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Introduction

Facebook is the biggest online phenomenon of recent years. With more
than 500 million—yes, that’s half a billion—users, and growing,
Facebook’s pageviews rival those of fellow Web leader Google. Facebook
has re-united old flames, helped people make new and keep existing
friends, and kept families in touch across great distances.

Facebook is all about connecting people. It’s a new way to keep in
touch—easier than meeting in person or a phone call, but richer and more
personal than many email or text message exchanges. People young
enough to have used Facebook in high school and college are more likely
to stay in touch with their classmates after graduation, for instance, than
earlier generations.

Now, Facebook has added new features that make it a potent tool for busi-
ness. These tools include Facebook Places, which allows people to “check
in” to a specific place on a mobile device; Facebook Deals, which can
reward you for checking in to a place; and Facebook Ads, which are said
to often be much more cost-effective than the Google equivalent.

Facebook has also improved fan pages—pages controlled by a business,
organization, or well-known individual. The owner of a fan page can com-
ment, like other fan pages, and interact much like an individual user of
Facebook. This opens the door to a whole new way to stay connected to
your customers.

After being founded at Harvard at the turn of the century, Facebook just
grew and grew. A movie about Facebook founder Mark Zuckerberg, called
The Social Network, is a big hit, and former Alaska governor Sarah Palin
has used her Facebook page as a major political platform, although not
without criticism. “Friending” people and “liking” Web pages have moved
beyond Facebook to become commonplaces in people’s conversations.
Facebook games like Farmville have become widely popular.
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For established businesses to crack Facebook, though, has been tricky.
Facebook’s somewhat bland user interface makes branding difficult. Some
business Facebook pages “go viral” and get hundreds of thousands of
“likes,” while others, which might appear just as promising, get none.

Even as business has somewhat languished on Facebook, Google has
pioneered new ways for businesses to make, and spend, money online.
Google AdWords, which allows companies to publish ads (mostly small,
text ads) on Google search results pages, has made tens of billions of dol-
lars a year for Google.

Google Places is a newer feature that allows companies to have a local
presence in Google Search and Google Maps. Google Places includes
easy-to-use coupons.

Facebook has followed with its own offering using the same name,
Facebook Places, and the much more invitingly named Facebook Deals.
Neither is really all that different than the Google equivalent. The differ-
ence in how much good they are for you mostly has to do with the differ-
ence between Facebook and Google.

The driving force behind Google is searching, leading to the rise of search
engine optimization (SEO) and the way AdWords ties search terms to ad
placements to ad clickthroughs. The driving force behind Facebook,
though, is the “social graph”—the online links between Facebook users
and their Facebook-using friends, families, and work colleagues. On
Facebook, it’s all about connecting.

On Facebook, of course, everyone you’re connected to is a “friend.” You
can put friends into different groups, but not that many people do.

Google works well when you’re targeting the individual searcher looking
for something specific. Facebook works well when you want to “tip” a
group of Facebook friends into becoming customers. The Facebook effort
is harder, because you’re trying to get groups of people to come together.
But a “win” that you achieve through Facebook advertising can be very
powerful indeed.

On Facebook, you start with a Places page and a fan page. You can com-
bine them, which Facebook recommends, or keep them separate, which I
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think is generally better. Then, on your Places page or combined page, you
offer Facebook Deals. Getting people to take advantage of Deals may not
be the only purpose of your Facebook advertising campaign, but it’s the
best measurement of its overall success.

Part of the way you “win” new business through Facebook is quite chal-
lenging. You have to help people feel comfortable with your Facebook
presence. That includes well-written copy, interesting images, and com-
pelling special offers. But it also means understanding how people work,
how they see your company and your products, and how they use
Facebook within their lives.

For text ads, at least, Google AdWords advertising is a bit like an engi-
neering project. You can try dozens of variations and test the effectiveness
of each, one user at a time.

Effective Facebook advertising, though, requires that people recommend
your offer to their friends. Attracting Facebook users includes subjective
factors, and is more like making a great TV commercial. Everything you
do has to be “right”—copy, images, layout, spelling—just to get people to
pay attention. But there’s room for creative flair to make the difference
between failure (not earning back your investment), moderate success, and
a runaway hit advertising campaign.

Use this book to put together effective Facebook Places pages, fan pages,
and Deals. Work hard, and monitor your results. Then, when you’ve got
the basics down, start brainstorming on top of the solid base you’ve built.
Add some fun and liveliness to your Facebook presence, and hope for
magic to happen.

About This Book
This book really delves into the business uses of Facebook; as far as using
Facebook goes, there’s only a brief overview of Facebook basics here. If
you need an introductory guide to get you warmed up, start with Sams
Teach Yourself Facebook in 10 Minutes. Create a personal Facebook page
and get some experience with making Facebook friends, so you know
what’s going on.
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As part of the Sams Teach Yourself in 10 Minutes series of guides, this
book aims to teach you the ins and outs of using Facebook for business,
without using up a lot of your precious time. Divided into easy-to-follow
lessons that you can tackle in about 10 minutes each, you learn the follow-
ing Facebook tasks and topics:

. Setting up your personal Facebook profile

. Finding and installing apps

. Creating a Facebook fan page for your business

. Claiming your Facebook Places page

. Combining your business and Places pages—or not

. Editing your Places page

. Supporting multiple locations

. Driving traffic to your Places page

. Creating Facebook Deals

. Creating Facebook Ads

. Budgeting for Facebook Ads

. Tracking the impact of your Facebook presence

After you finish these lessons, and the others in this book, you’ll know all
you need to know to take Facebook for your business as far as you want it
to go.

Who This Book Is For
This book is aimed at all business owners, or leaders of other kinds of
organizations, who want to create a Facebook fan page for their business,
who want to have a Places page and Deals, who want to do Facebook
advertising—or all of the above. This should mean just about everyone in
business, or working in an organization!
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You may have extensive computer and online experience, or you may have
very little. You may also have some experience in marketing your business
or organization through various means, including print and/or online
media, or you may have very little marketing background as well. This
book will help you succeed on Facebook—whatever that means to you.

Throughout this book, the term “business owners” is meant very broadly.
If you work in a social services agency, a public facility such as a swim-
ming pool, or a nonprofit, you have people who you might call “clients,”
“customers,” or some other term. They still need to know about what
you’re offering and how to take advantage of it. So “business” isn’t just
about for-profit businesses. (Though I like profits, too.) It means any store,
location, or service provider that’s open to the public!

Each lesson in this book focuses on one specific topic, such as creating
your Facebook Places page or creating a Deal that’s attractive to your
online visitors. You can skip from one topic to another, read the book
through from start to finish, or both. You can hand it to a friend, family
member, or colleague to answer a specific question that they have, too.

What Do I Need to Use This Book?
You will need a computer with a web browser and reliable Internet access
to use this book. A tablet computer, such as the iPad, or a small, low-cost
netbook will probably not be adequate for the tasks needed; you will prob-
ably want either a Windows PC or a Macintosh. Either a desktop or a lap-
top model will do the job.

If you are not experienced with computers, or don’t have a computer, you
may wish to buy a computer and procure Internet access, then learn how to
use the computer itself and a web browser before proceeding.

Alternatively, you can find a friend or work colleague with the necessary
equipment and skills and get their help in carrying out the tasks involved.
If you are the one with the necessities, you can provide help to others; it’s
fun to work together on tasks such as those involved with a Facebook
presence.
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Conventions Used in This Book
Whenever you need to push a particular button on your computer, or click
a particular control onscreen, you’ll find the label or name for that item
bolded in the text, such as “click the Home button.” In addition to the text
and figures in this book, you’ll also encounter some special boxes labelled
Tip, Note, or Caution.

TIP

Tips offer helpful shortcuts or easier ways to do something.

NOTE

Notes are extra bits of information related to the text that might
help you expand your knowledge or understanding.

CAUTION

Cautions are warnings or other important information you need to
know about the consequences of using a feature or executing a
task.

Screen Captures
Most of the figures captured for this book come from a Windows PC run-
ning Internet Explorer 8 and showing various web pages, mostly Facebook
pages of various sorts. A few of the screenshots are from an Apple iPad
running Apple’s Safari web browser. You might use a Macintosh, or a
Windows PC running a different version of Windows than what is shown
in this book.

You may use a different web browser than we show in this book, or a
different version of Internet Explorer, and different settings for your
computer and your web browser. You may well also use a different mobile
device than the iPad. For any of these reasons, your screens may look
somewhat different than those in the book. Also keep in mind that the
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developers of Facebook and the software and other websites shown in this
book are constantly working to improve their software, websites, and the
services offered on them.

New features are added regularly to the Windows and MacOS, software,
and websites, and old features change or disappear. This means the screen
contents change often, so your own screens may differ from the screens
shown in this book. Don’t be too alarmed, however. The basics, though
they are tweaked in appearance from time to time, stay mostly the same in
principle and usage.
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LESSON 8

Expanding and
Promoting Your Fan Page

In this lesson, you learn when and how to invite people to your Facebook
Page, how to build the Wall of your page through status updates—text,
photos, links, and video—and how to manage the Info, Photos,
Discussions, and other tabs.

Waiting to Send Out Invitations
When you kick off your Facebook fan page for your business, Facebook
first displays a page called “Get Started,” which makes it easy for you to
invite people to come to your fan page right at the beginning when there’s
nothing on it.

This makes a lot of sense—for Facebook. All the people you invite who
aren’t yet using Facebook, or who are users but aren’t very active, might
just join or get more active because of your invitation. So Facebook wants
you to reach out to as many people as possible as quickly as possible.

The trouble with this approach is that it’s not very good for you from a
business perspective. Inviting a lot of people to come to your fan page
when it’s not set up, or doesn’t have any content, is like inviting people to
come visit your new restaurant when it’s still under construction and the
chef hasn’t worked his first day yet. Not very many people are likely to
come back.

So I recommend, instead, that you do the same thing with your Facebook
Page that you’d do with opening a restaurant:

. Get it set up nicely and make it pop. Remember that your goal
is to make a great first impression.
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. Invite a few close friends in. Invite them to try it. Make sure
they Like the page so they get status updates, then ask them to
comment on a status update or two. Find out from them what
they like and don’t like.

. Make a few improvements. Use the feedback you get to
improve your fan page. Focus on improvements that encourage
people to Like the page when they visit.

. Then—and only then—invite everyone else. They’ll get a great
first impression, and be that much more inclined to Like the page
and to share updates from the page with others.

So follow the instructions in this lesson to get your page set up first, and
then open the flood gates when you’re positioned.

TIP: Watching People Visit Your Page

If you’re really interested in what people think about your Facebook
Page, have them visit it for the first time while you’re with them.
Watch where their eyes go and see what interests them and what
doesn’t. Ask them questions about what they like and don’t like;
assure them that you won’t be offended by their opinion. Write
down what you hear. This kind of input is invaluable in improving
your page.

Why are Likes so important? A Like acts like a subscription to your status
update; people who Like your page keep hearing from you, via your status
update, while people who don’t Like your page no longer hear from you.
So you really want people who have a genuine interest in your business to
take the step of clicking the Like button. (It’s easy for them to stop receiv-
ing your updates later if they get tiresome.) So focus your early efforts on
getting Likes.

Only you see the Get Started tab; users of your fan page don’t see it.
When in the infinite wisdom of Facebook’s computers you’ve done enough
to improve your page, the Get Started tab disappears.
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FIGURE 8.1 It’s all just bricks in your Wall.

Building Your Wall through Status
Updates
An empty, blank wall is kind of boring, which has inspired generations of
graffiti artists, going back even to Roman times and before. You don’t
want your Facebook Wall to be blank even when your earliest visitors
come, let alone after your page has been up for a while. But what kind of
content should you put on it?

Figure 8.1 shows the Wall for Transition San Francisco, a sustainability
group with its own Facebook Page.

Text Status Updates
Status updates are usually most of what ends up populating your Wall.
They’re meant to be kind of offhand remarks sometimes, and important
bits of news other times.
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When something important happens, always enter a status update: a new
employee starts or a current employee leaves; your holiday hours change;
you get in a new item or offer a new service; and so on. Buffer the
“newsy” updates with interesting ones about a customer encounter, an
inspirational thought, or something funny an employee said.

The daily flow of news helps make your Facebook fans feel a part of your
business and gently keeps you in their limited span of attention—so that,
when they need to buy something you offer or to recommend someone to a
friend, they think of you first. These little notes also serve as a valuable
record of your daily activity.

There’s another kind of status update, though, which is the more important
kind for adding depth and personality to your Facebook presence. This
kind of status update is more personal and interesting but shouldn’t be too
personal or too interesting. It’s a balance. These kinds of updates should
be easy to write, but sometimes getting them onto the screen can be quite a
challenge.

Here are a few suggestions to help prevent writer’s block when you’re star-
ing at those two little words on your fan page, “Write something”:

. What are you doing? Make a note about what you’re doing,
even if it seems quite banal. “I just had the worst cup of coffee
ever,” can be pretty funny to someone who is sitting having a cup
of coffee of his or her own. This immediacy is a core part of the
appeal of Facebook, so use it on your Wall.

. What just happened? We all hear tons of news every day, but
what are the things that are interesting and important to you? “I
heard on the news today about the protests in Egypt,” is mildly
interesting; “I heard from my Mom in Cairo just now about the
protests in Egypt,” is compelling. This kind of update will reflect
both your business and personal interests.

. Tell me something great. Share when something cool happens:
“Best. Service. Ever. I just got my $20 back because the barber
took off a little more than I had asked him to.”
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. Tell me something awful. “If you can’t say anything nice about
anyone, come sit by me,” the saying goes. Don’t insult anyone,
but share something that really annoyed or irritated you.

. What do you think? Fish for comments without being heavy-
handed about it. “What do you think?” “Has this ever happened
to you?” “Share your best/worst customer service story.” These
kinds of prompts may help get interaction going.

NOTE: We Interrupt Our Regular Program for an Update

Consider scheduling your updates. You can actually create a calen-
dar of Wall-worthy events and then fill in the spaces in between
with ideas and random jottings. This will help you have something
to say—and to keep saying something. Check your page at a regu-
lar time each workday and if you haven’t yet posted anything, do so
then. The start of the day is a good time to do this—that way, peo-
ple get something from you to mull over or respond to during their
workdays.

Photos on Your Wall
For many of your visitors, photos are the best way to make your site lively.
Reactions vary—some people are very words-oriented and won’t bother
much with photos; others are image-oriented and will hardly stop to read
your pearls of wisdom. So you have to have both in order to reach all of
your audience. (Younger people tend to be very photo-oriented, and you
won’t reach most of them if you don’t include images.)

A good way to think about words and pictures is that the words are the
body of a cake, and the photos are the icing. To take the analogy even fur-
ther, links are whipped cream, and video is the cherry on top!

The best way to get photos into the Photo tab is to add photo updates to
your News Feed. That is, just keep taking photos relating to your business,
then post them into your News Feed using the Photo link. (The four kinds
of status update, shown at the top of your Wall, are Status, Photo, Link,
and Video.) If you have a retail store, for instance, every new display or
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new item is worth a photo. You can do silly things like count people as
they walk in or buy something, and then take a photo of your 100th
customer of the week—or some similar fun update.

Link Updates
Web links are a really cool thing to share on Facebook. They’re a way to
deepen the discussion—or to add something fun or funny—without putting
too much “stuff” into Facebook itself.

To add a link update to your Wall, follow these steps:

1. Find an interesting page on the Web; select the URL of the page
from the top of the browser window, and copy it.

Copy the URL of the specific page that you want to refer to, not
the overall website address, such as www.nytimes.com, because
you want to send someone directly to the page you’re looking at.

2. On your Wall click the Link icon.

The status entry update area changes to show the letters http://
and an Attach button.

3. Post the URL in the status entry update area.

Part of the information from the web page shows up in the status
entry area. In some cases, typically news stories, a photo will
appear; and, in some of these cases, you can click arrows to
move through a series of photos.

4. If there’s an option, click the arrows to select the photo you want.

5. In the comment area, which has the words “Say something about
this link,” enter your comment.

It’s really important to enter a comment. People can find stories
on the Web on their own; what they’re interested in, when you
post a story, is what you think about it.

6. Click the Share button.

www.nytimes.com
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The link is added to your News Feed, as shown in Figure 8.2,
which also shows another Link update in progress. (In the figure,
the link to the Transition Albany news has been entered, but it
won’t go out as a status update until the Share button is clicked.)

When you do a link update, or any kind of status update for that matter, try
to have some idea of what would be more appropriate for your business
page than for your personal page. Over time, you’ll develop a voice that’s
appropriate for your business and a different but complementary voice for
yourself as an individual.

Video Updates
Sharing videos is just like sharing photos. You can upload them from your
hard drive or record them directly with a webcam.

FIGURE 8.2 Link updates are a fun way to bring the Web to life among fans
of your fan page.
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Using videos is really powerful because video is so evocative. Video tugs
at the heartstrings for some messages; for others, it adds personality and
richness that just aren’t there with text or even with a photo.

Technical standards for video shared among friends on Facebook are very
low, so don’t worry too much about quality. Just have a little fun and keep
it short—two minutes is an eternity for a Facebook video. Try for 30 sec-
onds or so for most videos. (There’s a reason 30 seconds is the standard
length for a TV ad.)

Webcam videos are a bit more dubious for business use than videos shot
with a separate camera. Young people love webcam videos, but the angle,
lighting, and so on make most people look really awful. Experiment to
find a way of using video that works well for your business.

TIP: Video Updates Without Video Files

You can do status updates to your fan page with video content
without actually dealing with video files or webcams. Just do a link
update, as described in the previous section, to a web page with a
video on it, such as a YouTube video. This allows you to have more
control over quality.

Updating the Info Tab
The Info area gets filled in when you set up your fan page, as described in
the previous lesson. However, you should review the Info area for your fan
page regularly. It looks really bad to go to the Info tab for a business and
see obviously old, out-of-date information there.

For a retail store, for instance, it might be good to have an up-to-date list
of salesclerks; for a law firm, of attorneys and others who interact with the
public. Little, helpful, timely pieces of information like this make you
appear thoughtful (because you are).

Also keep up the integration with your website; for instance, having a dif-
ferent company mission on Facebook versus what’s on your company
website might make people think that you’re “mission” in action!
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Managing the Photos Tab
The Photos tab has a record of all the photos you’ve uploaded as status
updates. It also allows you to arrange photos that you’ve uploaded into
albums. (Facebook does a certain amount of arranging itself, for instance
putting every image that you’ve used as a profile picture in one album.)

It’s great to arrange your photos in albums, but this isn’t business-specific
functionality, so I won’t go into detail about it here. However, if you click
the Account tab in the upper right corner of any Facebook Page and
choose Help Center, which is shown in Figure 8.3, you can click Photos
under Facebook Apps and Features to get information how to use photo
albums.

When using Facebook, you might have noticed that some pictures are
tagged with people’s names. This is more important and valuable than you
might think. When you tag a photo with the names of your Facebook

FIGURE 8.3 Facebook gives you help with photo albums—and much more.
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friends, they’re notified of it on Facebook, which is a very welcome and
powerful way of keeping them in touch with you.

People tagged in photos on your Facebook Page may well share the photos
further, which brings your business to the attention of their Facebook
friends in a very positive way. The point isn’t to manipulate the process,
just to use Facebook’s tools in a comfortable and natural way that will end
up helping keep your business in the “mind’s eye” of customers and their
friends.

TIP: Friend Before You Tag

If there are people in a photo who are not yet your Facebook
friends, consider sending out a friend request and waiting for the
answer before you tag the photo. If the person or people in a photo
are your Facebook friends, tagging them is easier, and they get noti-
fied in Facebook that they’ve been tagged. (People can link from
their own profiles to photos they’ve been tagged in.) That way, the
photo adds to their presence in Facebook, not just yours.

Follow these steps to tag a photo in Facebook:

1. In the left-hand rail, click the Photos link.

2. Click a photo, and the photo opens.

3. Click the Tag This Photo link in the left-hand rail.

NOTE: More about Tagging

When the mouse cursor is held over the photo, the cursor turns
into a cross. This is odd, because when you click the photo, a sen-
sitive little rectangular area—centered on the cross-hairs—is
embedded in the photo. The name is associated with the little
area. You don’t click and drag to specify the area; you just click
and release on the photo.

4. Click the center of a person’s face or body. To move the box,
click a different spot.

A box appears with an area beneath it for text entry.
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5. Click in the text entry area.

A list of recent tags appears, as shown in Figure 8.4.

6. Choose a tag from the list or enter the name of a Facebook friend,
and they’ll appear in the drop-down list for you to choose; or
enter a name or other tag that doesn’t refer to a Facebook friend.

The tag appears in a list beneath the photo (as shown in Figure
8.4). To remove a tag, click the Remove Tag link.

7. Take other steps with the photo, such as adding a caption, adding
a comment, sharing the photo, and so on.

Take your time and do all of these that make sense so the photo
has the impact it should.

8. Click the X at upper right to finish with the photo.

FIGURE 8.4 Click a person’s face or body to tag them and then choose or
enter a tag.
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Start Discussions
Discussions can be a great addition to your page. On some sites, though,
discussion areas can be ghost towns—started with great hope, kept alive
for a while with a few comments, then trailing off into stillness.

It’s worth trying discussions to see if yours catch fire. If they do, there’s
hardly a better addition to your page. Discussions can be very engaging.
They can also be helpful with practical matters such as customer support.
More general discussions of the “Hi, how’s it going,” variety, however,
have a varied track record for usefulness and longevity.

Customer support-type discussions have their own issues, though. People
are usually quicker to complain than to give praise or thanks, so discussion
boards can become pretty grim. Customer support discussions can con-
ceivably discourage new customers from doing business with you, even if
they’re serving a valuable purpose in allowing existing customers to get
difficult questions answered.

The possibility of a negative impression is not a reason not to try discus-
sions, but it is a reason to monitor them closely. You’ll need to encourage
the kinds of comments that you want, take down comments that are not on
target, and even consider closing the discussions if they go too far off into
the weeds.

You’ll have the best chance for success with your discussions if you start
them at the beginning of your Facebook presence when your Facebook
presence is fresh. That way, your early users—who may be among your
most enthusiastic users—get a chance to be involved right from the start.

Follow these steps to start a discussion:

1. Click the Discussions tab.

The Discussions page appears, which will be empty.

2. Click the Start New Topic button.

Two text entry areas appear, Topic and Post, as shown in Figure
8.5.

3. Fill in the Topic and Post, then click the button, Post new topic.

The new post is added, in a new topic.
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Add Links, Notes, Videos, and
Events
There are additional tabs that you can add to your Facebook Page quite
easily: Links, Notes, Videos, and Events. These additional tabs are repre-
sented by a + symbol, which you have to click to view.

To add any of these tabs, just click the + button in the page setup area.
Choose the area:

. Links. Links are just a record of Link postings you’ve made to
your Wall, as described earlier in this lesson.

. Notes. Notes are a record of Notes postings, which are used
rather rarely, in my experience.

. Videos. The Videos page is like the Photos page, allowing people
to see videos you’ve posted and arranged into albums.

FIGURE 8.5 A chance to comment—or to suffer from writer’s block.
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. Events. This area is not used by many people, but those who use
it well get a lot out of it. Facebook events are a popular way to
arrange things, and you can use regular email addresses for peo-
ple who aren’t on Facebook.

Experiment with all these areas. They can be tremendously useful. And the
Events area is a great tool, especially if you hold events with any fre-
quency at all.

Summary
In this lesson, you learned when and how to invite people to your
Facebook Page and how to build the Wall of your page through status
updates using text, photos, links, and video. You also learned how to man-
age the Info, Photos, Discussions, and other tabs. In the next lesson, you’ll
learn how to claim, modify, and use your Facebook Places page.



LESSON 9

Claiming Your Places
Page

In this lesson, you learn how Facebook Places coordinates with your
Facebook Page and how to add (if necessary), edit, and claim your Places
page. You also learn how to combine your Facebook Page and your Places
page—and why that often isn’t a good idea.

Understanding How Places Fits In
Facebook Places is designed to meet many of the same needs as Google
Places, which came out earlier. A Facebook Place is a page on Facebook
tied to a specific location, usually of a business or other entity. The idea of
both Google Places and Facebook Places is to provide a kind of online
Yellow Pages entry with key information about places and a target for
mapping to help you get there, call, or otherwise be in touch.

Facebook Places is less structured than Google Places, and Facebook
Places can include people’s homes. The information included in Facebook
Places is very simple: the location (shown on a map), the name, and a
description. An example of a Facebook Place is shown in Figure 9.1, cap-
tured from an iPad. Note that the Place includes a Deal for $25 with a
styling session. (“Bart” refers to the Bay Area Rapid Transit system, which
is an urban train system like the New York subway, London Underground,
and so on.)

The genius part of Facebook Places is the idea that anyone visiting a real
place can “check in” to the Facebook Place that matches it. Facebook
interaction usually takes your real-world ties—friendships, family relation-
ships, romantic relationships—and gives them a home online. Facebook
Places takes your online Facebook world and brings it back into the here
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FIGURE 9.1 Facebook Places are very simple, indeed.

and now. You can even see other Facebook Places users who have
“checked in” to the same location as you, even if you’re not Facebook
Friends or otherwise connected.

From a business point of view, though, Facebook created a bit of a mon-
ster with Facebook Places. Anyone can create a Place for a business
whether he owns or works for the business or not. And he can write any-
thing in the business description that he darn well pleases, misspell your
business name, put you in the wrong location, and so on. (All this is true
of Google Places as well.)

To get back control, you have to claim the Place and prove you’re the busi-
ness owner. Once you do that, no one else can change it. This lesson
describes how to claim your page.

Once you’ve claimed your Facebook Place and perhaps cleaned it up a bit,
you can start encouraging people to use it. There are several reasons you,
and they, might want to check in:
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FIGURE 9.2 Facebook shows people where their friends have checked in
recently.

. To see where their friends have been. When people use
Facebook Places to check in, they see a list of places that their
friends have “checked in” to recently. An example, captured from
an iPad, is shown in Figure 9.2. You want your business to be on
that list, prompting people to come to your business because their
friends have been there.

. To see who’s here now. Facebook shows people who check in
the names of other Facebook users who recently checked in to
the same place. Not only their friends—just other Facebook
users. So if someone comes up to you in the refreshments line at
the movie theatre and says, “Hello—are you on Facebook?” they
haven’t lost their minds; they’ve seen your check-in on Facebook
Places.

. To get Facebook Deals. When you check in to a Place, you get
to see any Facebook Deals that the business offers customers
who check in. Right now, Facebook Deals isn’t used widely
enough to make it worth checking in just to see Facebook Deals.
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At some point, though, Facebook will promote this effectively,
and it may well become common practice. You can jump-start
the process for your own business by creating Facebook Deals
and then advertising them in your business as described in
Lesson 10, “Creating Facebook Deals.”

Facebook promotes the creation of something called the “social graph” for
each of its users—an online representation within Facebook of the people
and, yes, places you interact with in your life. You can see how Facebook
Places plays a crucial role in deepening the social graph by encouraging
you to visit places your friends visit, to make new friends from among
Facebook users who are at the same place you are, and to deepen your in-
person business relationships by encouraging you to check in and get
Facebook-only offers.

This process—of tying in your business to people’s journeys and relation-
ships—is what you seek to become part of by creating a Facebook Page,
by claiming your Places page, and by offering Facebook Deals and adver-
tising on Facebook.

NOTE: What If You Are No Place?

Facebook fan pages make a great deal of sense for small, virtual
businesses that don’t have physical offices or other locations for
people to visit. But how about Facebook Places for this sort of
business? You can just skip the whole thing, or you can take a
tongue-in-cheek approach—creating a Places page, for instance,
that has its physical location in the nearby coffee shop where you
hang out and have casual business meetings. Have fun with it—but
be cautious before putting your home address on Facebook if you
don’t otherwise share it widely.

Understanding How to Claim Your
Place
Anyone can create a Facebook Place. This section gives you an overview
of the process; a section later in the lesson, “Adding Your Place,” tells you
exactly how to do it.
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Let’s say you go to your local movie theater and want to check in to let
people know you’re there. If a Facebook Place already exists for the the-
ater, you see the Place when you go to check in; if there isn’t a Facebook
Place for the theater, though, you can quickly create one.

The problem is that the details that an ordinary customer enters—the spe-
cific name of the theater, the description, even the exact location that
Facebook gives the theater—might not be correct, or at least might not be
exactly how the owner would like the business’s references to look.

So, as the owner or manager of a business, you need to take control of the
Facebook Place description for your business. You do this by claiming the
place and verifying that you are indeed the owner, as mentioned earlier.

This process can be a hassle for small businesses that aren’t listed in the
phone book—Facebook uses your business phone number as the easiest
way to verify ownership—but it’s worth doing. Facebook marketing is
only going to become more important over time; the sooner you claim
your Facebook Place, the sooner you can start doing a better job with it.

The overall process goes like this:

. On the Facebook website (not the mobile version or an app), check
to see if your business already exists as a Facebook Place. Use
Facebook’s search functionality to look for your business name.

. If your business exists as a Facebook Place, claim the Place; if
not, go to your business location, if you’re not there already, and
use a mobile device and an app—or the mobile Facebook site—
to add your business as a Place to Facebook Places.

. In Facebook (not the mobile version or an app), claim the Place
as your own. Edit it if needed.

The steps to achieve all this are described in the remaining sections in this
lesson.

NOTE: What If You Have Multiple Locations?

If you have multiple locations, create a separate Facebook Place for
each of them. You will not be able to merge all these separate
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Facebook Places with your overall Facebook Page for your business,
as businesses with just one location are able to do. In my view,
this is not a bad thing.

Adding Your Place
Before you can claim your Place, you or someone else has to add it to
Facebook.

NOTE: Adding Your Place, Your Way

Because anyone can add a Places page, the same real-world place
can be added several times as different Places pages. Each could
have a slightly different version of the name, different descriptions,
and so on. So if your business has already been added as a Place,
I suggest you go ahead and add it yourself anyway. That way, you
can use the exact spelling, capitalization, and so on of the name
that you want, and the specific description that you want. Then
once you have the Places page in, well...place...get people to Like
it. When “your” Places page is the most-Liked, it will rise to the top
of the list when people search for it on Facebook or through
Facebook Places. And with placement at the top of the list, it will
get more Likes and attention.

Follow these steps to add your Facebook Place (you learn how to claim it
in the next section):

1. Search for your business using the Search bar on Facebook. If
you find your Places page, skip to the next section; otherwise,
create a Places page for your business using these steps.

In my experience, Facebook search is not very good, and when
you search from within the main Facebook site, there’s no geo-
graphical limit on the search. As a result, you might have trouble
finding your business if some or all of the words involved are
common. Also, your business might exist as a Place, but with the
name misspelled, or it could exist several times under the same
name or variations. See Figure 9.3 for an example search with
multiple results.
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FIGURE 9.3 CineArts has lots of Places pages (with the pushbutton icon)
and other search results as well.

2. Get the necessities together for checking in to a Facebook Place.
That is, get a smartphone with a Facebook app that supports
Places, such as the iPhone Facebook app or the Facebook Places
check-in app for Android phones. If you don’t have an app—or if
you’re using a tablet such as the iPad or Android tablets—load
up the website, touch.facebook.com, into your browser.

3. Go—that is, physically travel to, not “go” on the Web—to the
store, office, taco shop, or other kind of business that you want to
create a Facebook Place for.

Go to the exact location—not, say, a coffee shop nearby—
because you will want the right location to be stored in Facebook
to be used by people trying to visit you.

4. Using your mobile phone, tablet computer, or other device that
supports Facebook check-ins, go to Facebook Places.
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An example of using Facebook Places on the iPad, using the
touch.facebook.com site, was shown in Figures 9.1 and 9.2.

NOTE: For More on Using the iPad

For more about the iPad, see my books: Sams Teach Yourself iPad
in 10 Minutes (1st and 2nd editions) and Using the Apple iPad; the
latter has online audio files and video clips.

5. Try to check in to your business. Begin by clicking the Share
where you are with friends link.

An Add button, a search box, and a list of places that you have
previously checked in to appears.

6. Start typing the name of your business.

Facebook will look for matches as you type. It will only look
among places in your immediate vicinity.

If no match appears, add your Place, as described in the next
step. If a match appears, and you’re happy with the details
shown, you’re done with adding your Place (as it’s already there,
and accurate).

7. If no match appears, press Add.

The Add a Place dialog appears, as shown in Figure 9.4. The dia-
log doesn’t show the name you had searched for, but it does show
a map with your current location—the location that the Place will
be assigned to. Check the map for accuracy before proceeding.

8. Fill in the Name field for your business and, optionally, the
Description field.

The name is required—each Place in Facebook is a combination of
a location and a name. Adding a description is optional but highly
recommended. You can enter anything here, but a short, catchy
description of your business, plus a phone number, might do the
trick. You might want to include your business hours as well.
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FIGURE 9.4 You might get to create your own Place.

9. Tap the Add button.

Your Place appears onscreen, inviting you to check in.

10. Tap the Like button so you’re subscribed for updates. If you have
Facebook friends with you, get their permission and then tap the
Tag Friends With You link and enter their names. Then enter a
brief comment and tap the Check In button to, well, check in.

Your check-in shows up in the Activity tab.

11. Tap the Info tab to check the information you entered, the direc-
tions link, and so on.

The Info tab was shown previously in Figure 9.1.

Editing Your Place
You can go in and edit or delete a Place you’ve created. Just go to the
Places page on the Web—not on a mobile device—and look for the Edit
Page link in the upper-right corner. Click the link, and you’ll be able to
change the name and description. You can also delete the Place.
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Unfortunately, this ability to edit the Places page only lasts for a limited
time; Facebook doesn’t say exactly how long. I’d guess that you can count
on being able to make a change the next day, but perhaps not the next week.

The fact that your Places page becomes uneditable limits its uses. For
instance, you can’t put in your business hours if there’s any chance they’ll
ever change. (Even if your basic hours stay the same, you’d want to be
able to change them around the holidays.)

In fact, it’s actually unacceptable that you can’t keep editing your Places
page. The purpose of your business or the way in which you want to
describe it can certainly change over time. You need to be able to change
your Places page to match. Unfortunately, though, you can’t.

We can assume that Facebook will change this eventually as the number of
Places with outdated information becomes a problem. But when they
might make such a change, and exactly what form it might take, is impos-
sible to guess.

Claiming Your Place
If your business phone number is in a phone book or otherwise available,
Facebook might call you at that number as its main verification method to
allow you to claim your Places page. So be near that phone for this
process if possible. Alternatively, Facebook may ask for a business email
address (with a recognizable domain name), or a scanned or photographed
copy of a utility bill with the correct information on it. You might want to
be ready with one of these, if you have them.

When you know your Place is on Facebook—either because you found it
already there, or added it yourself—it’s time to claim it as your own.
Follow these steps:

1. Find your business using the Search bar on Facebook. (This has
to be from the full Facebook site, not from a mobile device.)

Your Places page appears. (Facebook doesn’t know that it’s
“yours” yet, but Facebook doesn’t much care who created a
Places page, just who claims it.) Figure 9.5 is an example of a
Places page.
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FIGURE 9.5 Your Places page asks if this is your business.

FIGURE 9.6 Facebook asks you to verify that you’re an official representa-
tive of the business.

2. Click the Is this your business? link.

A verification window appears, as shown in Figure 9.6.

3. Click the checkbox to certify that you’re an official representative
of the business. Click the Continue button.
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FIGURE 9.7 Facebook might be able to verify you with a phone call.

Any of several things might now happen, depending on what
method Facebook chooses to use to verify your business. If
Facebook can find a listed phone number for your business, it
will verify you by phone. You’ll see a dialog box like the one in
Figure 9.7; follow the onscreen instructions to complete the veri-
fication process.

If Facebook can’t find a listed phone number, you get a more
complex verification page like the one shown in Figure 9.8.

4. Fill out all the information carefully. Choose an authentication
method and follow the instructions onscreen.

Note carefully the warning at the bottom of the screen verifying
that you are authorized to act on behalf of the business. Facebook
can suspend users who make false or unfounded claims, and get-
ting such suspensions reversed is difficult. So only follow these
steps if you’re the legitimate representative of the business.

5. Click Submit.

Your request will be submitted. You might get a quick phone call
and be approved on the spot, or it could take several days for
Facebook to review your submission and decide whether to
assign the page to you.
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FIGURE 9.8 Facebook has a multiple-choice verification process.

Combining Places and Pages
After you’ve verified ownership of your Place, Facebook offers you the
option of merging your Places page and your fan page for your business.

I suggest you not merge the pages—and there are lots of opinions in vari-
ous blogs and online forums about Facebook to back me up. Here are
seven reasons why you should not merge your Places page and the fan
page for your business:

. The merged page looks too much like a “normal” Facebook
page. Facebook Places are very “light,” with just a name and
description. They actually should be bulked up a bit to include
business hours and so on—like a Google Place. But the merged
page is too much, not something someone wants to try to navi-
gate around on her iPhone while trying to come visit your loca-
tion. Given the different devices people use and the way they use
them, you’re probably better off with separate pages than a
merged one.
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. Merged pages can’t handle multiple locations. A merged page
only works with one location. If you have multiple locations, you
only get one on the merged page; the rest just disappear from
Facebook. This is confusing for customers and could even cost
you business.

. The merged page is not like the big guys. The big brands have
multiple locations, so they don’t merge their pages. And it’s the
big brands that Facebook users go to the most. If you have a
merged page, it will be different from what people have gotten
used to, and different from the big brand names that they’re
familiar with.

. Merging is problematic. Some businesses add customer features
to their Facebook Pages, such as custom coding, coupons, and so
on. This custom code tends to disappear during a merge and has
to be re-created on the merged page.

. Unmerging is problematic. In response to complaints, Facebook
now offers a way to unmerge pages back into a Places page and a
Facebook Page for your business. However, the unmerged pages
have been reported to have problems, such as loss of data from
the pre-merged Facebook Page, and even bugs that make the
unmerged pages harder to find in Facebook.

. Support is poor. Facebook has a poor reputation for support.
They’re generally responsive on a lot of big and even medium-
sized issues, steadily improving their offering in response to
comments, questions, and complaints. But actual support—get-
ting a specific answer to your question, getting help recovering
data from a deleted account, and so on—is said to be poor. So it’s
best to avoid potential problems, because you might not get much
help fixing them.

There are a few advantages to having a merged page, however. It’s only
one thing for you to manage and for the user to have to deal with. If you’re
going to keep your Facebook Page for your business very simple anyway,
and if you’re sure you won’t have multiple locations anytime soon, you
might prefer the simplicity of the merged page. For most businesses,
though, I recommend avoiding the merge.
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NOTE: Managing Multiple Locations

If you have multiple locations, create a Facebook Page for the
entire business and separate Places pages for each location. Give
each location a specific and consistent name, such as BigChain
Pizza—Carney St. This allows people to find and check in to the
specific location.

Summary
In this lesson, you learned how Facebook Places fits with your Facebook
Page and how to add (if necessary), edit, and claim your Places page. You
also learned how to combine your Facebook Page and your Places page—
and why that often isn’t a good idea. In the next lesson, you learn how to
create Facebook Deals.
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wastage, avoiding, 158-160
websites

copying versus linking in
Facebook, 74

creating, 14
tabs, adapting to fan pages, 

74-75
Worthington, Cal, 142

Z
Zazzle, 186-187
Zuckerberg, Mark, 1, 35, 105

How can we make this index more useful? Email us at indexes@samspublishing.com
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