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The Numbers
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e 800 Million Active Users
* 50% of active users are on daily

* Average user
— 130 friends

— 80 community pages, groups, events, etc

e 250 Million photos uploaded daily

e 350 Million access Facebook through mobile




Travelers Use Facebook
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e 72% use SN sites while traveling

* Planning

— “Like” destinations and businesses they are
interested in

— Look for deals, sweepstakes, exclusive offers,
insider information

— Monitor pages — posts, images, feedback
— Facebook Connect — find friends that they can ask

— Organize news feed items into lists




Facebook Timeline
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New Timeline

more room for personal expression,
customization & sharing information

A New Class of Social Apps on Facebook
http://www.youtube.com/watch?v=gq3b94kFBah8




Timeline — your collection of all
the top photos, posts and apps V...
that help you tell your story.

http://www.youtube.com/watch?v=hzPEP{fJHfKU&feature=relmfu



http://www.youtube.com/watch?v=hzPEPfJHfKU&feature=relmfu�

Build, Engage and Ampliy
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Presenter
Presentation Notes
Make it EASY to make authentic connections 
Your Page 
Fan Base with Like
Social Plugins

Provide VALUE to your fans so they’ll want to engage with your brand 
Publish to fans

Know your fans and empower them to SHARE
Ads with Friends
Sponsored Stories




Why Build on Facebook?

of consumers said
they are more likely to
o
a friend after becoming
a fan on Facebook



Presenter
Presentation Notes
Chart: Percentage of fans likely to recommend brand  to friends



Why Build on Facebook?

of consumers said
they are
a product since
becoming a fan on
Facebook



Presenter
Presentation Notes
Chart: Percentage of fans likely to buy from brand, after becoming a fan



Why Build on Facebook?
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Of Consumers Who Gain access to exclusive

content

y LI ke” b ran d S O n To be the first to know

information about the

FacebOOk Sald th ey l'o show others that

lika/support this Brand

“Like” fewer than 10
brands
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Presentation Notes
Chart: Top Five Reasons for Fanning Brands on Facebook



What Is the Value of a Fan?
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1) Fans
2) Friends of Fans
3) Non-Fans

Starbucks study revealed that Fans and Friends
of Fans and

than the average internet user who transacted
at Starbucks.



Presenter
Presentation Notes
The value of a fan can be assessed in three ways: increasing the depth of engagement and loyalty among Fans, generating incremental purchase behavior and leveraging the ability to influence Friends of Fans. Thus, advertisers have three potential audiences on Facebook:

Fans—users who “like” a brand Page

Friends of Fans—users who are not Fans but are exposed to brand impressions through their Friends who are Fans. 

Non-Fans—users who are not Fans of the brand and have no Friends connected to the brand

Sources:
comScore whitepaper, “The Power of Like”
Mashable: http://mashable.com/2011/09/12/consumers-interact-facebook/
AllFacebook.cohttp://www.allfacebook.com/are-facebook-fans-useful-study-says-yes-2011-09m: 



Grow Your Fan Base
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1) Promote within eNewsletters
2) Promote within your websites and blog posts
3) Encourage fans to recommend

4) Run a contest, promotion or sweepstakes

5) Giveaways
6) Use Facebook ads



Presenter
Presentation Notes
The value of a fan can be assessed in three ways: increasing the depth of engagement and loyalty among Fans, generating incremental purchase behavior and leveraging the ability to influence Friends of Fans. Thus, advertisers have three potential audiences on Facebook:

Fans—users who “like” a brand Page

Friends of Fans—users who are not Fans but are exposed to brand impressions through their Friends who are Fans. 

Non-Fans—users who are not Fans of the brand and have no Friends connected to the brand

Sources:
comScore whitepaper, “The Power of Like”
Mashable: http://mashable.com/2011/09/12/consumers-interact-facebook/
AllFacebook.cohttp://www.allfacebook.com/are-facebook-fans-useful-study-says-yes-2011-09m: 



Engage — Provide Value
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Be Exclusive

Be Timely
Encourage Sharing
Use Visuals
Leverage Contests
Offer Booking
Retarget Current

SIS R

http://ads.ak.facebook.com/ads/creative/Page-Publishing-Best-Practices-FS-2.pdf



Presenter
Presentation Notes
Tips for Building a Successful Page Strategy on Facebook
Be Exclusive
Let new visitors know that by becoming a fan they will receive access to exclusive deals, promotions and special content. Create a default landing tab for people visiting your page but are not yet a fan
Be Timely
Match the theme of some posts to relevant holidays, current events, and other travel trends that resonate with your brand. 
Provide Value and Encourage Sharing
Keep your fans engaged by offering them valuable reasons to be connected to your brand and share with their friends.
46%  say they have been invited to a trip via Facebook
45%  say that Facebook makes them visit friends abroad
Use Visuals
Engaging visuals drive clicks—when you post, focus on simple, eye catching items, such as photos, videos and links. Show users what it’s like to stay at your hotel or scenes from their next travel destination.
52% say that friends photos inspired their next trip
Leverage Contests
Users love contests. Consumers who engaged with an incentivized ad were 161% more likely to visit the website of that brand and 36% more likely to seek out that brand while shopping at stores.
Bookit.com saw30% increase in revenue driven by Facebook month over month in June, following the “Trip A Day in May Giveaway.”
Offer Booking on Facebook
Make travel planning easier for users by allowing them to book vacations without having to leave Facebook.. The most effective marketing happens at point-of-sale, so if you can make a hard sell on a decked out Page, you’ll want your consumers to be able to make their reservation without batting an eye. 
Retarget Current Fans
Leverage existing connections for a more efficient cost per lead. Targeting a brand’s Facebook fans results in 15-44% lower acquisition cost when compared to targeting non-fans.  
Sources:
AllFacebook.com: http://www.allfacebook.com/u-s-facebook-users-outnumber-passport-holders-2011-07 
Inside Facebook: http://www.insidefacebook.com/2011/06/06/target-facebook-fans-cheaper-registrations/
AllFacebook.com: http://www.allfacebook.com/facebook-incentives-2011-09
Facebook Marketing Solutions: https://www.facebook.com/marketing?sk=app_169039963158542



The Newsfeed
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1. Tell fans what you want them to do
2. Ask Yes / No Questions

3. Ask questions that can be answered with one
or two words

4. Use Polls

5. Feed into your fans passions / interests

6. Do not post too often.
QUALITY vs QUANTITY




Amplify Your Reach
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The best form of recommendation IS one
you get from a friend.

Sponsored Stories allow you to surface
recommendations about your
brand that In the Facebook

News Feed.
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Facebook.com/VirginiaisforLovers




Virginia is for Lovers

M e Fall in Virginia is all about cool mornings, amazing foliage, scenic Sunday drives,
RESULT
® 6 1 3 Tal kl n g Ab O ut ) Christopher Proffitt and 380 others like this.

[ view all 25 shares

2 3 8 O L i ke S L) View previous comments

Arnold Williams III Hating people from the city!
| October 5 at 10:51am - Like

L 2 6 S h ares - Heather Courtney Hart Apple cider by a fire in the evening!

ber 5 at 10:51am via mobile = Like = &b 1 person

Debbi Briggs Harrell The company of best friends!

DOctober 5 at 10:56am - Like = &3 1 person

Tena M. Marangi Virginia Wine!!!
Dctober 5 at 10:59m * Like * &b 1 person

e R e a.C h : 48 y 7 2 6 % Lisa Powers photographic opportunities!

e 207 Comments

October 5 at 11:06am - Like - &b 2 people

. ¢ ™ VacationFredericksburg.com Great history like Fredericksburg's
® E n g ag e d . 9 9 4 :-_ "/ rich Colonial and Civil 'l.".l'Elr history.

e Virality: 1.22%

Dixie Reynolds And -5.uturur| F|||:|—||L..'|.



Presenter
Presentation Notes
Fill in the blank type question – short answer responses.  High engagement. Surprisingly high number of likes  … and likes within the responses.


RESULTS
e 708 Talking About
e 540 Likes
e 118 Shares
e 50 Comments
 Reach: 48,828
 Engaged: 2,949
 Virality: 1.31%

Virginia is for Lovers

8 Have you ever been to Natural Tunnel State Park in Scott County? Go check out

ge from a chair lift! That's an amazing experience, hitp:/fwww, virginia.org

fexplorenaturaltunnelstatepark/ @

ment = Share
£ Pamela Mccord-Funkhouser and 540 others like this.

L View all 50 comments [ view all 115 shares

Write a comment...
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Presentation Notes
Wall Photo posting with link in description.     High Likes and Shares.  Reach increased and engagement extremely positive.  Use images that capture the users attention and imagination.




Virginia is for Lovers
The Shenandoah Mational Park Fall Foliage Report is out and the Mational
fice says THIS IS THE WEEKEMD! Get the full scoop here -3

R ES' | L I S t rginia.org/ShenandoahMationalParkFalFoliageRepaort,

Photo by Jon Publik. Taken Oct 9, 2011, Shenandoah Mational Park

e /87 Talking About
e 594 Likes
e 209 Shares
e /9 Comments

® R e a C h . 3 2 O 8 3 1) You, Josef Jacob Holzer and 534 others like this.
. )

& view all 209 shares

L) View previous comments 50 of 79

= d: 2,282
n g ag e - ) Linda Lea Blevins Sutherland My favarite season of the year!
Beautiful! Thanks, Garland!
Friday at 8:48am - Like

L VI ral Ity : 2 . 45 % Leigh Huffman Just passed through there and absolutely beautiful
Friday 43am - Like

Lee Elmore I al miss Va. in the fall and at Christmas. I haven't
been home in25 4 . Time to go.



Presenter
Presentation Notes
Timely image with an iconic destination.  Very relevant and a tremendous amount of shares.


Facebook Resources
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Facebook Marketing Solutions (Case Studies, Ad Info, etc.) -
http://www.facebook.com/marketing

Facebook Pages - http://www.facebook.com/FacebookPages

Facebook + Commerce - http://www.facebook.com/commerce

Facebook for Business - https://www.facebook.com/business

Facebook Blog - http://blog.facebook.com/blog.php

Facebook Developers Blog -
http://developers.facebook.com/news.php?tab=blog

Inside Facebook - http://www.insidefacebook.com/

All Facebook - http://www.allfacebook.com/
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Articles
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* 6 Privacy Problems In Facebook’s Updates: Infographic —10/12/11
http://www.allfacebook.com/facebook-privacy-infographic-2011-10

* How To Put A Facebook Subscribe Widget On Your Site — 10/13/11
http://www.allfacebook.com/facebook-subscribe-widget-2011-10

* The Average Facebook Post Lives 22 Hours And 51 Minutes 10/14/11
http://www.allfacebook.com/facebook-post-2011-10

* Facebook Finally Launches Its Own IPad Application 10/10/11

http://www.allfacebook.com/facebook-finally-launches-its-own-ipad-application-2011-10

* Introducing Facebook’s Newest Mobile App Platform 10/10/11
http://www.allfacebook.com/facebook-mobile-app-2011-10

* Facebook’s News Feed Boosts Engagement By 29% 10/12/11
http://www.allfacebook.com/facebooks-news-feed-boosts-engagement-by-29-2011-10
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