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The Like Effect: The Power of Positive Marketing

Likes Decrease Costs and Increase Profits

Likes Increase Sales ..................

Likes Give You Control of the Customer Conversation
Likes Prove People Are Paying Attention .

Likes Solidify Loyaity .

Likes Create Evangelistic Customers ..

There’s No Dislike Button

Can You Do Fear-Based Marketing on Facebook?
Google and Wikipedia “Like” the Like Button
Facebook Is About Passions and Interests .

How Often Do Facebookers Like Things?

Facebook Users Are More Trusting

Facebook Groups: Off-the-Charts Positivity ...
Facebook Page Brag Boards .
Easy Testimonials ... ..... ... ..
I Just Posted to Say “I Love You”
Emotions on Facebook Are Contagious

Gross National Happiness ...

2 You Can't Tell a Facebook by Its Cover: The Case for

Facebook Marketing =

Why Facebook Marketing Is So Important

Facebook Is the Biggest Thing Since Google and
Might Be Bigger Than Google

The Facebook Ad Platform Is the Most Powerful
Marketing Tool in History

Google Dooms You to Price Wars, Whereas Facebook
Creates Loyalty and Increases Your Value

Facebook Fans Are the New Email Subscribers

Facebook Is Heir to the Browsing Empire Yahoo! Lost
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Myths and Misconceptions About Facebook for Business .. .18

Social Media Users Don't Buy Products . 19
Social Media Users Don’t Buy Soon Enough and the
Sales Cycle Is Too Long - 22
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Facebook Is Just for Kids R - 27
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Success Stories ; . , o 31

Here's What Facebook Marketing Successes and
Failures Do Differently . .. . , 32
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FaceFirst: How Facebook Fits In to Your Business and

Other Marketing Efforts . o .33
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Marketing o ; o , 37
Evaluating Social Media Experts 38
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Different Ways? e 39

How Do You Synch Up Your Other Marketmg Efforts
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Facebook + Print, Web, and Email , 40
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FaceBucks: Five Ways Businesses Achieve Profits
with Facebook

How Facebook Advertising Helps All Five Revenue Models .
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Reaching Potential Buyers
Positive Alignment
Cheap Clicks, Cheap Fans, and Profits
Should You Try Facebook Marketing Without Fans First?
Five Facebook Revenue Strategies
Strategy #1: Advertising Direct to e-Commerce
Strategy #2: Advertising and Email Marketing
Strategy #3: Fan Marketing for e-Commerce

Strategy #4: Fans for Blogging and Advertising Revenue

Strategy #5: Fans and Affiliate Marketing .. .. .

How Not to Fall on Your Face: Six Mistakes That Block
Facebook Profitability .
1. Viability and Profitability .. ..
The New Online Business

The Successful Online Business Now Testing
Facebook Marketing

Figuring Out Facebook Marketing Profitability ==
2. Head in the Sand: No Analytics
3. Too Many Hoops: The Arduous Conversion Funnel ..

The 1% Rule: Only 1% Of People Will Do What
You Ask Them to Do Online

The Effect of the 1% Rule on Internet Sales Processes ..

4. Why Should I Care? Unmotivated Customers
Why Should They Care?
WIIFM? .
Incentives . e
Facebook-Specific Landmg Pages on Your Website
5. You've Got the Wrong Guy: Unqualified Fan Base ..
6. Let’s Get It On: No Warm-up
Start with Generosity . ...

Warming It Up on the Web
Warming It Up on Facebook
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Facing the Facts: How to Continuously Get Better
Results with the Five Steps of Optimization

The Five Steps of Optimization
Step One: Establish One Clear Goal
Facebook Marketing Goals
Prioritizing Goals and Reconciling Conflicts
Step Two: Quantify the Goal with a Key Metric
Balancing Metrics
Estimating the Likelihood of Success
Tracking
Facebook Marketing Metrics
Step Three: Look at Where You're Starting
Resources
Obstacles
Capabilities
Step Four: Choose Tactics to Test
Ad Copy Tests .
Ad Image Tests
Facebook Post Tests
Testing Post Types
Landing Pages
Step Five: Optimize Based on Results

7 Selling the Dream: Going Beyond Benefits to Arouse
Your Fans’ Desire for What You Offer

Facebook Is Not About You: Curing the
“Me Me Me” Epidemic

Your Favorite Words Versus the Customers’

Disinclination to Better Understand the
Potential Customer

Can You Really Say, “I Am the Best Example of
Our Target Customer™?

Obsession with the Artistic Parts of the Marketing
Process, to the Detriment of Other Aspects .

Lack of Interest in Measuring Results and Changing
Strategies and Tactics to Get Better Results

Facebook Is the Consumer’s Playground:
So Play by the Rules
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