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Week 4 — Facebook Marketing

Introduction and Fundamentals of Facebook

In the fourth week of this six-week digital marketing programme, Evan focused on how to
use Facebook as a free marketing tool. He explained that the upcoming weeks would cover
Instagram, TikTok, and advanced video editing with Al. Evan began the session by
establishing some "fundamentals" to ensure all participants reached a similar level of
knowledge, noting that a poll showed 58% of the class had never used a Facebook business

page.

One of the most critical points Evan made was that individuals do not join Facebook as a
business; they join as a person. He clarified the terminology, stating that people have
profiles (or "friend pages"), while businesses have pages. Every person has a profile and a
feed (the "Home" screen). When a person posts on their profile, the "What’s on your
mind?" prompt really asks what that person wants to post into the feeds of their friends.
Evan noted that personal posts can be restricted to friends or made public, but he generally
advised keeping personal content restricted to friends.

Understanding the Facebook Algorithm

Evan spent significant time explaining that the Facebook feed is not chronological. Instead, it
is governed by a highly sophisticated algorithm, which Evan described as modern Artificial
Intelligence (Al). The Al has two primary jobs:

1. Micro-analysing users: It tracks what users search for, what they scroll past, how
long they spend reading specific posts, and what they share or save.

2. Assessing content quality: It evaluates every piece of content to determine if it is
"interesting".

Evan explained that Facebook wants users to find the platform interesting so they stay
longer and see more ads. Consequently, if a business posts "boring" content, the Al
interprets the lack of engagement as a sign the content is not interesting and will stop
showing it to people. Conversely, if a post receives early engagement (likes, comments,



shares, or long video watch times), the Al will show it to more people in a "snowball" effect.
Evan stressed that social media marketing is about creating content that people find
interesting enough to engage with, rather than just accumulating followers.

Creating and Branding a Business Page

To create a business page, a user must be logged into their personal profile so Facebook
knows who manages the page. Evan demonstrated the process: selecting the "Create Page"
option from the menu, naming the page, choosing a category, and writing a bio. He
emphasised that businesses should include all contact details, such as web addresses,
phone numbers, and emails, as these are vital marketing tools for potential customers.

For branding, Evan advised adding a logo as the profile picture and a high-quality, relevant
image (such as a product or service in action) as the cover photo. He explicitly warned
against clicking "invite friends" immediately after creating a page, as an empty page creates
a poor first impression. He also touched upon location-based SEO, suggesting that local
businesses include their town name in the page title to appear more easily in search results.

Managing the Page and Switching Profiles

A major feature Evan highlighted was the ability to "switch" between using Facebook as a
person and as a page. By clicking the profile picture and selecting "See All Profiles," a user
can act on behalf of their business. This allows the business to have its own feed, containing
posts from other pages it follows.

Evan suggested a strategic use for this: a business (like a furniture maker) could follow and
engage with the pages of potential partners (like interior designers) to get noticed. He also
clarified that a business page is separate from a personal profile; followers of a business
page are not automatically shown personal posts, and followers do not see who the
personal creator of the page is unless they are told.

Content Strategy: The 80/20 Rule and the Visual Spectrum

Evan explained that the "trickiest" part of marketing is deciding what to post. He introduced
a spectrum for businesses based on visual interest:

o Highly Visual Businesses: Boutiques, jewellers, and photographers have products
people are passionate about. These businesses can get away with "selling" nearly
90% of the time because their product photos are inherently interesting.

¢ Service-Based Businesses: Accountants, coaches, and solicitors do not have
"beautiful" products to photograph. These businesses must follow the 80/20 rule:
80% interesting/helpful/informative content and 20% sales content.

For service providers, Evan stated they must "bring the service to life" by demonstrating
expertise. This involves sharing tips, advice, and videos that solve customer problems, which
builds trust and proves the quality of the service. He noted that generic inspirational quotes
are ineffective because they do not demonstrate specific expertise.



Effective Posting Formats and Tools
Evan discussed various posting formats and their effectiveness regarding engagement:

o Multiple Image Posts: These are highly effective because they take up more screen
space and encourage users to click through, which the Al counts as engagement.

e Reels (Videos): Evan defined a Reel as a short, portrait-oriented video, typically
under 60 seconds. He noted that Reels currently reach more followers than standard
image posts because the algorithm prioritises video content.

¢ Links to Websites: Evan warned against simply pasting a link into a post, as it often
pulls in small, unattractive images. Instead, he recommended designing a high-
quality image in Canva first, adding it to the post, and then pasting the link.

Evan also explained the importance of Meta Business Suite. This is a separate app (and
desktop tool) that allows users to manage Facebook and Instagram simultaneously. It
features a centralised inbox for messages and comments from both platforms and allows
users to customise post text specifically for each network—such as including a link for
Facebook but directing users to the "link in bio" for Instagram.



Action Point List for Participants

e Audit Your Page Branding: Ensure you have a clear logo as your profile picture and a
professional cover photo that represents your business's current offering.

o Complete Business Details: Fill in all contact sections, including your website, phone
number, and email, to make it easy for customers to reach you.

o Develop a Posting Plan: Brainstorm 8 to 10 recurring topics that are interesting to
your audience (e.g., tips, behind-the-scenes, recipes) to ensure variety in your feed.

e Conduct Competitor Research: Search for similar businesses on Facebook and note
which of their posts get the most likes and comments, and which formats (reels,
images) they use.

o Use ChatGPT for Content Ideas: Give the Al specific context about your target
audience and ask for 20 post ideas for a specific segment of your business.

¢ Adopt the 4x5 Format: When designing images in Canva, use the Instagram Post
(4x5) size, as this occupies more vertical space in the mobile feed.

o Experiment with Reels: Start creating short, portrait-oriented videos (under 60
seconds) to take advantage of the algorithm’s preference for video.

¢ Link Accounts via Settings: Go to your Facebook Page settings and link your
Instagram account so you can manage both through Meta Business Suite.

¢ Install Meta Business Suite: Download the app to manage your business content
separately from your personal profile and to access the centralised inbox.

e Check "Active Times": Use the scheduling tool in Meta Business Suite to see when
your specific followers are most active and schedule your posts accordingly.

¢ Manage Administrative Access Carefully: If giving someone else access to your page,
distinguish between "Task Access" and "Full Control" (Facebook Access) based on
how much authority they need.
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