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ATTRACT CUSTOMERS
WITH

FACEBOOK




PRIORITIZE YOUR BUSINESS OBJECTIVES
BUILD YOUR FACEBOOK AUDIENCE

DEVELOP & FOCUS ON YOUR OVERARCHING CONTENT & LEAD
GEN STRATEGIES.

CHAMPION VALUE CREATION: WHAT CONTENT TO CREATE & SHARE
ON FACEBOOK.

MAXIMIZE CUSTOMER ACQUISITION WITH ADVERTISING.
WRAP-UP & TAKEAWAYS.



PRIORITIZE YOUR BUSINESS
OBJECTIVES



Every brand on Facebookis on
Facebook for one reason —to
(eventually) get more business.
Getting more business from

Facebook means different

things to different types of

usinesses, though, which

means different brands ...

~——



... Will have different objectives,
such as:
Driving in-store sales;
Increasing online sales;
Launching a new product;
Building awareness; or

Promoftfing a mobile app.




This guide will primarily be helpful for
usinesses that want fo generate
leads or online sales. Even with
these objectivesin mind, there are
a few stepping stones that precede
turning fans into customers. If you
want customers ...

o i P . v



... You have fo first:
Build an audience;
Drive inbound traffic to
your website;
Turn that traffic info
qualified leads; and then
Nurture those leads

info customers.

Close

Customers

Use email and marketing
automation to nurture leads into
(repeat) customers.




This guide will give you a
playbook for doing just that. First
we'll talk about how fo build an
audience, and then we'll dive
info how you get that audience
fo head on over 1o your welbsite
where they can actually do

bbusiness with you.




Before you can get customers from Facebook, you need

> T prioritized objectivesand an engaged fan base that's
Recap

compelled to visit your website.

Click the image to grab a free copy of these resources!

Learn More F g
AN INTRODUCTION

TO LEAD
GENERATION.
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BUILD YOUR
FACEBOOK AUDIENCE



To grow your Facebook fan base,
you need to make your Page and
your posts as discoverable as
possible both online and off. No
one can connect with you on
Facebook if they don't know you
exist, so lef's talk about 5 ways

to get noticed.




1) MAKE SURE YOUR PAGE IS PROPERLY FILLED OUT

WITH SEARCHABLE INFORMATION.

overview
website;
understand your

business



2) INVITE EXISTING CONTACTS TO LIKE YOUR PAGE.

if you simply

asked them fo.



... Facebook friends through the
News Feed, or

to encourage
existing confacts fo connect.
Use one or more of the three
opfions as long as you're
caufious about over-promoting

o uninterested connections.

Invite Email Contacts

&l Upload contact list file

=% Constant Contact

@ MailChimp

S 4
. ‘ VerticalResponse

™M cmai

&‘)\‘.' Windows Live Messenger

=
@‘, iCloud

[ other Email Service

Learn More

*Maximum of 5,000 contacts supported.

Invite Contacts

Invite Contacts

Invite Contacts

Invite Contacts

Invite Contacts

Invite Contacts

Invite Contacts

Invite Contacts




3) INCORPORATE FACEBOOK INTO YOUR ONLINE AND

OFFLINE COMMUNICATION CHANNELS.

removing any barriers



... website, blog, oremail
newsletter, utilize Facebook's

various social plugins — especially

the Like Butfon or Like Box — to get

people fo like your Page on the
spot and without having to head

over to Facebook.com.

Find us on Facebook

Facebook Developers @
>

3,073,245 people like Facebook Developers.




4) CREATE VALUE.

content you create and share



5) PAY FOR NEW LIKES (FANS) USING

FACEBOOK ADVERTISING.

c=ool= who don’t know about your Page



To give you an idea of what a
"Page Like AQ” looks like in the
News Feed, here’'s an example
from Twix. (We'll also falk more
about how fo bolster your organic

Facebook efforts with ads later).

Evan Oppedisano likes Twix

‘\'&\ﬁ\;’é Twix il Like Page

Sponsored - ¢

TWIX Bites are amazing. Why didn't we think of this sooner? Here's one

TWIX BITES

reason.

,_"\

Like - Comment - Share - 21,281 L1 66 & 81



Recap

Learn More

Build your Facebook audience by making your Page as
as possible, by encouraging your

to like your Page, and by

Click the image to of these resources!

/ Facebook "Tips' and "Tricks" Facebook Says These Are the
That Don't Actually Work 15 Best Brands on Facebook



DEVELOP & FOCUS ON
YOUR OVERARCHING
CONTENT & LEAD

GEN STRATEGIES



LEARN FROM HUBSPOT: OUR APPROACH TO CUSTOMER

ACQUISITION VIA FACEBOOK.

thrive

we focus first



THE TYPES OF LEAD GEN CONTENT WE CREATE:

A T

Ebbooks, Templates
Whitepapers
& Guides
E y  — N
Blog Posts Webinars

Checklists

Gl

Content
Creation Assefts



All this confent creation arms our social media manager with a

fo promote in unigue ways on Facelbook




For example, she creates Page
posts that honein on a
from a longer piece of
content, or gives our audience ‘
an idea of

from it.

Don't quit after you close. Learn how to delight your
customers and keep them happy for years to come:
http://hub.am/18kgGp

[Free quide + infographic]:
HOW TO CREATE TRUE SOCIAL
MEDIA RELATIONSHIPS

THE SOCIAL PART OF & ™ This love story
SOCIAL MEDIA: A™ B will teach you
LOVE STORY R e how to:

-

Sool's ) Attract
el J Promote

= ¥ Personalize
ﬂ - Discover
b

DELIGHT.

Like - Comment - Share




. . Don't quit after you close. Learn how to delight your
MOS‘I‘ '|'|meS ‘I'h|s means customers and keep them happy for years to come:
http://hub.am/18kgGp

in PowerPoint or

[Tree guide + infographic]:
Photoshop so we can caich a HOW TO CREATE TRUE SOCIAL

prospect’s eye when they're MEDIA RELATIONSHIPS

perusing their News Feed. ‘

THE SOCIAL PART OF & ™ This love story
SOCIAL MEDIA: A™ B will teach you
LOVE STORY R e how to:

-~
Hohlioheng Socw's / Attract
Volue o Each W Promote
Marketrg Stax

v Personalize
ﬂ" Discover
b

DELIGHT.

Like - Comment - Share




digital breadcrumbs

We use Facebook to drive

tfraffic to landing pages — -_ B .
where we can convert

visitors into leads. -




Without creating confent aimed at solving problems for marketers, we'd simply

have nothing interesting fo post or advertise on Facebook, and we sure as

heck




Focus first on your overall content and lead gen

strategies. Then, repackage what you've already

created for Facelbook.

Click the image to grab a free copy of these resources!

Learn More e

30

GREATEST
7D GENERATE
:'ws, TRICKS & P57

How HubSpot Does Inbound: The 30 Greatest Lead
Creating a Content Machine Generation Tips, Tricks & ldeas



CHAMPION VALUE CREATION:
WHAT CONTENT TO CREATE &
SHARE ON FACEBOOK






WHAT COMPANIES SOUND LIKE WHEN THEY ONLY TALK
ABOUT WHAT THEY SELL.




DONT BE RON BURGUNDY.




INSTEAD, GENERATE LEADS IN TWO WAYS

Generate leads by sharing
content that links directly
back o a landing page
with a contact form on
your welbsite.

AND

Generate leads
eventually after sharing
friendly, easy-to-consume
content not housed
ehind a form.



WHAT TO SHARE FOR DIRECT V3. INDIRECT LEAD GEN

Share the landing page Share:
for a downloadable offer, Photos
such as: Photo albums
An ebook Blog posts
A whitepaper YouTube videos
A template Third-party content

A checklist Event invites



"ds on Facebook is 1o

. that aligns with goals







Aiming for “fluffier” goals like
reach, awareness, buzz, customer
satisfaction, and engagement
(comments, likes, shares) are

as rigid lead gen or
sales godals. They're the stepping
sftones to what you really want:

more business.




In fact, it's vital to aim first to get
your audience 1o interact with your
posts. That's why a of
direct and indirect lead gen
content is so important. Without
eyeballs, you can’t get clicks,
which means you can't gef traffic,

leads, or customers!




EXAMPLE 1: A

Download the beginner's quide to converting website visitors
into leads for your business > http://hub.am/18Noy1H

[Free ebook]:
AN INTRODUCTION
TO LEAD GENERATION

AN
TO

INTRODUCTIO
N
LEAD What you'll learn:

What defines a lead

How to get leads

How to qualify a lead

How to start your first

==-| lead-generation campaign

CONVERT

Like - Comment - Shars

LEAD GEN POST

Provides members of our audience
with a value proposifion

Has a clear call-to-action: "download”
Contains a short URL linking 1o @

landing page with a form



EXAMPLE 2: AN LEAD GEN POST.

INBOUND 2013 (30 photos)

Does not have a clear call-to-action
Does not contain a short URL linking to
a landing page with a form




YOU NEED A LITTLE OF BOTH
) B s

INBOUND 2013 (30 photos)

Download the beginner's guide to converting website visitors
into leads for your business >> http://hub.am/18Noy1H

[Free ebook]:
AN INTRODUCTION
TO LEAD GENERATION

AN INTROD
T0 LEAD UCTION

What you'll learn:

What defines a lead
How to get leads
How to qualify a lead
How to start your first

lead-generation campaign

Attract. CONVERT -

Like * Comment * Share P4 Like - Comment * Share




If we only published posts about
reqistering for a soffware demo,
signing up for a trial, or getffing an
inbound marketing assessment
(our 3 most desired conversion
actions), we'd totally bore our

fan base.

7
. -

1!

Photo: simaje | Flickr




we only

generate a handful.

we generate tons
of leads,
warm them up to the idea of doing business
with us

- Brittany Leaning




LET'S TALK ABOUT THOSE "FLUFFY" GOALS AGAIN.

immediate engagement goals



You need leads 1o

get customers.

"] _JET Y C

More likes, commments, and shares means ... .... more chances for clicks and contacts
(leads).




Believe it or not, some of our
Most successful posts in ferms
of interaction were not direct

lead gen posts.




Let's examine the approach
behind some of HubSpoft's fop

performing Page posts, shall we?

Photo: Clover 1 | Flickr



Purpose of Post
Draw more eyeballs to
the SlideShare
presentation our co-

founder, Dharmesh Shah,

compiled to explain our
company culture. The
presentation itself aims to
align existing employees
and to attract new talent.

Goal of Post
Reach and shares.

QUOTE AS AN IMAGE

'i Search for people, places and things

You are posting, commenting, and liking as HubSpot — Change to Shannon Johnson

HubSpot's Photos
Back to Album

Power is gained by
sharing knowledge,
not hoarding it

Album: HubSpot's Photos in Timeline Photos
Shared with: @ Public

d then check out HubSpot's Culture Code here:

@ Tag This Photo
9 Edit Location
© Change Date

Approach to Post
Capture one slide
contained in our
complete Culture Code
presentation to serve as a
standalone, sharable
quote, and link back fo
the presentation to
increase view count.



QUESTION AS AN IMAGE

Purpose of Post e —
Pose a question to spur

discussion in the
comments with and

among our audience of
marketers, and mix up our Tomorrow you wake

publishing cadence of up with a $1,000,000

posts containing links marketing budget
back to landing pages.

Approach to Post
Lef the image do all the
talking to focus our
audience on answering
a question.

HubSpot's Photos
Back to Album

Goal of Post What’s the first thing

Generate comments. you do?




PHOTO OF AN EMPLOYEE

Purpose of Post e : Approach to Post
Appear relatable and Hubspot's Photos Grab the atftention of
personable by honoring our audience with an
one of our employees image seemingly

and others who have irrelevant to HubSpot or
served our country. inbbound Marketing.

Goal of Post
Likes.

[ unlike ~ comment .| Tag Photo

. HubSpot Album: HubSpot's Photos in Timeline Photos
Hello marketers! Shared with: @ Public

We'd like to introduce you to Shawn Segundo, one of HubSpot's amazing Support

Engineers. He served in the Navy from 2002 - 2006 in direct support of Operation ® Tag This Photo

Enduring Freedom and Operation Iraqi Freedom and served as a radar and 9 Edit Location

weaponry spedialist onboard guided missile cruiser, USS Chosin CG-65.
© Change Date

Shawn says, T encourage all Veterans to join iava.org (Iraq and Afghanistan

Veterans of America) as it's a great place to support the community of active military Open Photo Viewer

members and veterans of the recent confiict.” Boost Post

Thank you, Shawn, for serving our country and helping HubSpot's customers! We Download

appreciate all your hard work. Make Profile Picture for Page

Unlike - Comment - Share - Edit - November 11, 2012 Move To Other Album

Embed Post

Delete This Photo

&5 HubSpot and 1,014 others like this.
[ 20shares




IMAGE PROMOTING AN OFFER

Purpose of Post e
Encourage downloads of

Last month, we gave away 75 stock photos for free. The

one Of 'I'he Offers we response was so incredible that we're giving away 160 MORE

free stock photos, this time with a business theme!

created — a bundle of _
]60 free S'I'OCI( phOTOS - 'I'O Eit:;ﬁ;ora:ht;hpehrzrzl? here >> http://hub.am/166Ykv6 — with
help marketers more
easily create content.

Goal of Post
Leads.

Like - Comment - Share

Y Anum Husszin, Samuel Whittle, Brittany Leaning Top Comments ~

and 33 cthers like this.

Approach to Post
Use an image fo give our
Facebook fans a preview
of what kinds of photos
theyll get post-download,
and link back to the
landing page using a
short fracking URL.



v el eererd oered] Ao Neadl Nesn
4 ~e— -

—= P MARKETING ¥  “well, if you
to do it right, what makes
A you think you’ll have

208 0 008 0 0 09 0 8

****** | time to e

o

75 Free Stock Photos ... No Royalties, No Fees, No Worries.

L AR

Essential Elements of High Converting Landing Pages I

! m [Free demonutration |
#I'NBG(;JB;%'B HUBSPOT’'S NEW
SOCIAL INBOX

Here's another little secret: No matter what we're frying 1o communicate, we fry to
do it If our social media manager doesn't have a pre-made image to

work with, she'll spend the fime creating one.



better off




higher

We also know photos on
Facebook generate 563% more

Likes than the average post.

Click here to read
—

more on our blog!




THAT'S WHY, IN GENERAL, HUBSPOT'S FACEBOOK POST

FORUMULA CONGSISTS OF:

without an image.



Photos work wonders for your clickthrough rate and post
engagement, so it's worth it fo spend the extra time sourcing

or creating images for your posts.

Click the image to grab a free copy of these resources!

Learn More

CUSTOMIZABLE
templates FOR
CREATING SHAREABLE
GRAPHICS ON

social media.
HubSpit

17 Customizable Templates
The Marketer’s Crash Course For Creating Shareable
in Visual Content Creation Graphics on Social Media

L amen YOS OURSE
i r;ﬁntsrgn R REATION
INVI

DI!Q



Learn More

Whether B2C or B2B, business is sfill P2P (people fo people), so don't
shill. Post a variety of content types aimed at providing value —

education, entertainment, etfc.

Click the image to grab a free copy of these resources!
5

How to Generate Leads Using How to Engage Fans on
Facebook Facebook




MAXIMIZE CUSTOMER
ACQUISITION WITH
ADVERTISING



Unfortunately, there’s

on Facebook.
Marketers used to be able fo
reach the maijority of their fans
for free (without advertising), but

that's changing.




more of a paid marketing

platform




At any given moment, there are

approximately 1,500 News Feed

stories competing against one
another. Facebook’s algorithm
prioritizes —one

fifth — of them. The brands that want

to get noticed have fo pay fo play.




WHY MARKETERS AREN'T PLEASED.

already paid for ads to grow

their fan base,



WE MIGHT NOT LIKE IT, BUT IT IS WHAT IT IS.

Facebook is a business just like yours,



BESIDES, A FACEBOOK FAN DOES NOT MAKE A

QUALIFIED LEAD, BUT THOSE LEADS EXIST.

need and authority to buy



HOW WE ADVERTISE: THE ANATOMY OF OUR PAGE

POST LINK ADS

Image should have a
1.91:1 ratio (ideally
1200x627 px).

URL links to a landing
page containing a form
to download the ebook.

HubSpot

Learn how to create mobile-friendly marketing campaigns on
Facebook!

FACEBOOK
FOR MOBILE
MARKETING

[Free Ebook]: How to Use Facebook for Mobile Marketing
offers.hubspot.com

Click here to download HubSpot's free ebook on Facebook mobile
marketing.

Like - Comment - Share - Boost Post~ + 92,021 &J26 544 - @ - Sponsored

Copy is fewer than 90
characters so that it won't
fruncate anywhere we
decide to place the ad
on Facebook's platform.

Link title is no longer than
25 characters, and
description is no longer
than 3 lines.



WHAT TO ADVERTISE.

contain a link back to your website,



Grow your audience through
new 'Likes;’

Drive traffic to your site;

Drive people in-store with a
redeemable offer;

Drive event affendance;
Create awareness with an
image or video; and

Drive installs of an app.




USE ADS TO TEST THE EFFECTIVENESS OF

CONTENT, TOO.

test your

messaging?






The people connectedto your company on Facebook may
not be your most qualified leads. The best way fo reach them

is with targeted ads.

Click the image to grab a free copy of these resources!

Ledarn More

‘Fu('ebook Advertising Tips

AN

| sl

Advanced Eocebook
Advertising Tips From the
Experts

How to Create Epic
Facebook Ads



WRAP-UP &
TAKEAWAYS



REMEMBER TO:

Focus on helping people. B2B is still P2P — person to person.

Creatfe content that makes your target audience’s job easier. Then, create
inferesting posts to promote that confent on Facebook.

Post a balance of direct and indirect lead gen content,

Have an engagement goal for each post.

Tell your audience what fo do by including a clear call-fo-action in your posts.

Experiment. Some of our most engaging posts were unexpected.



FLEXING OUR
INDUSTRIAL MIGHT

Every marketing firm claims they have a unique process, but inreality we are all very similarwhen itcomes fo how we get the job done.
What HeawDuty Branding brings fo the table is our extensive experience in branding and marketing industial/B2B companies.

For more than two decades, we've been creating branding and marketing cormmunications that resonate with audiences and deliver
results. We have a vast amount of knowledge, resources and best practices that make us uniquely qualified fo tell your brand'’s story.

You may think that your business’s issues are unique to you, however we can guaranfee that many other companies suffer from the
same problems. At HeawyDuty Branding, we see those problems as opportunities for change that will positively impact your bottom line.

Get your assessment with an inbbound
marketing specialist

Like what you read? Why not sign up for a free Inbound Marketing Assessment?

Visit heavydutybranding.com foday!

HEAVYDU Y
BRANDING
183 DekKalb Industrial Way, Decatur, GA 30030 | (404) 577-5598 | heavydutybranding.com



