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1 Are you puzzledbout why Facebook is gettingll the press and attention it
IS?

1 Does this whole social networking thing seem confusing?

1 Are you having trouble identifying how your company can play in this
space?

1 Would you be interested in learning the basics of Facebook and gaining a
high level oerview on how it anather social media can drivour
businessn the coming decade?

Do yourself a favor anthke the time toreadthis.

. 2 di#ké dwayd fundamental changes in consumer behaviors you need to be
aware of Plus:

1 4 ways your firm catap into an anticipated 300 million user base
1 5Sways your firm will benefit by developing-aceboolstrategy

1 12 best practices and proven Internet strategies
)l

How various departments in your firoan benefit by participating in
Facebook

I Y R 8h&r@with yoypowerful reasons why your executive suite should be
SOt dzl 0AYy 3 &rdeNstralegydndvlyy én@gratindg-aceboolas
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Executive Summary

What we're trying to do is just make it really efficient for people to communicate, get
information and share information. We always try to emphasizesti@alutility component.

Mark Zuckerberg, Founder, Facebook

Facebook isa social utility platform.

Facebook i s n osoclalcaomgnanity.n/factuhrey no lortyér sefer to themselves
as an online communityubas a social utility.

In just 5 year$-acebook hamorphed into a business platform that corporatinos, profits
religious organizations, governmeagenciesand otherareusing totap into the enormous data
flow updated byts users Organizations are using Facebaolacquire, retain and engage
customers.

We like to hink of Facebook as the o r lladgéss phone book that inclusieot only physical
and virtual contact informatigiout includes hobbies, interests, demographic and behavioral data
that your organization can tap irds often as yowant andat no cost

Consider these facts:

91 250 million registered uselss of August 2009)

600,000 new members per day

20 million people update their status each day

4 million people become a fan of a Public Profile Page each day
The largest and fastegtowing age brackstare over 25

70% of users are from outside the United States

Second fastest growing age group is woman over 55
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In May 2007, Facebook announced the Facebook Platiobmsiness strategy and tool box that
enable any organization tavrite a program thatouldincorporate current corporate datad
Facebook dat@n orderto generate leads, increase revenue, cut costs and better serve customers.

F a ¢ e b lousiness strategy was simple. Get tens of thousands of organizations drofhg p
to their site- thenshow them adsTo entice organizations to do th&tacebook offered any
organization the ability to tap into the data sharethbge userfor free. Your organization for
examplecould use the dato develop customized informati@mdmarketing promotions

You could create an application to:

Automatically sendbirthday cards to prospectiamad currentustomers

Drive news and information through customers Facebook Newsfeeds

Sell more products anservices through your customers network of friends

Survey and take polls of customers

Use the Awisdom of the crowdso to develop

= =4 4 A A

The strategy has worked as Facebook has grownZ€omillion users to an anticipated 300
million in just 2 years!

| f your firm believes itds | mpthenyownedd tottake ah a v e
look at why your organization should have a presence on Facebook. Thixisia a lifetime
opportunity to moveahead bcompetitors But you will need to act quickly.

Facebook is your new marketing, PR advertising and customer service channel

In the old days, to reach customers, all )ad to do was hand a check to a firm that had an
establishecdvertising channel. You had your choice of radio, TV, newspapers, direct mail,
magazines and billboard8ut things are changing out thereraditional marketing channels are
reeling from the effects of changing behaviors and the disintermediaféug eff the Internet.

The old way to reacprospects andustomers is falling apart:

1 Newspapers areutting positions, laying off employeedpsing their doors, losing
subscribers or filing for bankruptcy, (i8eattle Post Intelligencer, Denver P&3tjcago
Sun Times, TribuneBoston Globg
1 Magazines are losing subscribers (have you seen how few ads in Business Week?)
1 Radio no longer is listened to by youth (due to iPods, phones, streamingamaisic
satellite radig
1 TV is struggling to keep advertisedue to TiVO allowing vieersto skip commercials
1 The movie industrys fighting to maintain market shavéth the popularity ofi O n
Demando and internet viewing on the rise.
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Yet on the Internet Facebook aoither online communitiesontinue tagrow at unprecedented
rates Injust5 years

YouTube has over 150 milliomsers

Linkedin hasA3 million businessisergave. age 41 earning $105,000)
MySpace hasver 3@ million users

1 Faceboolanticipates 300 million users by the fall of 2009

= =4 4

Yet it took the New York Times 168 years to reach a little over 1 million subscribers.

This should be ame evidence to you that theehavior of your customers have changed.

This enormous shift in behavior will have a huge impact on your busiNess.customers are

learning to connect, engage and consume content omliearly 20 percent of online community
membersare participatingin the online communitiegia theirmobile phones. &ts ¢l ear t hi s
experience is built into their daily rouanno matter where they are

Facebook is your new customer engagement platform!

You need to help lead your organization into the Online Community/Social Media era. To help
you get st ar taérsthandlwak at Facebapk angrovigeoyau amie evidence on
why and how you should be developing Facebook strategies.

We 6 1 | s h oRacelyookus efmergimg as a platform that businesses and organiaations
creating marketing strategies arouddveloping productub communities and engaging
customers.

By the time you finish reading this report, vy
becoming:

T Thewor | dbés | ar ghatssinvitipdhyoutdap ittaaariountain of data for free

1 A newsand informaibn delivery platform( | the&fugure equivalentof anewspapér

T A marketing channel as big and broad as tr
1 A CRM and customer service platform

1 Sourceto learn more about prospects in order to close deals

1 A way to reacha glokal audience

1 Cheap product research and marketing tool

Your organization needs to be identifying how you are going to use this business tool, before
your competitors do!
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Online communities in the pioneer days

In 19%6 | founded a firm to create online communi
www.onlinecommunity.conandwww.onlinecommunties.corand set off to create an online
community for college students.

At the time AOL had 3 million members and we felt that a niche community targeted for college
studentsvas needed So wedecided tacreat a community that provided students with a free

home page, email address gumdvided hem the ability taustonize their home page. We

d i d n 0dcces$sammail addressavarketing services that are available today and concepts

such aSEO/SEM/PPC advertising techniques d ndt even exi st. This w,
was incorporatedsowe took the traditional route and placed ads in magazines geared to the

college student.

Within weeks of the magazines getting into students hanagthing happened!

Nobody was visitinghe websiteand taking advantage of our free offer, exqaphographers
from a variety of European countries who somehow found us!

It didndét take I ong for us to r ei@domnueitydsohat st
we shutit down. We had no investors and VC moneyso we had to create a bussenodel

that generated castWe decided to repurpose the programming code to create private password
protected alumni online communitiedVe went on to build over 300 alumni online

communities for organizations like London School of Economics, The FdtBieAssociation,

Exxon Mobile Corporations and others around the world.

It was evident to alumni professionals that online communities were an excellent way to
communicate, engage and gather data about alumni, however, few alumni were registering in the

online communities and worse when they did, t
our suspicions. The sites didndédt offer much
online communities were morbe dfouandghost t own

¢
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Web 2.0and Social Media

Now

| ast fodward tb late 2008hena group of Harvard students led by Mark Zuckerberg
creatda website they calledww.thefacebook.corto connect students at Hard to each other
and the events happening around campus and the {@ovrthe geeky programmers the real
reason was to have an alternative way to meet girls!)

Membership in the online community was by invitation only. You had to be a student or
individual with a college/university email addreszecifically and solely ending iedu

There are over 40 colleges in the Boston area. Studentsonnecedand friends withother
students from different colleges. Sob,idi dndét take |l ong for student
aboutFacebook By the end of their first year Facebook had attracted a million members.

Recognizing they were onto something new, Maukkerbergand his team made the decision to
expand their ommhe community to High School students and within a short period of time to
anyone who wanted to participat&rowth came rapidly.

The Buffd o

2004
2006
2007
2008
2009

1 million

12 million

20 million

130 million

300 million (estimated by end of 2009)

Springfield wrote faosoWigai biThellyicsWar 1 ly

of the song start off:

There's something happening here
What it is ain't exactly clear

To business executives who are working long hours leading their firms thdaydb day
challenges they face, these lyrics resondteey know something is happening, but just what

i sndt Tehxeayc tH agvhestintetta pldyan ew medigoroperties like

Facebook My goal is to give you an opportunity to sit back and gain a broader understanding
of Facebook and how it can help all departments in your firm acquire, engage and retain your

i s,

A

customerbaseBut dondt deslleaving the station. sYoutneed io get your
organization on it, or you could be left behind.

¢
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+ “A new digital divide is
developing and it’s not
represented by economics but by
mindset. Today a legion of
executives are deliberately
deciding not to experiment and/or
use Social Media tools. Little do
they realize, they risk leaving a
legacy in their organizations as
the ones that “missed” the Social
Media revolution!”

Robert Scoble
Blogger, Former Microsoft Corp

Four significant changes in consumer/customer behavior

Now that the Internet has reached its teens, its maturing and beginning to blossom in every
direction imaginable. The crazy business plans written on napkins in coffee shops all over the
country back in 1998 ateeginning to see the light of day.

Why?

In 1998 when nearly everyone wanted to take their idea public, the cost to ramp up was

enormows .

Technol ogy had to

be created

from

SCrI ¢

prospective customers and new startups spent an enormous amount of money on advertising to
build awareness and a customer base.

The problem was thaihe commercial Inteet was barely 4 years old and consumers behaviors

had not changed:hey still relied on traditional newautlets;they still went to the banto check
their balancevisited their financial advisdp get portfolio advicestopped in at their travel
agentto pick up tickets, shopped for books at the mall and went to the library to search for

information.

A lot has happened in the past decatlee Internet has swept the world anddrlband now
reache®ver 5% of the homes in AmericaThere are now 4 biin mobile phones with 1.5
billion being sold last year. Of thgsks% areSmartPhones ownera/ho are accessing the

Internet and online communities multiple times per day.

The Internet has changjg o u r

imagined.Let 6s | ook at the 4

¢
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1) Community

The t h ®olineyConafunitydis nothing new.

I n the mid 198006s bulletin board online commu
interests, hobbies and philosophies. The Well was one of the better knbbetm board

communities and although it never got past 10,000 users, it set tadmtége next generatio

of online communities pioneerdy AOL. In 1995, when AOL had about 3 million members

(prior to the days when you received an AOL sigrCD every otheweek in the mail) other

online communities like GeoCities and Tripod weragentroduced

This was the era of early adoptaisose individuals who loved technology and were looking for

new ways to usthis emergingechnology. The general public wamtent with the

communication and information todlsosebusinesses providedAf t er al |l , you canbd
you have never had

Web 2.0 and changing behavior explodes

Soon after the dot com busurvivingcompaniedbegandeveloping innovative new secds and
software. While the early web allowed you to surf and communicate with others, the new web or
Web 2.0 allowed people to interact wehch otheusing text, video and audio.

Websites that are now familiar to you were founded or just being ladoaly 5 or 6 years ago
in 2003 and 2004sites likeFriendsterYouTube, MySpace, Facebook and Linkedin.
Collectively these sites have a total of ov@® million membersGranted, all othesearenot
necessarilyinigue memberand ndividuals are known to hawecounts in multiple social media
platforms. These numbers are too huge to ignore. Your organization needs a strategy to
understand how every department in your firm cantlisge New Media outlete actualize your
businesstrategy.

¢
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“So unless a senior executive
decided to edit a Wikipedia page,
or has spent time on Facebook.

with their kid, or has tagged a
photo on Flickr, they have no
idea why this new Web is
different than the Web of the dot-

WlKlNOMl | comera.”

Hove Mass € ity o
Chawges Ever NA ing

B e
Don Tapacott
et At‘-thonyAD. Wiliam

2) Collaboration

Web 2.0 introduced a number of new ways to let people engage and interact. As mentioned
earlier, first generation websites allowed individuals to view but provided limited to no
interaction

A good example wouldtheK o dak 6 s Gal | er y. Kodak offered c
their photodo their website and show them off to friends and others.

Then along came Flickwhich allowed people td) tag photos with terms so others could find
them,2) rate photos8) comment on photos ant) build a small community arourtiosephotos.

Flickr started to attract a loyal following of people serious about their photography. A
photograpkrwho presented images barns in Ohio could now tag his photograghs be
found by anyone, anywere in the world. Bgimplydoing a searcfor barng someone from
Texascouldfind theimages andomment on the photoshen, they could adsome of their
ownphotosandfurtheraddtot he fibarndo s.earch community

Soon a thriing community ofphotographers and enthusiastsregatheringto shaetips, ideas
aboutbest photo locations, equipmerambinatios/gear bagsharrowingphotography
experienceand much moreConnections wermade andhosefriendsbegan tdoring others
like them into Flickr. While Kodak had a mountain of mot@yhrow atmarketing channel®
promote their Kodak Gallery sitezlickr - with NO advertising- quickly eclipsed them in the
number of users, photo uplaaaid participation
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Today authors and writers reach out via Twitter, Facebook, Linkedin and other social media
tools to ask what article they should be writing, inquire about possible sources to substantiate a
story andgatherfeedback.

Don Tapscottin his book,fiwikinomic® shares a great story about his neighbor, then the
President of Goldcorghicha Canadian goldhining firm.

According to Don, the company geolodibad hit a wall and were unable to find any more
locations to mine goldn their property.As a result thé i r valsafion had slipped to only $80
million andtheir presidentRobMcCullum, was seriously considering throwing in the towel.

HoweverwhileataYoung Presi dentds Club meeting, Rob |
capabilities bthe Internet. He came home addspite generations of protective and secretive

control over their geological data and informati®obtold his team to put the information on

the web and offed a $500,000 prize for substantiated suggestions of wheteir huge

property they had the highest probability of finding large deposits of gold. d i dam@fdr t a k e
mathematicians, chemists, retired professors and others todmedyzingthe data.Not only did

the77 submissionkcate an additional34 BILLION ingoldb ut t he waloemaukked y 6 s

to $80 Billion!

Business leaders of the future will learn how to tap into the collaborative nature of their
consumes to help make important decisionseadership in the past $iaeen claracterized by

the brilliant leader assimilating a mountain of materials and using their instinct and gut to help
move the company in the right direction.

In this fast paced global world where your industry can get disintermediated licefaityight

there is evidence théitis old leadership modab longer works The new leader will be

someone who can use the collaborative tools available and gain the insight andraavibe

Awi sdom of the crowdso to st goeThinkohieasf i rm i n t
American Idol for your business.
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/ “Iwould expect that next

year, people will share
twice as much information
as they share this year, and

nextyear, they will be
sharing twice as much as
they did the year before,”

3) Content

Web 2.0HAS changed the behavior of consumers.

Prior to that, there was a great deal of cautiahrasistance by consumers and business leaders
to post information and content on the web. With the introduction of social media and the
emerging online communities it seemed like all caution was thrown to the wind

Each day over 20 million members of Eaook are updating their status and spending a total of

3 billion minutes on the website. Within the 15 minutes the average user spends on the website,
they are viewing theiNewsfeed, uploading photos/videos and commenting on othersEites.
aggregaed amount of content is staggering:

9 850 million photos are updated each month
1 8 million videos are updated each month
1 1 billion pieces of content (links, news stories, blog posts, etc.)

Mark Zuck e r b er g Isvoull gxpesttthat,nextiyear, people witlare twice as much

information as they share this year, and next year, they will be sharing twice as much as they did

t he y e arThibmddiotions backed by a great deal of data that Facebook has used to

develop their business strateggydi s pr oof t hat your customer has
need to begin changing the way you market to, conaadtcommunicateith them.

Facebookds us eitrthe abjity to share thetagggegate enformation with marketers
who canthenuse thenformation to target individual This gives advertisers a way to market to
us both online and offline using information gleaned fammprofiles Marketers will be able

to identify and deliver offers based on:
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Sex

Age

Location

Education

Interests

Hobbies

Books, Movies, Music liked

= =4 4 -4 A8 A8 -9

And dozens of other data sets. Organi zation
data sets tprovide a 360 degree view of therosped, then hypettarget information

According to Sree Nagarajan, founder, president and CEO of Colligent, (a firm that uses online
information to market to people),| f you t hi nk ab o Bbpergentoiwhdt ac e b o a

you describe there is not about your online life, even thouglsit onl i ne. Youbdre t a
your hobbies, your interests, your favorite T
Many of the successful companies in this Inte

a business model, marketing program or to explaeid brand and product penetratiddow
will your firm develop astrategy to use the content of yaurrent customer base and engage
prospective customers?

¢
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4) Communication

If you are like me, there are times that | wished | did not have to deal with email.

ltds the first thing | see in the morning I
|l ast things | <check bef ore | mgestimation spendlat I

least 7hours a week handling it.

a
m

o ~

At the same time, email has made me and my organization more efficient and effective at what

we do. What used to require phone calls, phone &aglyoice mail messages is now
accomplishedwhie we mul ti task. So as much as |1 6d 1
valuable business inventions since the typewriter and personal computer.

However, asmportantasemail is, new modes of communications are being introduced that will
fundamentally}change the way your organization communicates with people. The 2 principal
areas are:

1. Mobile phones
2. Online community

Mobile phones E]

There ae currently 4billion mobile phone subscribers around the world. That
represents 59% of ttve o r Ipapdlaion. In 2008, the industry sold a staggering 1.15
billion phones.Only 15 percent of them we&marthones.

As moreSmartPhones are introduced, a growing percentagribgcribersvill be able toaccess
their Facebook profile page more frequgnfloday,30 million Facebook users aatready
accessing Facebook via th8martPhones. The others are texting each other and by passing
email communication.

¢
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The changing behaviors here are enormous. The mobile phone texting is a 71 billion dollar
industry. While the Internet has been said to be converging, radio, TV, newspaper, magazine
and communication channgls the endj t goilsg to be the mobile phone that will be tiegle
device that will deliver the changes, not the PC.

Online Community

As technology offers new communication channels and tools we see all generations now begin to
use email and IM less as they wsdine communities more.

Facebook and Twitter are offering users an opportunity to instantly communicate with whomever
theywant. | saw this first hand the other day when my son found out he was needed to
photograph a college graduation ceremony in Buffalo and he needed an assistant. Instead of
calling his friend, he accemgFacebook via his iPhone and seMNewsFeed mesgge inquiring

if he was available. Within 2 minutes he had his yes!

Facebookhas become thimtra-netinside the internetMany no longer see a need for IM
programs, blogs, picture posting sitesegmail. It is all right there inside Facebook.

We are not suggesting that email will go away, but it will and is going to bexmreeofa niche
tool in your businesses tool kit to communicate and connect with prospactiairrent
customers.

Our firms will not onlyneed to learn how to join our customers in #rsna, bubegin to change
our business systems and culture to match their behaviors and expectations.

And as valuable as it is today, there is a glimpse on the horizon that the previous three behavior
changs, Community, Collaboration and Content are goinghi@angethe way we will
communicate with each other and our customers.

¢
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Four Ways Your Organization Benefits

We believe your firm should havecamprehensivénternet strategincorporated in your
business plan. In thdozensof organizations wealk to each month, virtually nanare
developing alefinitive, targeted and pointédternetSocial Mediastrategigplan. All are
adopting a piecemeal strategy ttgaborn fromlimited knowledge and understandihgthe end
the strategies angdrojecs that resulend upunderfunded, understaffed addlivers results that
areless than sensational

In the same manner, a very limited number of the firmsalkewith areincorporatinga

Facebook strategy. In nearly every cagehavefoundthatt hey just di dndét unde
opportunitiesandpossibilitiesavailable to themAlthough they are at least making an effort,

they are using Faceboak its very basic, dato-day consumelevel and utilizing no better tools

than you and | as individuals have at our disposal.

So, we thought wedd take a momentfromadopsngar e wi
Facebook strategyCpntactu s | at er and weodl | hel p you devel
strategy!)

You can use Facebook to:

1. Build your krand

2. Enga@ & Retaincustomes
3. Generatleads

4. Learn what customers want

(&

LYGSNYySG{ iGN (S 3IS0E@ENDVER dal JI022L3e N yKninl n n o



1) Build your brand

You can build your brand on Facebook by adopéRublic Profile Page, start a Group,
advertise, join other grouplsecomeafan of other Public Profile Pages and develop an API that
engages your customer atidvesnewsandinformationinto their newsfeeds.

Non profits, Celebrities, Businesses andri8isare creating Public Profile pages to increase
awareness and connect with their audience.

Pringles has one of the more popular Profile pages with over 3 million fans. Pringle periodically
sends messages to these fans to keep them engaged and infGim@dabout the ease of

sending a short 50 to 100 word message to 3,0
keep your brand and build interest in your products and services. And the nice thing about this

is; it cost nothing!

Asher Chocalteshop has been in business siti882. Their 259 fans leave glowing comments

in their Public Profile Page Newsfeed. They talk about the chocolate covered pretzels, swoon

over the cream filled candies and lamévattt hey dondét h ahemm. Byadoptiogr e ar o
a Facebook Public Profile Page, Asher is able to use these testimonials to reinforce their strong
brand of quality and great taste.

It doesndét matter i f you have an accoubyting f
adopting aacebook strategyoday, youodl | be ahead of your <co
keeping up with your customers.

The Internet is giving your customer an opportunity to share their experiences 24/7 on Twitter,
Facebook and bulletin boardghis information can be positive or negative. A negative
comment by a customer chaunt you for months or even yearsghypwng up in aGoogle

search possibly,right next to youmultimillion dollar new product launch.

In order to minimize these sitti@ns you need to give your customers an opportunity to connect
with you where ever they areefore one customer uses the amplified power of social media to
affect your brand image to the hundreds of people within their network.

The Akron Canton Airport lreamoved from offering &roup Pagéo a Facebook Public Profile
Page. KriseVanAuken theDirector of MarketingandCommunicationtias been an early
adopter of blogs and other social media to build their brand and maintain mindshare of their
customers The 737 fans of ACK Public Profile Page get updates on special fares and to keep
their customers thinking about theAs a benefitthey offer a free luggage tag to any of their
fans.

¢
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2) Engage & Retain Customers

Il n todayds hyper competitive environment you
that is faster, cheaper and more effective for them.

Facebook Public Profile Pages, Facebook Conne
organization caengage and retain customers.

Actor Vin Dieselds Public Profile Page for hi
1.5 million fans in just one week. His fan base is going wilanticipationof the upcoming
release of his movie and are buighimp the Newieeds leaving their thoughts and comments.

Just one post from his page resulted in 19,000 people commenting that they liked the post and
4,900 comment s. That s a whole | ot of engage
team has thability to send a message that will show up on the 3,000,000 people who are now
fans of his page and that each of those fanés

Vin Diesel can use his page to post photos from the filming of the movie anchfansake
comments, rate and or share the photos with others. Oh did we mention how much Vin Diesel
is paying for his page? ZERO, nada, nothing

Health.com has successfully used Facebook Public Profile Pages to engage and retain customers.
Their pagenow boasting over 116,500 fans gives their readers an opportunity to ask questions
about articles and connect with others who ar
for them to build a sub community on the Facebook Platform to increase lagéltpindshare.

Plus itdéds an incredible way to reach out and
like Vin Diesel is doing.

Newsfeed comments range ftaficAm,y ofnle |konwenv HieoaM ttho
cortisol | e van parficipate il andddussiondboaed larel see an extra set of
photographs that could not be included in the magazine.

Themagazine provides RSS links to the top stories from Health.com. The entire page is
designed to uskuser generated content to conneith and engage usemaking it easy to
adminiser and manage.

¢
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3) GeneratelLeads

Gary Vaynerchuk was a second generation son involved in a sleepy family wine business. Gary
became an early advocate of the Internet, blogging and particularly podcasting to educate and
share his knowledge about wine. Gary produced a series of weeklygtethat were far from
professional and as | ow budget as uffandleeo . Hi
told it like he tasted it.

His following exploded and before long, he was not only sought after for his knowledge of wine
but for hs social media experienc®Vith a strong loyal following already, Gary did not need to
set up a Public Profile Page buthedkiln d h e di d nBgdausehe bas becomea e .
personalityfa brand if you wil) for his company, he set up a Public Reoffage baseoh

himself. The results? Wihdrary. TV Facebook page has 20,000 fans and his Personal Public
Profile Page has over 26,000 fans.

Now he can repurpose his blog articles @Advideos through the huge 20illion Facebook
usermembership Gary understands that Facebook isvihe r lladgéss phone book and it only
makes sense to build a page and generate new leads for his cahgrany

His Winelibrary.tv website givesis daily 80,000isteners the ability to Twitter their caments
to their friends about the latest wine video review and update information in the viewers
Facebook NewsFeed. Hedés doing a gMamyretchuk ob us
has been quoted as saying,odiSetcy a. busi ness i

JohnJantschfounder of DucilTape Marketing has a huge following. His blog is one of the most
popular sources for social media and online marketing tips. John is an early adopter of any
technology that will generate additional leads for hine ddt up a new Facebook Public Profile
Pagefor hisfollowers and like Gary, connected all of his media channels. Additiohalliook
advantage of the special capabilities Facebook has provided in the Boxes section to add FBML
(Facebook Markup Languagt) include a newsletter signup to grab new lepdsvidelinks to
videosand registefor events and activities.

Facebook and Salesforce have partnered to help organizations and sales professionals develop a
more intimate relationship with the leads)\geated. Salesforce an online Customer

Relationship Managemetudol enables customers to create an email campaign that draws

prospects to a landing page. All information upddtgd prospeabn the landing page will go

right into the Salesforce CRM tband be automatically assigned to a salesperson. When the
salesperson makes contact with the lead, they can first check to see if they are connected with the
prospect on Facebook so they can learn about their interests, hobbies and passions.
Organizatims who use this technique will find themselves closing deals faster with less effort.
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4) Learn what Customers want

Dell has created a Public Profile Page entjtl&léa c i a | Medi a for Small Bus
understand somet hi n gtime &again frowemalvbesinéss avneds, thai me an
they want to do something on the Internetbuety j ust don 0 fThekheadyw what t
34,000 fans, access the page to find information, guides and participate in discussions. They use
the boxes tab to repaose small business videos they alreadselom YouTube. Now business

owners could watch videos on how to motivate employees, adopt social media information and
handle difficult employees.

More importantly through thé& Public Profile Rige they holddiscussios andoffer polls. The
company is using the discussions to not only provide a restuacswergor business leaders
but to learn what they waanhdwhat they need. The polls act as miotus groups to help their
product development teaassessnarket place needs.

Thi s i s par t;todidten 0 éhé dusiosnersand develepgroducts around their needs.

Alicia Rockmore had recently landed a large account with Target for a product her company

Buttoned Up, Inc. distributed. Knowing shad a great opportunity if she could keep her new

client happy Alicia approached a friend for advice on how she could learn more about what

Target looks foin theirvendos and products. Her friend recommended that she join Facebook

and look for groupghat might be able to help her. Within moments of signing up she found an
existinggr oup of Tar get c u svhabtmelikes whatth@yhdéaeigcomiregl k abo
from Targetonsays Rokleméree mar ket researcho.

Armed with that knowledge she adjusted the product line of her $1 million company to match
Targets tendency to stay with brands with sharp looks and guest designers.
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5 Facebook Tools to Acquire, Engage & Retain
Customers

1) Facebook PublicProfile Page

The Facebook Public Profile Page is now easier for organizations to adopt, modify and use. It is
becoming apparent that organizations need to have more than just their company Whbgite

will need toengage multiple Social Media/Networkingarketing channel® reachtheir

customersn the communities thefyequent. We are seeing organizations and brands adopt

Twitter accounts, Facebook Public Profile Pages and Linkedin Company profiles.

The new Publi¢rofile Pageprovides a great deal meflexibility for companies to customize.

Included are the WaWhich featureshe Newsfeeds, informatiofgn listing, RSS feeds, photos

and video links. The boxes area enables a business to add up to 10 different elements that could
include photos,@mmerce, sign up for newsletter and links.

The Facebook Public PrdodilPage has become a powerful altertmeawebpage. Once you set
up your page, youoll need to develop some str
ideas to get you started:

Provide exclusive behind the scenes content or interviews

Highlight users/fans by running promotions such as creating own video

Offer theFacebook fans special promotional or discount products

Assign someone tecruit from theFacebook fan page

Set up promotional days, like fAf an dayo where all the fans
(product)

1 Ask thecommunityfor feedback on new product ideas or promotions
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