertise, award-winning creative and 
market-leading email and social media technologies - 
in order to optimize CRM across multiple  
marketing channels.

We create lasting, powerful and meaningful 
conversations that grow your relationships  
and business.

Our approach is simple: Deliver the best possible 
results by turning your best customers into your 
strongest advocates.

Ready to see how StrongMail’s Agency can help  
your brand connect?

Contact us today:

StrongMail’s Agency
212.244.2048
agency@strongmail.com

A bond. A conversation.
It’s what connects us all.

StrongMail Systems, Inc. 
1300 Island Drive, Suite 200 
Redwood City, CA 94065 
P 650-421-4200 
F 650-421-4201
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