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WHO WE ARE 
Pam Nelson and Maria Baugh are the co-owners of  
Butter Lane Cupcakes. They have become spokeswomen for 
many eCommerce initiatives and for working with "Smart 
Partners," including Foursquare, Google, Groupon, Seamless 
and American Express Small Business Saturday.   

Prior to opening Butter Lane, Pam worked for many years in 
finance, and has an MBA and CFA. Maria works in magazine 
publishing in addition to helping run sales and marketing for 
Butter Lane. 



INSIGHTS 
Page admins are interested in understanding if people are engaging with the 
content they publish. Facebook provides Page admins aggregated anonymous 
insights about people's activity on their Page.  



INSIGHTS 
As you can see here, all of our numbers increased when we started  
posting more regularly and with photos. 



FAN DEMOGRAPHIC INFORMATION 

Learn about your fans using the Insights tool on your FB page:  

age, gender, countries, cities, languages, etc. 

Most of our fans are females in the NYC area. This means that they’re 
not only more likely to be our customers, but also our influencer base.  



WHERE LIKES COME FROM 
The majority comes from “on page.” Also, interesting to see mobile.  



MEASURE AUDIENCE REACH… 
This post did well because the cupcakes look so inviting and real. Plus LOTS of 
photos! 



…AND ENGAGEMENT OF EACH POST 

Go to the overview section of Insights and scroll down to Page Posts. 
Click engaged users, then click on the number of engaged users.  

This shows great detail about how many people opened the photo (if 
your post had one, which it should!) and how many people created a 
story, which means commented on, shared, liked, etc. 

This data often mirrors, or is at least close to, the virality number. 



EXAMINE THE VIRALITY 
(POPULARITY) OF POSTS/SHARES 

Click virality and it will tell you the percentage of people who 
"created a story" (commented, shared, liked) out of the total 
number of people who've seen it. 

We’ve learned that less info is best, for example, “we just had 
to share”, “do you like this sign?”. Make them click to see 
what you’re talking about. And the payoff has to be clever 
enough that they’ll want to comment on it and/or share it. 



VIRALITY 



MOST LIKED 



SECOND MOST LIKED 



THIRD MOST LIKED 



ANALYZE PAGE VIEWS AND POSTS: 
HERE’S WHAT YOU CAN MEASURE 

Volume: How many people are talking about your 
post 
Reach: This is potential audience size 
Engagement: How people are interacting with your 
brand? Are they simply retweeting/reposting your 
content? Are they responding to your content? 
Influence: Who’s interacting with your brand and 
what is their reach? 
Share of voice: How do you compare to your 
competition in the social conversation? 
Credit Kiss Metrics and Dr. Jenn Deering Davis 



SUMMARY 
Facebook Insights gives you a lot of information about  
your fans and your posts. 

Use this info to determine what works and what doesn’t— 
once you figure it out, use it as your template. 

Your goal is engagement and virality.  

Remember, the demographics tell you who your fans are.  
Your fans are most likely your customers, but they’re most 
definitely your influencers. Engage them and they’ll help do 
your marketing work for you.  

Photos, photos and more photos. 


