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Developing an Effective Facebook Strategy  

Attract 
target 

audience 
 

Develop 
Content  
Strategy 

Establish a 
posting 

schedule 

Diversify 
posts with 

video, 
images, links 

Respond to 
fan 

engagement 
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Develop Content Strategy – Understanding the 
social media behavior of your target   

People 2-17 

People 18-34 

People 35-54 

People 55+ 

Presenter
Presentation Notes
Target audience demographics dictate all content strategy, so it’s crucial to identify how social media behavior shifts yearly:






 Older people write longer updates, use more 
prepositions and articles, and talk more about 
other people including their family. 

 Users aged 27 and 28 have the most uploaded 
photos, with an average of 510. 

 Users in their 40’s upload about as many photos 
as those in their 20’s, but are tagged in photos 
281% less. 
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Target Audience Behavior 

 Teens have twice as many friends than users 
aged 30-40. 

 Teens make almost 3 times as many wall posts 
as users aged 30-40. 

 Users in their early 20’s list the most activities in 
their profile of any age group. 

 

Source: News.Community102.com – How Different Age Groups Interact Online 

http://news.community102.com/how-different-age-groups-interact-online
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Good vs. Bad Facebook Posts 

Engaging with relevant information 

Diverse and unexpected content 

Constantly self promotional 

Repetitive unexciting information 

http://www.youtube.com/watch?v=3FisrJewjLk
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Frequent vs. Staggered Posting  

 Highly engaged demographic 

 Live events 

 Cross promotional organizations 

 Less engaged demographic 
 Establish scheduled updates 
 Vehicle for customer service 
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Examples of Content for Posts 

Engaging polls 

Relevant articles 

Attention grabbing videos 

Diverse images 

http://www.youtube.com/watch?v=Az_2me8pIjQ
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Incorporating Video 

User generated videos 

Humor 

Content that taps into the interest area 
of the audience 

http://www.facebook.com/photo.php?v=10150189332500111&set=o.22092443056&type=2&theater
http://www.facebook.com/video/video.php?v=10150209621141774
http://www.youtube.com/watch?v=Az_2me8pIjQ
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Incorporating Video 

Promotional content 

Long, boring instructional videos 

Repetitive Campaigns – Pranks seen too 
many times 

Only 14 fans out of 882,662 liked video 
Too long for promotional content (2:00 min) 

(out of 1,668,873) 

http://www.youtube.com/watch?v=2L6t3p_zhrM&feature=player_embedded
http://www.facebook.com/video/video.php?v=1183958648206
http://www.facebook.com/video/video.php?v=917861506123
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Incorporating Video – Bellator, Viral Sensation 

 To date, Bellator has received well over 4 
million views on their YouTube channel 
with thousand of comments 

 On May 4, 2009, Bellator had the most 
popular sports video in the world with the 
Toby Imada Fight Video. 

 Integration of videos on 
Facebook page and 
YouTube Channel exploded 
fan bases in both platforms 
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Engaging Fans through Email 

 Entice email newsletter subscribers to like 
you on Facebook with promotions, special 
giveaways, etc 

 Incorporate Facebook badge under all 
employees’ email signature 

 Use the newsletter as a teaser of all the 
Facebook exclusive content 

Case Study: 
PETCO Scavenger Hunt 

 
PETCO Scavenger Hunt Campaign had customers 

following a treasure map to find hidden scrambled words 
on PETCO’s many social media sites. 

Facebook likes increased by 148% 

Email campaign was responsible for 96% of the traffic. 

 

Presenter
Presentation Notes
Details on Campaign:

Each day for a week the retailer hid a letter on one of its sites—its blog, Twitter feed and Facebook page—to build consumer awareness of each of its social properties. In each case, consumers had to engage with the page, for instance, by crafting a photo caption. At the end of the week consumers who unscrambled the letters to form a word were entered to win one of five $500 Petco  gift cards.
 
The campaign provided a boon to the retailer’s social media pages, says Lazarchik. For instance, the caption contest alone received more than 3,500 comments on Facebook, 775% more than 400 comments, which previously was the most comments it had ever received on a post on the site.
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Engaging Fans through Email 
 

Bellator  
Underground Newsletter 

 
 The Bellator Underground weekly 

newsletter communicated directly with 
fans as Bellator CEO Bjorn Rebney and 
invited them to connect further with 
Bellator 

Results 
 Bellator Underground garnered 10,000 

subscribers and all fans were directed to 
all Bellator social media platforms 

Presenter
Presentation Notes
Bellator 
Underground Newsletter

Alpaytac created the Bellator Underground, a weekly newsletter that offered a level of access for fans to get inside information that is rare in the MMA industry. 
This newsletter is written by Bellator’s CEO (formerly ghostwritten by Alpaytac) to communicate directly with fans and invite them to connect further with the brand.
Results
Bellator Underground garnered 10,000 subscribers and effectively created a bond between Bellator and the fans.
We received countless feedback from fans that felt they had an intimate connection with the brand and CEO.




Engaging Contests to Increase Likes 
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Create Hook to 
Attract Target 

Audience 
 
 
 
 

- Compelling prize 
that speaks to the 
target audience 

 
 

 
 

Get More than 
Likes 

 
 
 
 

- Obtain more 
information from 

your target 
audience 

Follow Facebook 
Guidelines 

 
 
 
 
 

- Use a third-party 
app 

Remember to combine these elements to 
create a powerful contest that will attract 

a great amount of “likes” and enhance fan 
engagement. 



Engaging Contests to Increase Likes 
Big Companies 
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Results  

 2,000 likes 

 OpenSkies repurposed the entrant 
information to  
use in future email marketing. 

 Top tier media coverage and permanently 
increasing OpenSkies’ Facebook activity. 

OpenSkies Tennis Sweepstakes 

Strategy  

 People who liked the OpenSkies Facebook had a 
chance to win a trip to Paris for the French Tennis 
Championships and meet American tennis star 
Bethanie Mattek-Sands.  

Presenter
Presentation Notes
�OpenSkies Tennis Sweepstakes Strategy: �
Alpaytac coordinated an OpenSkies Facebook giveaway in which every like was entered to win a trip to Paris for the French Tennis Championships and meet American tennis star Bethanie Mattek-Sands. 
The prize was intended to attract OpenSkies’ high-end demographic.




Engaging Contests to Increase Likes 
Small Business Level 
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 Objective is to attract more fans and enhance engagement 
 Execute cost-effective giveaways with small prices 
 Examples: 

Presenter
Presentation Notes
�OpenSkies Tennis Sweepstakes Strategy: �
Alpaytac coordinated an OpenSkies Facebook giveaway in which every like was entered to win a trip to Paris for the French Tennis Championships and meet American tennis star Bethanie Mattek-Sands. 
The prize was intended to attract OpenSkies’ high-end demographic.




Small Business Example:  
BodyGuardz Facebook Giveaways 
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 Have polls for fans to decide prizes 

 Provide online coupons 

 Award people who comment on posts 

 Incorporate engaging videos in giveaways 

Presenter
Presentation Notes
�OpenSkies Tennis Sweepstakes Strategy: �
Alpaytac coordinated an OpenSkies Facebook giveaway in which every like was entered to win a trip to Paris for the French Tennis Championships and meet American tennis star Bethanie Mattek-Sands. 
The prize was intended to attract OpenSkies’ high-end demographic.


http://www.youtube.com/watch?v=aZqYSKYYqxw
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Confronting Negative Comments 

Case Study: 
Bellator Dealing with Spammer 

 
Solution: We responded to only one post asking 
spammer for his contact information and to reach 
out to specific e-mail addresses 
 

When it is OK to: 

 When comment is racist, hurtful 
or offensive 

 
 When comment is spam 

promoting a service or selling 
product unrelated to your brand 

 
 When comment is generated by 

underage consumer 

Presenter
Presentation Notes
Although it is a rule of thumb not to erase comments generated by fans, there are some circumstances where is necessary to eliminate certain posts:
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Digital Rx 

 

 Treat social media as in real life 
 
 Make it worth your fans’ time 

 
 Initiate conversations 

 
 Stay visible at all times 
 
 Create a post schedule 
 
 

 
 

 
 

Presenter
Presentation Notes

Treat social media as in real life: Approaching Facebook as an opportunity to sell is counterproductive, use Facebook to build relationships and trust.

Make it worth your fans’ time: Always thrive to develop relevant, informative and engaging content that will satisfy fans.

Initiate conversations: It’s crucial to build a community through the Facebook page, so ask questions to generate discussions among fans, get feedback on your service/product, share company updates. 

Stay visible at all times: If a fan has a question or a complaint, respond as soon as possible so they know they are being heard.

Create a post schedule: Based on your client needs, create a post schedule to establish a pattern among fans in which they will know when to return for new information. 
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Contact Information 

 
 If you have any questions on comments on the presentation please do 

not hesitate to contact me at huma@alpaytac.com. 
 
 

 Like us on Facebook at http://www.facebook.com/AlpaytacPR 
 

 
 Follow us on Twitter at @Alpaytac_PR 
 

 
 Connect with us on LinkedIn at 

http://www.linkedin.com/company/alpaytac-marketing-communications-
public-relations 

 
 
 

Thank you! 
 

 
 

 
 

 
 

mailto:huma@alpaytac.com
http://www.facebook.com/AlpaytacPR
http://www.facebook.com/AlpaytacPR
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
http://www.linkedin.com/company/alpaytac-marketing-communications-public-relations
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