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I. Facebook Marketing overview 
 

Facebook up to date has been considered the largest social network in the world, which can be 

compared to a nation in terms of population.  Facebook   gives people more freedom and 

contributes to the formation of a flat world where there is little gap between the real and 

internet world.  

Below are Facebook statistics in 8/2013 on Facebook users and its user trends.  

There are currently 1.15 billion Facebook users and 699 daily active users.   

 Averagely, one person gets connected to and like 89 groups/Fan Pages.  

 The average time a user spends on Facebook each day is 20 minutes.  

 An average user has 141.5 friends.  

 There are totally 50 million Fan Pages.  

 240 billion of photos have been uploaded to Facebook.  

 There are 350 million of photos uploaded to Facebook each day.  

 The total number of songs and albums shared on Facebook is 110 million.  

 48% of 18-34 year old users think about checking Facebook first when they wake up every 

morning.  

 250 million of users play games on Facebook each month; the most popular games are: Candy 

Crush Saga, TripAdvisor and Farmville 2. 

 There are 130 million Istagram accounts connected to facebook, which are posting more than 

40 million of pictures from Instagram each day.   

 

Those numbers vividly illustrate the popularity of Facebook, thus why should we make efforts to 

imagine how the world would be without Facebook? It is absolutely nonsense! Otherwise if there 

would be such scenario, there must be some greater social network than Facebook in the future. From 

my point of view, I highly recommend you to dig deep and imagine about what Facebook can do for us?  



 

 

According to the staticstics in 2013, in Vietnam, there are 31 million internet users, 66% access 

internet everyday, and 86% have the habit of using social networks which means there are about 

26.66 million social network users. Up to August 2013, Vietnam has 19.6 million Facebook users, 

accounting for 21.42% of the population and 71.4% of internet users. Vietnam is ranked the 16th in the 

world for the growth rate of Facebook users by the period of July 2013.  

Facebook is supporting us to do MARKETING better!  

Do you know that every 3s, there is a new user on Facebook, and 81% use social networks to make 

consumption decisions?  

 

 

 

 

 

 

First of all, we should clarify what that means to do Marketing on Facebook social network, or what is 

Facebook Marketing?   

 

(1) You do Facebook Marketing when you have products/services ;(2) you have found out the 

demands of users/customers for your products/service, what they really need or what they can get 

from your products/services;(3) and you want to satisfy their demands; (4)  to increase profits or 

benefits;(5) via Facebook social network.  

There are different ways to reach the end-users: the Follower, Fan, User, and Customer…. You can 

evoke their emotion or provoke their knowledge threshold… whatever approaches apart from 

hacking, spamming, illegal interactions … then it is that you are doing Facebook Marketing.  

 
79% of internet users have visited online 

product selling websites at least once.   

61% HAVE ONLINE SHOPPING EXPERIENCE  

 



 

 

 

Facebook Marketing 2013 – 2014 

 

In Facebook Marketing, there are 2 groups to concern: 1. People who want to do Marketing (Facebook 

Marketers), 2. People who use Facebook (Facebook Users).  

 

1.1. Facebook Marketers 

They are the people who:  

 Want to promote personal brand (personal image) via personal profile.  

 Want to boost business results or profits via personal profile.  

 Want to promote their company’s brand via personal profile – rare case.  

 Want to promote personal brand (personal image) via Fan page– applies to celebrities and 

influencers.  

 Want to promote their company’s brand via Fan page– most of big brands appear on Fan 

Pages.  

 Want to boost business via Fan page– many companies, shops, and individuals use this 

channel.  

 Want to implement non-profit plans (which will eventually generate profit later) via Fan page– 

Fan Pages about  love, art of living … 

 Want to develop community to build and reinforce personal brand (personal image) 

 Want to develop community to build and reinforce business brand.  

 Want to build community to serve product users via Group.  

http://trungduc.net/wp-content/uploads/2013/12/fbmarketing2014.png


 

 Want to build community for non-profit purpose (which will eventually generate profit later) 

via Group 

 Want to promote company’s brand via events  

 Want to promote personal brand via events.  

 Want to boost business via events. 

 Want to promote personal brand (personal image) via contest on Facebook profile/ group/fan 

page/event.  

 Wan to promote company’s brand via contest on Facebook profile/ group/Fan page/event. 

 Want to boost business via contest on Facebook profile/ group/Fan page/event.  

 Want to develop community for non-profit purpose (which will eventually generate profit 

later) on Facebook profile/group/Fan page/event. 

 … 

Where are you in the list above?  

Besides, there are many other indecent ways to exploit Facebook such as to build a community to 

spread bad words, do nonsense stuffs, add more friends to friendlist by using hot girl profiles … all of 

these will be exclusive to this book.  

 

1.2. Facebook Users 

To understand our own need is already a success, to find out the person (or many people) who we can 

satisfy their needs – or to find out the users’ needs for our product, certainly via Facebook channel, is 

another story of victory.  

The final goal which counts is the conversion value:  

 Profile: user-follower, user-friend, follower-friend, user- customer, follower-customer, friend-

customer. 

 Fan page: user-fan, user-customer, fan-customer. 

 Group: user-member, member-customer. 

 Event: user-member, user-customer 

 Contest: user-member 

 … 

 

It means that, what a Facebook Marketer has to do is to convert the unrelated Facebook users, random 

visitors into their Fan Page likers, Followers, members of their community who will participate in their 

events, contests… 

The question is: how to do that when we have already known our target audience?  

 



 

 

1.3. Facebook Marketing Strategy 

There are many ways for Facebook Marketers to touch the heart and pocket of Facebooker users, 

which all can be summarized as 3 ways below:  

a.Application 

Facebook Marketing strategy using Apps is an effective and also 

long-term campaign. A Facebook Marketing Application campaign 

normally contains 3 main factors: User-Marketer-App Developer.  

Facebook Applications are sorted into 2 main types in accordance 

with Facebook Marketers’ needs.  

+ High Quality Apps: For high quality apps, investment of time and 

money will be a large amount, thus it is important for Facebook 

Marketers to carefully study all the features of their product/service 

to find out distinct differences, also deeply study customer insights 

and behaviours on Facebook to clearly illustrate the message, distinct features, or the satisfyingness of 

the product/service to the users. Everything must be accurate and properly following procedure. 

(Because no one wants to spend much money without good return) 

Those Apps offer users certain values (awards, gifts…), with great money investment, intensive 

investment in content, beautiful graphical interface, interactive capability, viral factors, positive 

effects, and active use on Facebook platform.  

+ Low Quality Apps: For apps of low quality, expense and time to invest in is very modest 

(unimportant). This kind of app is rampantly developing with wide variations, yet always ends up text 

or image format.  Those apps are likely to “lure” users to play, arouse curiousity, such as the apps: 

when will you die? Who often visit our timeline? Hot tips…  

Inspite of low value, those apps hit users’ psychology, together with some tactics, low quality apps are 

broadly viral, and their application do not function on Facebook platform but some other websites 

with solely white background and a Call to action right in the center of the websites.  

 

b. Ads 
 

With outstanding features for users and interactiveness, Facebook is a thriving market for all parties. 

Thus, there is no reason for Facebook to let go of the services which allow users to buy ads for their 

products/services.  

+ Advertising on Facebook.   

Businesses pay Facebook to show their ads to the potential users who might care about their products. 

  



 

 

Advantages of Facebook Advertising 

 

a. Always aims to the right potential customers.  

You can always set tartget audience for your Facebook advertising strategies, including deciding which 

groups of audience will be able to see your ad, basing on genders, age, geography, language, interests. 

Target your ad directly to the expected customers!  

b. You only have to pay when there is someone uses your service. 

Facebook allows you to choose advertising method between CPC (cost per click ad) and CPM (cost per 

impression). With CPC, you pay for the clicks that you get; With CPM, you only pay at least $0.03 per 

one thousand impressions. Those are all reasonable expenses.   

c. High flexibility: 

 With Facebook advertising, it is very easy to adjust your advertising campaign. You can flexibly 

switch between the two paid advertising methods: from CPC to CPM and vice versa. Moreover, 

other settings can also be altered easily to optimize your campaign.  

 Facebook ads show both image and attached description. This is an advance in advertisement 

which has been applied by many businesses to send their image to the massive audience.  

 The Facebook ad might show interactions of users’ friends with your product/service to 

increase your credibility.  

d. Changeable budget 

 You don’t have to pay a fixed budget for all Facebook advertising campaign. Depending on the 

practical situation, you can adjust budget daily or monthly to best suit your campaign.  

e. Reasonable distribution of Ads.   

Facebook always ensures that the Ads on Facebook are evenly placed to evenly spend your budget. 

There will never be the chance for an Ad to focus too much on one user but never show up to one 

another. Therefore, your Ads will always be displayed to potential customers.  
 

Facebook advertising  

Boost Post 

Is the way to promote your updates in Fan Page to a certain amount of users who “like” your page. In 

fact, if the users already like your page, but they don’t usually interact with it, their news feed will 

hardly show your page’s updates.  

 



 

When the admin decides to pay a certain amount to 

advertise for the page’s new update, Facebook will 

make sure that this content will be displayed on the 

news feed of users who like the page, regarding their 

intensive level of interaction with the page.  

Normally, the total views of the posts will be higher 

than the views merely from the ad because this 

advertised post appears many times on the fans’ news 

feed which eventually will attract attention of the fans’ 

friends.  

 

 

Facebook Ads 

 

Facebook Ads or Sponsored Ads are the Ads which appear in certain placements on the website. The 

biggest distinct difference between Facebook Ads and Facebook Promoted Post is that Facebook Ads 

will be displayed to a specific group of audiences defined by the targeting options, while Facebook 

Promoted Post is only shown to the “likers” of the page.  

Certainly, among the audiences who see the Facebook Ads, there is a certain number of users who 

have already been fans of the page. And similarly to Boost Post, Facebook Ads can be displayed many 

times to the same single user.  

Choose the right ads 

 

  Page Post Engagement: Promote certain posts on Fan 

page to increase view, shares.  

 Page likes:  Increase Fan page likes. 

  Clicks to website: Make ads to drive traffic to your 

website.  

  Website Conversions:  Create a conversion pixel, get the 

code and add to your website to track conversion rate to the 

expected website. The Ad will be displayed then.  

 Apps Installs:  Make Ads to get people to install your app 

  App Engagement: Create Ads to get some actions on 

your facebook. The Ad creation will be similar to that of Apps 

Install.  

  Event Responses: Create Ad to promote event. 

  Offer Claims: Create Ad to advertise offers. 

 



 

 

  

c. Content 

The last factor, also a very important one in every single Online Marketing strategy in general, and 

Facebook Marketing in particular, is CONTENT. Content is the easiest way to spread messages and 

emotions (Viral Marketing). 

 

 

Some popular types of content: 

 Updates of products/services from offline stores. 

 Information on offers/deals 

 Post with questions to urge users to respond by comments. 

 Contests. 

 Events 

 Social activities. 



 

 Brand news 

 Occasional specific deals. 

 Others 

 

To have good content, beside good insight analysis on target audiences, you also need good 

copywriting ability.  

 

1.4. EdgeRank 

 

 

a. Edgerank 1.0 
 

Edgerank is an algorithm developed by Facebook to determine “which placement” and “which post” 

will appear on the News Feed of personnal profiles. Initially, there are 3 main variables in this 

algorithm: Affinity, Weight, Time-Decay. 

+ Affinity:  

Influenced by the relationships-Facebook will set priority to display on your News Feed the updates 

about people with close relationships with you: brothers, parents, grandparents, husband/wife …, the 

ones you regularly contact with via comments, likes, shares…The more intimate the relationship is, the 

more likely  their new posts will appear on your News Feed.  

 + Weight:  

As mentioned above, for each Fan Page or personal profile, different priorities will be set to each type 

of post; depending on the users’ interactions, Facebook will evaluate efficiency of the posts, which 

finally will affect the algorithm. Therefore, it is safe to say that every single type of post can have high 

reach, not just Photos or Text.  

+ Time-Decay 



 

Regarding time-decay, Facebook simply sets priority to display new information. The fresher the 

content, the higher Time-Decay value, and vice versa.  

b. Edgerank 2.0 
 

Facebook has updated Edgerank algorithm, with adjustments and addition of some indicators.  

+ Last actor: 50 most recent interactions. 

+ Edge Weight:  Interaction weight. 

+ Story Bumping: Displaying of unseen posts. 

The easiest example of Last actor is when you interact with someone on Facebook 

(chat/like/comment/share), then immediately, your chat list will show that person when they are 

online.  

When someone has not logged in Facebook for so long, they might miss some of the good and relevant 

updates from others; Facebook addresses this matter by applying Story Bumping.  

 

c. NFO (News Feed Optimization) 
 

While Google develops their own algorithm to show the search’s result which is SEO (Search Engine 

Optimization), Faceook has NFO (News Feed Optimization). Fundamentally, the two algorithms share 

the same purpose: to reach Users at the first page (page 1 on Google & News Feed), and the same 

approach for Marketers:  to satisfy these algorithms or requirements of the two giant friends Google & 

Facebook.  

NFO simply statisfies EdgeRank to increase display rate on News Feed.  

 

1.5. Summary 

The year 2013 marked a significant advance in digital technology, media communications, online 

marketing, and Facebook marketing. Facebook will keep changing to either satisfy users’ demand, or 

generate new demands since users always long to change their own demands along with time, 

awareness, communities, and other factors… 

Facebook Marketing has therefore, become a real battlefield for Facebook Marketers. Facebook will 

get smarter, which arouses competitions among Facebook Marketers, requires more clever technical 

supporters, with more diverse contents for more intelligent users.  

 

 

 

 

 



 

II.Facebook Terms 

To develop, our community of civilized human beings needs certain rules and regulations to bond 

between the rights and responsibilities of each single person, one should have already known (or 

about to know) what they should and should not do. Thanks to the regulations that our society can 

strive and grow, and that’s a common sense.  

However, in a virtual society, not every one knows thoroughly, but just implicitly agrees on some rules 

derived from the real society such as: no sex posts, no disrespect, no this thing, no that thing … As a 

community, a public playground, Facebook also has rules as mentioned in the Statements of Rights and 

Responsibilities. This part of the book will discuss about this issue.  

 

  

 

2.1. Rights and Responsibilities  

 Please visit this link first:  www.facebook.com/legal/terms 

After reading these regulations and policies, how many of you are confident that you have not violated 

Facebook’s regulations? I guess that not many! And from those violations, we have created 

consequences and bad effects that we (seemingly) never care.  

We have to sign up, log in by email account, and confirm mobile phone number. Then, when we run 

Facebook Ads, your account will be locked times to times for user authentification and fraud 

prevention. Facebook markeing in some industries and segments has been suffering super high 

bidding prices for each interaction, this is simply due to the violations of some marketers who are 

deceitfully running Facebook Ads without worries about price and payment … This unintentionally 

causes bad impacts on the whole community.  

It is obvious that every community has its own rules, if some one can not conform with, or even do not 

care to read the rules; they have no right to complain about the owners for punishments in case 

violations occur. In those cases, it is best for them not to consider joining the community.    

 

https://www.facebook.com/legal/terms


 

2.2. Facebook Ads Guidelines 

Sections IV, V, VI of Facebook Ads Guidelines: 

www.facebook.com/ad_guidelines.php 

  

IV. Ad content 

Advertisers must ensure that their ads comply with all applicable laws, regulations and guidelines. 

All claims in ads must be adequately substantiated. Ads must not offend users. Ads and any offers 

promoted within ads must not be false, deceptive or misleading or contain spam. Ads must not 

contain or promote illegal products or services. Ads must not violate the rights of any third parties. 

The following specific content guidelines apply: 

A. Adult products 

Ads may not promote the sale or use of adult products or services, including but not limited to toys, 

videos, publications, live shows, or sexual enhancement products. Ads for family planning and 

contraception are allowed provided they follow the appropriate targeting requirements. 

 

+ Ads and sponsored stories do not encourage pornographic contents of any formats, either for 

commercial or artistic purposes. Ads and sponsored stories will not prioritize nude photos, adult 

toys, or erotic images.  

+ Ads and sponsored stories allow promotion of reproductive health products/services such as: 

birth controls, lubricant gel … which must aim to adult audience.  

Acceptable content:  

“Free condoms in local student medical center”  

“Safe sex with brandy comdom” 

Unacceptable content:  

“Super condoms boost  your excitement”  

 

 

B. Alcohol 

i.    Ads that promote or reference alcohol are prohibited in the following countries: Afghanistan, 

Brunei, Bangladesh, Egypt, Gambia, Kuwait, Libya, Norway, Pakistan, Russia, Saudi Arabia, United 

Arab Emirates, Yemen and any other jurisdiction where such ads are prohibited by law. 

ii.    Where permissible, ads that promote or reference alcohol must: (i) Comply with all applicable 

local laws, required or recommended industry codes, guidelines, licenses and approvals and (ii) 

apply age and country targeting criteria consistent with Facebook's targeting guidelines and 

applicable local laws. Where a user's age or country cannot be determined, the ad must not be 

displayed to the user. 

https://www.facebook.com/ad_guidelines.php


 

iii.    Please refer to the Help Center for additional alcohol-specific guidance. 

 

Alcohol Ads and sponsored stories may not:  

- Include content intended to appeal to anyone younger than the permissible targeted age 

group or is otherwise associated with youth culture (for example, implying that the 

consumption of alcohol is fashionable or accepted behavior for those who are underage). 

 - Portray or be targeted at pregnant or nursing women.  

- Be untruthful or misleading about alcohol, its use, effects or properties. 

- Portray people consuming or encourage people to consume alcohol rapidly, in excess, or 

irresponsibly.  

- Negatively portray abstinence from alcohol consumption or moderate alcohol consumption.  

- Portray or promote intoxication or the intoxicating or stimulating effects of alcohol.  

- Positively portray the strength of an alcoholic beverage.  

- Portray alcohol consumption as causing or contributing to the achievement of personal, 

intellectual, business, social, sporting, physical, sexual, or other success.  

- Portray alcohol as being healthy, offering medical or therapeutic benefits, aiding relaxation, 

alleviating individual or collective problems, as contributing to or being a sign of maturity, or 

having other benefits. 

-  Associate the operation of any vehicle or engagement in any sport or potentially hazardous 

activity as having taken place during or after the consumption of alcohol. 

-  Associate violent, dangerous or antisocial behavior with the consumption of alcohol 

 

Acceptable:  

"Buy Beer and Wine at Joe's Liquor Shop" 

"Come to the Wine festival for a taste of the magic" 

 

Unacceptable: 

 

"Drink to get Drunk" 

"Under 18 drinking allowed" 

 
Targeting: Subject to all applicable laws, regulations, industry codes, and these guidelines, 

you may only target alcohol ads to the following age groups: 

http://www.facebook.com/help/?faq=110094445754628


 

- 25 years or older in India and Sweden 

- 21 years or older in Cameroon, Micronesia, Palau, Solomon Islands, Sri Lanka and the US 

- 20 years or older in Japan, Iceland, Thailand, and Paraguay 

- 19 years or older in Canada, Korea, and Nicaragua 

- 18 years or older in any other country (excluding those countries specified in Section IV.B.i 

of the Ad Guidelines). 

Keep in mind that ads may not be targeted to any people (irrespective of age) in Afghanistan, 

Brunei, Bangladesh, Egypt, Gambia, Kuwait, Libya, Norway, Pakistan, Saudi Arabia, United 

Arab Emirates, Yemen, Russia, Turkey, or any other market where such ads are prohibited. 

 

C. Dating 

Ads for adult friend finders or dating sites with a sexual emphasis are not permitted. Ads for other 

online dating services are only allowed with prior authorization from Facebook. These must adhere 

to the dating targeting requirements and the name of the product or service must be included in the 

ad text or image. 

 

Ads for adult friend finders or dating sites with a sexual emphasis are not permitted. Ads for 

other online dating services are only allowed with prior authorization from Facebook. These 

must adhere to the image, targeting, and language requirements below: 

1- Image:  

Dating ads may not use images that imply nudity or are otherwise provocative or sexually 

suggestive. Images may not show excessive cleavage or skin or otherwise inappropriately 

dressed people. 

Acceptable:  

 

(These images portray people in a happy, yet appropriate and neutral manner) 

Unacceptable:  

 

(These images are not acceptable to run on Facebook because they are provocative and 

glamorize body images) 

2-  Targeting:  

http://hoangleo.com/wp-content/uploads/2014/01/anh-hen-ho.png
http://hoangleo.com/wp-content/uploads/2014/01/anh-hen-ho-02.png


 

 

The "Relationship" targeting parameter must be set to "Single" or "Not Specified". 

The "Sex" targeting parameter must be set to either "Men" or "Women" and cannot be both. 

The "Age" targeting parameter must be set to a minimum of 18 years. 

The "Interested In" targeting parameter must be set to either "Men" or "Women" and cannot 

be both.  

Note: Ads targeted to France will not have the ability to be targeted by sexual preference. 

Dating ads targeted to this country must abide by all other guidelines. 

3- Language:  

Ads may not use vulgar, profane, or insulting language. Ad texts or images must clearly state 

and represent the product or company that is being advertised. Ads may not indicate that 

people will meet or connect with fictitious or specific individuals. Ads may not suggest that a 

person may be, will be, is, or has been searched for or interacted with in any way.   

Dating ads must include the name of the site or service in the ad text. 

Acceptable:  

"Looking for a Girlfriend?" 

"Find a Date Today!" 

"Looking for Love? We've got the answers" 

Unacceptable: 

"Chat with Boys on Facebook" or "(1) Message For You" 

(These imply that there is a connection between the Facebook chat and message products 

and your service.) 

Restricted: 

Ads for dating sites with a primarily sexual emphasis such as sites with "couple" or "group" 

options, or that promote casual dating, hook-ups, or affairs are not allowed. 

Ads may not promote "mail-order bride" services. Please see the below examples of 

unacceptable ads: 

 

http://hoangleo.com/wp-content/uploads/2014/01/hen-ho-qua-email.png


 

 

D. Drug and Tobaco 

Ads may not promote or facilitate the sale or consumption of illegal or recreational drugs, tobacco 

products, or drug or tobacco paraphernalia. 

 

E. Gambling and Lotteries 

 

  Ads that promote or facilitate online gambling, games of skill or lotteries, including online casino, 

sports books, bingo, or poker, are only allowed in specific countries with prior authorization from 

Facebook. 

ii.    Lotteries run by government entities may advertise on Facebook, provided that ads must be 

targeted in accordance with applicable law in the jurisdiction in which the ads will be served and 

may only target users in the jurisdiction in which the lottery is available. 

iii.    Ads that promote offline gambling establishments, such as offline casinos, in accordance with 

applicable laws and regulations, are generally permitted, provided that ads must be appropriately 

targeted. 

iv.    Refer to the Help Center for additional gambling-specific guidance. 

 

F. Pharmaceuticals and Supplements 

i.    Ads must not promote the sale of prescription pharmaceuticals. Ads for online pharmacies are 

prohibited except that ads for certified pharmacies may be permitted with prior approval from 

Facebook. 

ii.    Ads that promote dietary and herbal supplements are generally permitted, provided they do 

not promote products containing anabolic steroids, chitosan, comfrey, dehydroepiandrosterne, 

ephedra, human growth hormones, melatonin, and any additional products deemed unsafe or 

questionable by Facebook in its sole discretion. 

 

G. Software 

Ads may not contain or link directly or indirectly to a site that contains spyware/malware 

downloads or any software that results in an unexpected, deceptive or unfair user experience, 

including but not limited to software which: 

i.    "sneaks" onto a user's system; 

ii.    performs activities hidden to the user; 

iii.    may alter, harm, disable or replace any hardware or software installed on a user's computer 

without express permission from the user; 

iv.    is bundled as a hidden component of other software whether free or for an additional fee; 

v.    automatically downloads without Facebook's express prior approval; 

vi.    presents download dialog boxes without a user's action; or 

vii.    may violate or infringe upon the intellectual property rights of any third party, including 

copyright, trademark, patent or any other proprietary right. 

https://www.facebook.com/help/?faq=247824495237141


 

 

H. Subscription Services 

Ads for subscription services, or that promote products or services that include negative options, 

automatic renewal, free-to-pay conversion billing products, or mobile marketing are subject to the 

following requirements: 

i.    Ad text must clearly and conspicuously disclose the recurring billing component (e.g. 

"subscription required"). 

ii.    The landing page must: 

a.    display the price and billing interval wherever the user is prompted to enter personally 

identifiable information; 

b.    include an unchecked opt-in checkbox; and 

c.    include language informing users how to cancel their subscription or membership. 

iii.    Each of the foregoing must be located in a prominent place on your landing page, as 

determined by Facebook in its sole discretion, and should be easy to find, read, and understand. 

 

I. Unacceptable Business Model 

Ads may not promote a business model or practice that is deemed by Facebook in its sole discretion 

to be unacceptable or contrary to Facebook's overall advertising philosophy or to any applicable 

law, including but not limited to multi-level marketing schemes, or advertisements for scams. 

 

 

J. Weapons and Explosives 

Ads may not promote the sale or use of weapons, ammunition, or explosives. 

 

V. Ad Community Standards 

Ads, or categories of ads, that receive a significant amount of negative user feedback, or are 

otherwise deemed to violate our community standards, are prohibited and may be removed. In all 

cases, Facebook reserves the right in its sole discretion to determine whether particular content is 

in violation of our community standards. 

 
A. Illegal Activity 

Ads may not constitute, facilitate or promote illegal activity. 

 

B. Harrassment  

Ads may not insult, attack, harass, bully, threaten, demean or impersonate others. 

C. Hate speech 

Ads may not contain "hate speech," whether directed at an individual or a group, based on 

membership within certain categories. These categories include, but are not limited to, race, sex, 

creed, national origin, religious affiliation, marital status, sexual orientation, gender identity, or 



 

language. 

 

D. Minors 

Ads that are targeted to minors may not promote products or services that are illegal for use by 

minors in their jurisdiction, or that are deemed to be unsafe or inappropriate. 

 

E. Sex/nudity 

Ads may not contain adult content, including nudity, depictions of people in explicit or suggestive 

positions, or activities that are overly suggestive or sexually provocative. 

 

F. Shock value 

Ads may not be shocking, sensational or disrespectful, or portray excessive violence. 

 

VI. Facebook References  

Ads may not imply a Facebook endorsement or partnership of any kind. Ads linking to Facebook 

branded content (including Pages, groups, events, or Connect sites) may make limited reference to 

"Facebook" in ad text for the purpose of clarifying the destination of the ad. All other ads and 

landing pages may not use our copyrights or trademarks (including Facebook, the Facebook and F 

Logos, FB, Face, Poke, Book, and Wall) or any confusingly similar marks, except as expressly 

permitted by our Brand Usage Guidelines or with our prior written permission. 

 

http://www.facebook.com/brandpermissions/


 

 

III. Facebook GraphSearch 
 

Facebook Graph Search is an amazing tool for Facebook Marketers to deeply understand users: who 

they are, and what they like. Facebook Marketers may exploit this information to build a set of 

potential user database with details of needs and personnal information; these users will be the target 

audiences who will bring highest rate of conversion.  

 

Below are some examples I did graphsearch to understand more about the users who like my Fan Page 

Lớp Học Marketing Online C&MO (http://fb.com/MarketingOnlineCMO).  

 

This function is only available in English (US). If your account can’t use GraphSearch, let change it into 

English (US).  

 

https://www.facebook.com/MarketingOnlineCMO
http://fb.com/MarketingOnlineCMO


 

 

3.1. Using Facebook Graph Search 

 

a. Pages liked by people who like… 

 

The people who like our Fan Page, what else do they like?  

 

 

  



 

 

b. Pages liked by people who like [two pages]… 
 

People who like your Fan Page and other Fan page, what else pages do they like?  

 

 

  



 

 

c. Favorite interests of people who like… 
 

What do the users like?  

This is the reason why you should aim to the exact interests of users when identify target audience for 

your Facebook Ads.  

As my Fan Page is about Marketing, it’s not a surprise to see other marketing pages liked by my fans, 

yet “12 Cung Hoàng Đạo” (12 signs of the Zodiac), and English appear to be quite interesting!  

 

 

  



 

 

d. Groups of people who like… 
 

You are highly recommended to join some of those groups since you may find lots of your users 

there.  

 

 

  



 

 

e. Pages liked by Marketers who like… 
 

You are searching for Fan Pages liked by Marketers who like your Fan Page.  

Here are among the most popular Marketing communities in Vietnam.  

 

 

  



 

 

f. Pages liked by people over the age of 25 who like… 
 

Now let focus on users of above 25 years old  

 

 

  



 

 

g. Pages liked by women who like… 
 

… Or we might search by gender 

 

 

  



 

 

h. Pages liked by men over the age of 25 who live in Hà Nội and who like… 
 

Now, let filt the search deeper… 

Fan Pages liked by men over 25 years old who live in Hà Nội and who like Lớp học Marketing Online 

C&MO.  

 

 

  



 

 

i. Favorite interests of women over the age of 25 who live in Hochiminh 

City, Vietnam and who like… 
 

 … and so so so much more!  

 

 

  



 

 

j. Places visited by people who like… 
 

My fans really love cafes!  

 

 

  



 

 

k. Restaurants in Hà Nội visited by people who like… 
 

And they are all in Hà Nội or very nearby … 

 

 

  



 

 

l. Movies liked by people who like… 
 

This may not mean a lot to my business – marketing, yet what about entertainment industry?  

 

 

  



 

 

m. Games played by people who like… 
 

Again, these results are very helpful to businesses which are nourishing plans to develop apps in 

Facebook platform; you can also refine by age, gender, location …  

My Fans love Dragon City! 

 

 

  



 

 

n. Favorite music of people who like… 
 

I’m so happy that many of my fans love Trịnh Công Sơn music –just like me!  

 

 

  



 

 

NOW, IT IS YOUR TURN TO TRY!  

If you still have not grasped all the Graph Search Queries, then it is highly possible that … we are the 

same!  Keep digging deep into this feature; you’ll be able to find out so much more helpful queries!  

Look at the right corner of Graph Search page, if you search for people, then you may want to try the 

“More Than x People” to narrow down results:  

 

 

Queries which do not search about people will somehow be simpler.  

 

First of all, let learn how to use Facebook Graph Search to deeply understand about your users! 

  



 

 

3.2. Application of Facebook Graph Search 

… How about finding YOUR LOVE?  

 

Haha, such a shocking topic, isn’t it? Welcome to a very interesting part of my book! This is not my own 

love story, but just a way to “lead” such a hot topic that I bet many of you will be very interested in, 

which is:  

I’m still single and I want to find my lover!  

 Of course you can do it by using Facebook!  

I thoroughly understand your need to find a lover. In this part, I do have some very lovely tips to share 
with you!  

 

(The art of finding lover on Facebook - Trungduc.net)  

 

Now, let explore our journey to find a lover on Facebook together!   

 

http://trungduc.net/wp-content/uploads/2014/03/nghe-thuat-tim-kiem-nguoi-yeu.png


 

 

a. Who is she?  

 

Before searching for the “target” lady (or ladies), you better set in advance some criteria to get the 

almost- right-ones in terms of age, location, job, interests…. Let list the features as specific as possible!  

 

For example:   

 

A boy, born in 1990, from Sơn La province, currently working as an IT man in Hà Nội, wants to 

search for a girl born in 1992-1995 in Sơn La or Hà Nội and currently living in Hà Nội.  

 

P/s: If you are Asian, you care about Oriental traditions such as stars and age, and you don’t know who 

will suit you, then just pick up the phone and ask your parents, you’ll get the answer right away  

 

  

Specific list of criteria  

Some people do not mind the issues of birth star or the year of birth, it is more important to them the 

story of “fate”, then it would be much easier to search for someone. However, let set practical criteria 

so that our journey to find a lover on Facebook would be shorter and more feasible, say, a girl near 

your location will have more common topics to share with you than someone very far away!  



 

 

b. How can YOU find HER? 

 

A very simple and effective way is to use Graph Search on Facebook. 

 First of all, search for everyone who lives in Hà Nội …   

 

The results will show lots of people, including my friends, and the ones not yet in my friendlist 

 
…narrow the results with female option … 

 

Or male (it’s up to your interest)  

Some people say that it’s more exciting to “steal a girl from her boyfriend” because instead of 

competing against many guys, you only have one competitor to defeat… yet, it’s just a lovely delusion 



 

to mutually comfort each other. To stay away from troubles, I highly recommend you to target at the 

single only.  

 

There are thousands of “Forever Alone” targets!  

 

If you are in a big company with thousands of employees, you might jump at a chance with an office 

romance story… 

 

This is the option of workplace  



 

 

Options of current location: Hà Nội, Việt Nam; and Hometown: Sơn La.  

 

 

Sau lấy nhau cũng gần… 

 

You have a name in your mind which fits some of your criteria? Try your luck!  

 

 

Besides, you may want to click on SEE MORE FILTERS for more filtering options, the more accurate 

the options are, the much higher rate of “success” you may cherish.  



 

 

Age range: 18-22 

 

On completion of filtering, you will have a list of potential “muses”.  

 

Ok, there are lots of targets available! What’s next? So many options!  

 

 

 

 



 

Visit her Timeline and review her statuses to see whether her thoughts and her expressions suit yours 

or not. If you are a practical person, you will feel unsteady with a dreamy girl of romantic Korean 

movies and music; or if you are a smart and gentle girl, you will not accept a guy of bad words and 

rude expressions… 

Those are the first impressions we should search for. Trust me, when she/he accepts your Friend 

Request, they will still do it the same way to get impression about you!  

Check About for her personal information: what she does, what is her belief; if she shares her 

birthday, then check your Horoscope matching with her! 

 

 Visit her Albums to find out whether she’s pretty or not? Is she fit? How does she feel about the 

pictures and life? 

 

Finally, pick an apple of your eyes, or some “potential” apples that may become your lover (or lovers). 

Send them Friend Requests, some of them will accept, some will leave it pending, others will reject it 

straightly.   

If she ignores you, then let her go (there are plenty of fish in the sea, don’t worry! ). If she accepts 

your Friend Request, you are still strangers, literally Facebook friends with little meaning to a real 

valuable relationship.  



 

 

c. Who is she?  
 

There is a popular saying that: “girls fall in love with their ears, boys fall in love with their eyes” which 

is somehow reasonable, it’s sometimes a combination of subjective impression and the propriety of 

certain trends such as: girls tend to make hot and sexy poses, boys tend to use sweet words when 

flirting… Of course everything is relative only, yet if possible, let use and share nice words or notions 

that she may like, they will serve you very well. 

 

And how to know her interests? It’s very simple!  

 

You can cast a quick glance at her friendlist to find out some mutual friends. If those mutual friends are 

someone you know well, then you are lucky! Find a way to her heart via a mutual friend! (It’s best that 

she/he is of your same sex) 

 

Check Places to learn her favourite places, then one day, all out of sudden, you may wait for her there 

and make it up like a fate arrangement from … the past life!  

 

Check Groups to know her communities and join some which interest you. Whenever she raises a 

question or gives a comment, be prompt to join her.  

 

Use Graph Search to search for all of her photos. Her life will be “exposed” to you completely!  



 

 

When I found out that she’s studying abroad in Taiwan, I decided to shift the target!  

 

After shifting to the first next muse in my list, I got her “insight”:  

 She loves travelling (basing on her statuses & places ). 

 She lives in An Sinh apartment building (places). 

 She loves visiting pagodas, especially Perfume pagoda (places). 

 She loves coffee, and often goes to Highlands Coffee (places). 

 She is studying in the Academy of Journalism of Communications (about). 

 She is fairly good at English (status). 

 She is a Leo (horoscope), she is competent and confident – at least she wants to give other 

people this impression. For example: she loves to be praised, she never wants to take the junior 

role but a “star”, dominant person. She’s conceited and arrogant. Thus, only a talented guy or 

someone who’s confident to offer her a “gorgeous” life that she’s longing to, will be able to win her 

heart. If love is not as beautiful as she wishes, she will move on to strive for her new dreams at any 

prices (horoscope). 

 … 

Such an amazing lady! Yet, calm down, she’s not the one who every guy can flirt, and she’s not the one 

who will give an eye to everyone.  

As you have learned that much about her, now you can really answer the questions: “who is she?” and 

“can I win her heart?”  



 

 

d. How to make her reach you?  

 

As I mentioned, let study her deeply to know who she is, then you will be able to answer this question 

easily.  

 

Sometimes, post some the statuses that you know for sure she will fancy (even when she has not seen 

your posts).  

Make sure that you like her statuses/photos frequently, plus some interesting comments.  

One day, she will notice you, decide to visit your timeline, and get impressed by your previous 

statuses, or photos of her type. Remember, always be polite and gentle!  

Then one day again, you two may accidently meet again in Highland Coffee … as a coincidence!  

That’s when she has found You! 



 

 

e. Happy ending?  

Well, I don’t know, it absolutely depends on you!  

I want you to keep in mind that, just as when you are doing Marketing or business, try your best to 

understand your customers! Customers or users should be perceived as the persons you are looking 

for as potential lovers!  

 

The happy ending will come true when you have her; it also applies to me in the way that I know you 

have reached the end of this part, regardless whether it has successfully aroused on you some new and 

interesting impressions!   

Thank you! And, be a good “lover”!  

 



 

IV. Custom Audiences 
 

4.1. Facebook User ID  

UID (User ID) is the ID number of each user on Facebook, for example, my first Facebook URL is:  

facebook.com/1784513392, then my UID is: 1784513392 

 

Facebook has a tool which allows us to get UID: developers.facebook.com/tools/explorer , just dump 

in a profile URL, you’ll get pulic information of the profile shown to you.  

 

 

 

Why do we need UID?  

For example, you have an Online Marketing course for students who are beginners in Online 

Marketing, you invest in running Facebook Ads, and still, you are not satisfied with the results from 

Facebook Ads.  

You may be able to find out some big pages, and groups which are high quality communities with 

precious users who will exactly be your target audience. For example: Fan page“Cộng Đồng Marketing” 

(a community of users who like Marketing and Online Marketing in Việt Nam), Fan page YBox (an 

information hub of startup news, and courses for students). You will wonder: how to make my 

Facebook Ads shown exactly to users of those Groups, Fan Pages, and Places? This will enable you to 

target to the right audience, reduce costs, and raise conversion rate…  

 

How does Facebook support adding UID to Facebook ads? 

Currently, Facebook Ads tools allow adding UID to the define target audience of your ads. To get and 

add UID is acceptable by the policy of Facebook.  

http://facebook.com/1784513392
https://developers.facebook.com/tools/explorer


 

 

4.2. GET User ID 

There are many ways, methods to get UID. In this section, I will share with you a famous and 

professional software in Việt Nam which specializes in getting UID: iTarget. Beta version is available 

at:  

 http://isale.vn/phanmemitarget/ 

Direct download link:  

http://isale.vn/phanmemitarget/itarget.zip 

Access the link and download the software.  

To use it, you need an iSale.vn account:  

 http://isale.vn/user/login 

Once you’ve logged in, there are plenty of options for you to get UID.  

 

For example, with Graph Search, you insert URL link of groups of target audience  

 

… and choose  GET UID>Save.

http://isale.vn/phanmemitarget/
http://isale.vn/phanmemitarget/itarget.zip
http://isale.vn/user/login


 

 

4.3. Audiences 

Having a (potential) customer database, your task is to inform Facebook via these following steps:  

First, access Ads Manger: 

 https://www.facebook.com/ads/manage 

Then select Audiences on the left handside: 

 

Click Create Audience … 

 

and select Data File Custom Audience… 

- Data File Custom Audience: Match emails, phone numbers, Facebook user IDs, app user IDs 

or IDFAs to people on Facebook. 

 

- MailChimp Custom Audience: Sync with MailChimp to match your email lists to people on 

Facebook. 

 

- Mobile App: Create a list of people who have taken a specific action in your app or game. 

 

- Website: Create a list of people who have taken a specific action on your website.

https://www.facebook.com/ads/manage


 

 

A table will pop up; fill in the database of your target audience.  

- Name:  Give your database a name with specific time of creation. 

- Description: Give short description of the database, make it detailed and simple for later 

reviews and analyses.  

- Data Type: Choose User IDs (for User IDs database). 

- Choosen File: Choose specific file.  

 

Click Create Audience… 

A loading box will show up for a while (depends on the number of your UIDs), your Target Audience 

will be created after a while.   

 

… some minutes later and everything will be ready. 

Then, you have finished creating Target Audience by UID. In the sections below, you will understand 

more how to use these UID files for the best results.   



 

 

4.4. Retargeting Audiences 

If you have personnal website, and you have not installed the Retargeting Facebook code, then it is a 

big mistake. You have missed a lot of your target audiences! 

Retargeting is like a funnel which helps create effective target audiences for Facebook Ads, basing on 

the views on your website.  

Now let’s take action, this is a small part in Audiences, click Create Audiences and choose Custom 

Audience from your Website.  

 

Give a name and description to your Audiences, the more detailed and proper it is, the easier your 

work will be.   

 

Click View Custom Audience Pixel to retrieve Code and install on your website.  

Header section of your website. 

 

When you have finished installing the code, you will have 2 options of how to use the website’s views:  

- All Website visitors: Data of visitors with Facebook profiles who have visited your website 

will be saved for your later advertising purposes.  

- People visiting specific pages: You only use data of users with Facebook profiles who 

accessed your website from certain link (links).  



 

 

For example, in my case, I select option 2: people who visited Digital Marketing and its sub-categories.  

Instead of saving visitors’ data in 30 days, you might save it up to 180 days to increase total target 

audiences.  

When you have finished setting configurations, spend some minutes to check whether they are correct 

or not.  

 

Click Test This Rule 

 

Insert the URL you need to test in Test URL box, if it’s correct, the green tick will appear.  

 

If visitors came from other links apart from Digital Marketing categories, an (x) sign in red would show 

up. 

 

Once you have finished installing, your Audiences will be completed day by day. The more vistors you 

have, the more target audience’s data you will get to serve your advertising purposes or any other 

missions you might think of.  



 

V. Advertising on Facebook 
 

5.1. Image dimensions 

What are the dimensions of a Timeline Cover Photo? What are the dimensions of the Thumbnail photo 

of a shared link? How to best display photos on Timeline, News Feed on PC or Mobile? 

 

 

 

The following helpful tips will help you to manage and share photos on Facebook.  
 

a. Desktop News Feed 

 

 

Photos’ Dimensions on News Feed suggested by 

Facebook:  

 Text: 500 Characters Max. 

 Title: 1-2 Lines 

 Domain: 1 Line 

 Description: 2-3 Lines 

 Image Size: 400×209 pixels 

If the dimensions can’t meet at least 400× 209 

pixels, Facebook will automatically adjust to 154 × 

154 or 90 × 90. This will make a big difference! 

 



 

Ví dụ: 

 

Photo of full required size – very BIG. 
 

 

Under-required size photo: too small. 

 

b. Mobile 

 

 

Facebook’s suggestion for photo’s dimensions on 

News Feed on Mobile   

 

 Text: 110 Characters Max. 

 Title: 1-2 Lines 

 Domain: 1 Line 

 Description: Up to 1 Line 

 Image Size: 560×292 pixels 

 

If the photos can’t meet minimum size of 

560×292 pixels, Facebook will automatically 

adjust it to 100×100. 

 

 

I know what you are wondering: Why photo News Feed’s photos have larger size on Mobile than 

on desktop?  I guess that it is because there is no sidebars on Mobile interface.  



 

c. Sidebar Ads 

 

  

d. Facebook Ads 

 

 

 

 

  



 

 

5.2. Ad Sets 

On March 4th, 2014, Facebook announced good news that they have decided to change and upate their 

advertising structure of Ads Create Tools, Ads Manager, Power Editor and Apps developed by third 

parties such as: PMDs, FBX and other mobile interface partners.  

1. Campaign: This helps Facebook marketers measure and optimize advertising campaigns. Each 

campaign may consist of some Ad sets.  

 

2. Ad Set: This is to set daily budget or lifetime budget for the whole campaign from the start to the 

end date. Each Ad set may have many Ads.   

 

3. Ad: This is to create ads, select target audiences, location, bidding…  

 

 

  

Features in each level of an advertising campaign 

 



 

 

 Run Status: Active/Paused 

 Objective: Campaign’s objectives (click to website, page like,…). 

 Schedule: Set scheldue to run Ads.  

 Budget: Manage maximum budget.  

 Bidding: Select bidding price for each Ads.  

 Targeting: Define target audience (demographic options, locations…) 

 Creative: Make content for the ad (content, image, call to action...)  

 Reporting Avaiable: See available statistics/reports.  
 

Example of using Facebook’s new advertising structure  

 

I have 2 objectives for 2 separate subjects:  

1. Website trungduc.net: Click to website -> Campagin Website TrungDuc.Net 

2. Fan pageTrung Đức: Like Page ->Fan pageTrung Đức 

 

.  

There are two ad sets in the advertising campaign for Trung Đức Fan Page 

1. Page like – Target: Objective of Page likes from Custom Audiences. 

2. Page like – Not Target: Objective of Page likes from Facebook users who have been filtered by 

gender, age, interest, location…  

 

http://trungduc.net:%C2%A0/
http://trungduc.net/
https://www.facebook.com/ToiLaTrungDuc


 

 

I set maximum budget/day at 20,000 VND ($0.95) – lifetime budget.   

 

The Ad set Page like – Target has 2 Ads. By dividing into small Ads, we can optimize bidding price 

better.  

 

And have you seen that?   

 

Thanks to the proper and detailed advertising structure, together with supplementary features, 

creating and managing ads has never ever been easier.  

It is utterly easy to see which campaign is effective, which is not; which ad is effective, which is not. 

Thus, you will be able to work efficiently to optimize time and manage costs.  

 



 

 

5.3. Add Payments 

To run Ads or any other actions involving payments on Facebook, you need to add payment methods.  

You will need a Credit Card (any nearest bank office can serve you for this demand)  

From your profile, go to Setting, select Payments. 

 

In Payments Methods, add one method (new)   

 

A confirmation box will show up and ask you to type your current password.  

 

Input information of your Credit Card.  

 

When you have completed setting, you will be able to see a list of available payment methods.  

Now you can start running Ads. 



 

5.4. Create Boost Post 

For some reasons, you really want certain posts to be seen by all fans of your Fan page.  Maybe kind of 

thank-you post to royal customers, or some customer services … Then Boost Post will be very helpful 

to you.  

 

Under each post, there is a Boost Post button, click on it!   

 

A Boost Post dropdown will show up, you should notice some of these following details:  

a. Audience 
 

There are two options: 

People who like your Page and their friends: target audience will be all of the people who like your 

Page and people in their friendlist.   

People you choose through targeting: Certain people at whom you want to target your posts. 



 

 

With the option of People you choose through targeting, you might advertise your posts to people of 

certain countries, regions, ages, genders, even 4-10 of their typical interests.  

 

b. Maximum Budget 
 

Decide budget you will spend for your advertising campaign.  

 

Basing on the Reach objectives or budget limit to select proper budget option 

 

Est. People Reached box:  shows the number of users that you expect them to actually see your ad 

(26,000-69,000), out of the total number of users who are able to see it (14,000,000)  

More Options: gives you additional options. 

 

Duration:  the time duration of boosting post  (Boost Post).  

Payments (Change): select another payment method.  



 

5.5. Create Facebook Ads 

Make sure that you have prepared your spears very well before stepping out to the battlefield, you 

should have been clear about what you advertise, who you target to, what your objectives are, how 

propriate your budget is, and it is best to have an available Audience. This will be a tough fight which 

may discourage any mighty warriors some time!  

 Visit Ads Manage: https://www.facebook.com/ads/manage 

 

a. Purposes of your Ads 
 

What kind of results do you want for your ads?  

 

Steps to set up advertising campaigns are almost the same for each single variation.  

 

In my example, I have a website which I want to raise visits, I selected Click to Website. 

https://www.facebook.com/ads/manage


 

b. Facebook Ad Images  
 

 

You might use 6 different images for one single ad. Pay attention to the image dimensions suggested by 

Facebook:  600px x 315px. 

 

You might upload new images, or 
search from the Image Library – 
click Brower Library to start.  
 

 
Or search for some available 
images stored in Stock Images, 
or get images from outside 
resource via Find Images.  

 
  
Images with inappropriate 
dimensions will have high 
possibility to be displayed 
improperly. In that case, let’s use 
Reposition Images to manage it 
effectively.  

 



 

c. Ad Text & Links  
 

This is a very important part – the content that you want to send to your customers, users. Thus, be 

very careful and considerate for each detail.  

 

 

 

Connect ads to your Fan page to:  
- Display Ads on News Feed  
- Add conversion values (Page likes)  

 
If this is a secret Ad, or a small right 
handside ad, you might click on Turn Off 
News Feed Ads. 

 

 
 
 

 
 
Make a Headline within 25 characters – 
Headline will be the largest text line in an 
Ad.  
 
 

 

 

 
Act as a saleman promoting and introducing 
his products.  
 
You have 90 characters to tell your 
customers (users) what they need and what 
they can get from you.  
 

 

 

 
Use Call To Action is to raise conversion 
rate. In my example, Learn More is to incite 
curiousity of customers (users) to read 
more.  

  
Make some brief lines to describe your link 



 

 
 

 

to tell users where they will navigate to.  
 

 

 

 
 
 
And here is the exact result of what you have 
processed above, also the content that your 
target audience will see on their News Feed.  
 

 

 

 
 
My Ad will also be displayed on the right 
hand side.  
 
 

 



 

d. Ad Audience  
 

Now it’s time to know who is better than the other. How is your content? Is it good? Content of your 

competitor is also very good! So what’s next?  

 

How deep do you understand your users (customers)? Where do they assemble? How old are they? Do 

they speak certain language? What do they like? … do you know all those stuffs? 

 

Pay attention to the Potential 
Reach number, those are the 
people who will be able to see 
your Ads.  
 

 

 

 
You have already had databases 
of target users (customers) by 
using Targeting Facebook or Get 
UID? Then what else are you 
waiting for? Take advantages of 
those databases right away!  
 
If you haven’t got any, you can 
ignore this part. 

 

 

 
Of course, if you already have 
databases of potential users 
(customers), a corresponding 
database of exclusive users is 
indispensable.  
 
In case there are certain 
audiences (e.g: people you hate) 
that you don’t want your ads to 
be displayed to them, select 
Exclude this audience  
 



 

 
 

 
 

 
Where are your users 
(customers)? You want people 
of which locations to be able to 
see your ads?  
 

 

 

 
What is their age range? What is 
their gender? How old they are? 
Which language do they speak?   

 

 

More Demographics helps you 
find out more demographic 
details about your users 
(customers).  Have they 
graduated? Do they like boys or 
girls?   

 

 

 
What do your users (customers) 
like? What do they care?  
 
Do they care about business and 
technology – just like my users?  

 

 
 
Reach people base on purchase behaviors or interests, device usages 
or more. Some bebavior data is available to US audience only.  
 

 
If your users (customers) 
always have an Iphone or any 
kind of smartphones on their 
hands, this option is highly 
recommended.  
 
 

 

 

 
In Connections section, you 
may choose All to display your 
ads to all the audiences which 
have been defined above.   
 
Or you may choose Advanced 
connection targeting to only 
advertise to users (costumers) 
within the communities you are 
managing, or to exclude some 
certain audiences because they 
have already seen your Ads 
before.  
 

 



 

e. Campaign & Ad Set 
 

One Campaign might consist of many Ad Sets, and one Ad Set might have many Ads. That means, you 

better make cows get in their cow shed, make pigs get in their pig pen, and make the chickens get in 

their right coop.   

 

My campaign is to promote my website Trungduc.net (Campaign), yet there are dozen of ways and 

steps to promote a website on Facebook, from increasing Fan Page likes, driving website traffic, to  

usng Custom audience (Ad set), conducting A/B Testing, breaking the advertising campaign into small 

pieces for each image, location, interest … (Ads) 

Organize the whole advertising structures will help you manage them better, after all, this will allow 

you to understand reports easily.  

Budget: Decide whether you will set budget for each day, or will set it for its whole lifetime. 

 

The ad will start right away when approved or only start on certain date that you have decided?  

When your users (customers) are online the most? When are they online? Can you work at 2 am? To 

avoid wasting money and effort, pay attention to the time to spend for your campaign.  



 

 

f. Bidding & Pricing 
 

Finally, it’s about how you pay Facebook. You need clicks to your ad more? Or you need lots of people 

to see your ad more?   

 

If you are confident that your content is very good and you have defined correct target audience, Bid 

for Impressions will grant you a high conversion rate for sure.  

However, how can you know whether your Ad is good or not when you have no experience before?  

Therefore, my advice is to create as many ads as possible with variations in payment methods and 

bidding. By time, you will gradually become experienced with efficient working procedures 

 

If you decide to follow the traditional bidding, and use default price, it will be very difficult for your 

Ads to be displayed, except for the case your target users (customers) have never been targeted by 

other marketers. Solution to this matter is to raise bidding price to 50% to test effectiveness, yet in a 

short period only.  

 



 

 

5.6. Ad Manager Error 

There are so many cases that ads accounts are locked. However, it is because you have not 

comprehended Facebook’s rules, once you’ve fully understood, you will never have to worry about 

being locked, and even when it really happens, it will never be a problem.  

 

a. Causes  

Here are some of the main reasons which will make your ads accounts locked:   

 First time running Facebook Ads. 

 Facebook name does not match with name on Credit Card …  

 Use the Credit Card which has been used to run Facebook Ads from one Facebook account to use 

for another Facebook account on the purpose of double using Coupon which is unallowed by 

Facebook.  

 Errors of adding Coupon.  

 Create new Facebook account then Add Virtual Credit Card to re-use Coupon Facebook Ads to save 

money.  

 Facebook Ads account is used normally, Facebook name coincides with name on Credit Card… yet 

you usually move from places to places (cafes, workplace, home…)  which causes Facebook to perceive 

different IPs. 

 Violate any of Facebook advertising guidelines.  

 

b. Suggested solutions  

If your Facebook Ads account is disabled due to one of the above mentioned cases, you may apply 

those following steps:  

+ Go to this link (or in the error notification box, click contacting Facebook)  

www.facebook.com/help/contact/531795380173090 

https://www.facebook.com/help/contact/531795380173090


 

 

+ Respond to the issues Facebook brings out.  

 

 

 

http://trungduc.net/wp-content/uploads/2014/03/Screenshot_1.png


 

 

+  Your ID(s): Provide image of your ID card, driving license, passport…  

 

Requirement: 

 

- be in color.  

- clearly show your name, birthday and image which match data in your Facebook account.  

 

+ Click Send and wait for result.  
 

C. Result 

 

- Two or three days after you sent Disable Ad Account Help Request, if it works, you will receive a 

notification email like this one: 

 

-  If you receive an email like the image below, don’t be discouraged, try all the above steps again with 

utterly exact details, Facebook will recheck it for you.   

 

Notice: For newbees who have no experience in this issue, below is an email example. 



 

 

You may reply directly to the email that refuses to unlock your account:  

 

+ Email example:  

Dear Facebook team, 

I am newbie, my friend suggest me use Facebook ads for my business 

I ran ads for page facebook.com/abccxyz 

I setted up get more like and boot promote campaign 

I sent my identify card and visa card to confirm 

However my ads accountwas stoped suddendly,and Facebook that my Facebook account was lockout. 

They notice that it is the final decision 

I think have some misunderstanding in this case 

I hope you can review and open again my account as soon as you can, so I can continue to run my 

business 

Your sincerely 

 

 

Finally, here is my advice to you: if you have not read and comprehended Facebook’s guidelines, read 

them thoroughly, and carefully now. 

 

http://facebook.com/abccxyz


 

VI. Facebook on Your Website 
 

Before starting Online Marketing campaigns, you had better prepare the bests for your website, and 

make it really useful to users. This section will instruct you how to do that from the prospect of 

Facebook Marketing.  

6.1. Facebook Open Graph Meta Tags 

It’s not a secret that Facebook has become a big traffic hub for all type of websites. Nowadays, even big 

corporations want to direct users toward their Facebook pages, instead of Company’s website. And of 

course, Facebook widgets such as “Like” and “Recommend” buttons are being plugged in all types of 

websites. There is one common matter of sharing URL on Facebook which is: you generally can’t 

control the image and text attached to the URL. If you know about Facebook Open Graph API, it will be 

the exact solution to the mentioned matter.  

 

Facebook Open Graph is a protocol that allows communication between your website and Facebook. In 

other words, Open Grahph is the bridge to connect and make your website become a part of the social 

network for easy website promotions and social interactions.  

Facebook Open Graph consists of a collection of mega tags which help define content on website in a 

structure that Facebook can understand. When you share, like, or update a link on status, if your 

website has no Open Graph added to, Facebook can only recognize the post’s link  

Adding Open Graph to your website will make the web pages you share become an object with 

essential features required by social networks such as: title, description, thumbnail image… Thus, the 

link that you share will be more attractive to users who you tempt to make them click.  

 

All of Facebook's Open Graph META tags start with og:, then continue with more specific properties. 

 The data relative to the property set is within the content attribute.  

 

<meta property=”og:{tagName}” content=”{tagValue}”/> 

By using this simple Meta tag, you can tell Facebook about images, text, and more when sharing your 

web pates. Let’s have a look at some important Meta tags.  



 

image 

The image META tag tells Facebook the specified image to use when the web page is shared: 

<meta property=”og:image” content=”trungduc.net/wp-content/uploads/2013/11/bannerTD.png” /> 

Review Image Dimensions to check the exact sizes of image on News Feed (400x209px), or else, the 

image must be at least 50×50p to be displayable, with suggested image form of PNG.  

 

title 

Title goes with URL 

<meta property=”og:title” content=”Người chia sẻ Trung Đức – Marketing Online Expert Trung Duc” /> 

Most of the cases, it would be the title of the article or title of the page.  

url 

The URL must be address of a certain page.  

<meta property=”og:url” content=”trungduc.net” /> 

site_name 

Facebook allows you to provide the name of the website by which you would like it to be recognized.  

<meta property=”og:site_name” content=”Người chia sẻ Trung Đức“/> 

This is very useful for Facebook since apart from this Meta tag, there’s no way else Facebook can learn 

your name.  

type 

Facebook allows you to provide the type of the website by which you would like it to be recognized.  

<meta property=”og:type” content=”blog” /> 

 

More about Facebook Open Graph META Tags 

 

The above mentioned Meta Tags are some among many available Facebook Open Graph Meta Tags. 

Facebook also has Meta tags for:  

 Specific setting of Facebook applications - if your website has one Facebook app.  

 Activities.  

 Busineses.  

 Groups.  

 Places.  

http://trungduc.net/wp-content/uploads/2013/11/bannerTD.png
http://trungduc.net/


 

 

Facebook provides a debugger tool to confirm what you are sending.  

 

 

https://developers.facebook.com/tools/debug 

Open Graph protocol is a great way to share information of one page, also to control the shared 

information. Using Meta tags will make a significant difference in attracting users to your website. This 

is what a developer when developing a website needs to know.  

 

6.2. LIKE& SHARE Buttons  

Facebook has been attracting more new users with the Like button. This Like button allows users to 

interact with any web pages and share it with their friends on Facebook. Thus, it would be a great 

shortcoming if your website has no Like& Share buttons.  

 

 

Above the article 

 

 

Below the article 



 

 

a. Like Button  

 

Step 1: Go to Facebook Developers - Like Button 

 

 

https://developers.facebook.com/docs/plugins/like-button/ 

Step 2: Select Settings and Get Code. 

Step 3: Add your website’s source code.  

 

b. Share Button 

 

Step 1 : Go to  Facebook Developers – Share Button 

 

 

https://developers.facebook.com/docs/plugins/share-button/ 

Step 2: Select Settings and Get Code 

Step 3: Add your website’s source code.  

To do Facebook Marketing effectively, it is a must to optimize your website. I guess you all know this 

obvious knowledge. However, you may have not known that, once your Website is optimized well, it 

will be a bridge to connect Online Marketing channels together which will finally save you much effort, 

time and money.  

https://developers.facebook.com/docs/plugins/like-button/
https://developers.facebook.com/docs/plugins/share-button/


 

VII. Fan page 
 

7.1. Fan page’s Categories 

What is Fan page’s category? Why does Facebook divide Fan Pages into categories?  

 

When you create any new Fan page, there will be 6 options of category for you to choose: Local 

business or place; Company, Organization or Institution; Brand or Product; Artist, Band or Public 

Figure; Entertainment; Cause or Community.  

 

The Fan page’s category of “Local business and place” has more advantages than other types with 

features of: check-in, rate, more information filling sections and sub-categories.  

“Company, Organization or Institution” category:  This category is suitable to online businesses which 

have no offline location or have too many locations.  

“Brand or Product” is an attractive option to large brands such as: Samsung, BMW, Mercedes or wine 

brands such as: Chivas, Hennessy… 

“Artist, Band or Public Figure” category has its name tells everything.  



 

 

We can change Fan page’s category any time we want, thus you don’t have to worry whether you have 

picked wrong category or not. According to Facebook’s explanation, Fan Page is for fans and Facebook 

itself to understand which category that the information you promote on Fan Page belongs to. Each 

category has different features, so you should pay attention to getting appropriate category.  

We should choose the right category from the beginning for one reason: just like Google defines 

website categories, Facebook also needs categories to provide similar Suggest Page  for users. If you 

compare the ads displaying to you on Facebook with the pages that you have clicked “like”, you will 

find some connections between them in terms of both content and categories.  

Facebook requires page admins to decide Fan Page’s category to optimize Fan Page’s strength, connect 

the Fan Page with many other pages (so that Facebook can yield much when gives us promotion 

suggestions due to their big data) for the purpose of finding proper users. This also draws Facebook 

one more long-term benefit: a detailed internet information map which will broadly and efficiently 

cover a wide range of target audience for the Ads campaigns which aim to people who like certain 

pages and places.  

 



 

 

7.2. Suggested Pages 

It is very costy for a Fan Page to raise fans by using Ads. That’s why you should tacticfully make your 

Ads added to the Suggested Pages. Having this done, your Fan Page may get thousands to ten 

thousands of “likes” each day, reaching more users on Facebook.  

When one Fan Page is suggested, apart from the increase in Fan Page likes, views of recent posts also 

raise remarkably.  Since there will be a large number of users clicking to view your Fan Page, as a 

matter of habit, they will scroll down to read recent posts.  

For these benefits, Suggested Pages is the step that any Fan Page admin wants to try.  

 

a. Suggested Page Overview 
 

First of all, let’s have a look at the sources of Fan Page likes simply by looking at Likes tab in any Fan 

Pages ’ Insights, we will see where the Fan Page Likes came from.  

 

In details: 

 

 Page Suggestions: Likes from Suggested Pages feature. 

 On Your Page: Likes from users who see your ads, your posts due to their friends’ interactions, 

they decide to visit you Fan Page then click “Like” . 

 Your post: You make a post on your Fan page, fan A sees your post then like or share it, which 

makes his/her friend B also see your post, B will like your Fan Page eventually.  

 Uncategoried Mobile: Similar to Your post, user B on his/her mobile likes your Fan Page due 

to the shared posts, shared link of your Fan Page or invitation to like your Fan page.   

 Page likes: User A likes your Fan Page which makes user B also see and like your Fan page.  



 

 Ads and Sponsored Stories: Likes from your paid Ads and Sponsored Stories.  

 API: Likes from apps, from websites that have  the Like button linked to your Fan page(Likes 

from the third party not your Fan page)  

 Post by other people: When user A posts on the Fan page’s timeline, his/her friends  will see 

and like your Fan page.  

 Uncategorized Desktop: Similar to the Uncategorized Mobile, yet on desktop.  

Besides, there is also “Other” source which consists of all the unmeasurable sources.  

Thus, to increase Fan Page Likes, all we can do is to: set Suggested Pages, boost the number of posts 

per day, add more contents for mobile, increase ads and connections to other Fan Pages, other 

Facebook apps or relating websites.  

In more details, with Suggested Pages, there are several kinds of suggestions:  

i. Suggestions on Right hand side: Appears when you visit a profile’s timeline, event, Fan page…  

 
 

ii. Suggestions on the News Feed: When a user likes a new Fan page, the Fan Page that they have 

clicked Like before or Fan Pages of paid placements will appear as Similar Pages.   

 

 
To turn on/off this feature, go to: https://www.facebook.com/help/514622715244231 

 

 

iii. Suggestions on Timeline of other Fan Page: when a user visits a Fan page’s Timeline and clicks 

Like button, the suggestions will appear.  

 

https://www.facebook.com/help/514622715244231


 

 

 

b. The principles of Suggested Pages 
 

Suggested Pages appear on the ground of: interests, published information of users, their friends’ 

interests, and similar pages that they like… everything involving their existence on Facebook, and by 

some ways, Facebook knows that users might like those suggested pages.  

Nick has just updated his interest in “Football”,  and “Cars”, some suggested pages appear: 3 pages in 

Football, 2 pages in automobiles …  

 

Profiles which have long history on Facebook will be suggested some Fan Pages liked by their friends, 

Fan Pages going well with their interests, or Fan Pages similar to the ones they have already liked.   

 

 



 

c. Setting to join suggested pages 
 

Step 1: Select the right category for your Fan page.  

Go to Update Page Info, choose the right category of your Fan Page and add some sub –categories if 

applicable. Apart from the major category, one location Fan Page can have 3 additional categories. Fan 

page“Tôi Tự Làm” is in the same category of “Books and Magazines” as Tiki or Nhã Nam (the two well-

known book publishers and distributors in Việt Nam) 

 

You might also want to find the top hot Fan Pages in your country and in the world of similar category 

and content to learn their categories (More details in Facebook Trend)  

Tip: My personal observations reveal that, Fan Pages of similar types or similar names will have very 

high rate of getting suggested. This explains why some Fan Page systems such as Guu, Horoscopes, Tạp 

Chí Chim Lợn… earn Likes so quickly.  

Step 2:  Raise Fan pageengagement.  

Set direction to develop content for Fan Page (see Steps to develop a Fan Page), choose unique, 

exceptionally good contents.  

i. Always raise questions and give the answers from the fans’ standpoints, so that for each posts, 

fans will perceive as if they are asking themselves, not that they are being asked by others. 

For example: Which stuff you are making? Have got this picture frame at home?  …  

ii. Increase mini game posts: fun logic puzzles, crosswords, catch phrase games, gifts for fans with 

certain interactions…  

iii. Run ads for posts.  

All of those steps are for the purposes of increasing likes, comments, shares for posts and rating for 

Fan Page.  

You might also hold a mini online event such as: photo contests, mini games of different topics varying 

day by day to encourage interactions. Besides, some offline events such as: launching a new product, 

studying about certain topics involving the Fan Page will also help boost Fan page engagement. For 

example, in October 2013, Asbook held an offline event on horoscopes to launch new books, along with 

some online contests.  

 

Step 3: Pay special attention to content for mobiles.   

Mobile phone is currently a fertile market where there stay the “actual” users. Contents for mobiles 

should be simple, short, eye-catching and convenient.  Analyze your mobile users and their average 



 

ages to decide on the appropriate content and time to make new posts. Example of a horoscope Fan 

page:  

 

Results after a while  

 

This will help increase likes from mobile sources, also improve Fan page engagement. Facebook, then, 

will acknowlege your Fan Page to have certain attractions to users and they will add your Fan Page to 

the Suggested Pages.  

Step 4: Increase connections with other Fan Pages, websites. 

Invite partners to hold offline events or mutually share Facebook contents, just like what we do to co-

operate by SEO articles. To optimize views, we post their photos, their copywriting on our own page, 

tag our partner’s Fan Page, and cite source.   

 

Small tip: For any post, we should add our Fan Page’s location (if applicable) so that whenever our fans 

tag someone, we will have one more check-in on our Fan page.  



 

For websites, we make it similarly: seeding on forums, social networks … that have similar contents to 

our Fan Page to have more “quality” fans.   

Step 5: Check whether our Fan Page has been added to Suggested Pages list?  

Check it in: 

http://fb.com/pages/?frompageid=xxxx 

Replace xxxx by our page ID or page that you want to “follow”. When your page or the page you want 

to “follow” really appears there, you have gained the first success.  

 

 Check Fan Page’s Insights, if the Suggestion sources increase, you have really been successful. 

The nature of adding Fan page to Suggested Pages is to make a Fan Page with good and useful contents 

to users; Facebook then will suggest us more to the community.  

To reach that goal, we have to make it good in every step from collecting contents to creating useful 

messages to the audience.  

When you have many Fan Pages, it would be easier to co-operate with yourself than with some other 

partners.  

 



 

 

7.3. Facebook Reach  

Facebook Marketing Community is a community of tough and demanding Marketers. Normally, there 

are some acceptable exceptions when we overact and take actions impropriately.  

Regarding Facebook Reach, it’s easy to realize the overreactions. A part of the cause is from 

Facebook, another part is due to our conservatism which sticks with certain out-of-date beliefs while 

neglecting some up-to-date approaches, the rest are merely because of the pure lack of common 

sense of some individuals.  

 

 

To share a bare truth with you, last year, when the low reach became a nonsense reason for Facebook 

Marketers to show their angry faces to Facebook, this really irritated me. In my opinion, Reach is just a 

simple indicator which has little meaning when we look at the overall combination of different factors. 

However, most of us are taking Reach totally the wrong way.    



 

 

a.  How are we using Facebook Reach?  

  

 

Interview any Facebook Marketers about the indicatiors that they care the most, Reach will appear in 

the top list for sure.  

Why?  

Because you can find it right behind any post, without bothering checking Insights or exporting data 

from Fan Page, and it is updated in real time.   

No Facebook Marketers can ignore Reach. We are so obsessed by Reach that it takes over the reins to 

paralyze and manipulate all of our actions, thus most of our discussions will centre on “Why does my 

post get only X reach?” or “ Posts of my Fan pageonly gets X% of our fans”.  

 

It’s obvious that we manage this indicator as a micro factor, then why should we drive 

ourselves crazy whenever it drops down? 

http://tratu.soha.vn/dict/en_vn/Paralyze


 

 

b. How are we becoming so unreasonable?   

There are many reasons, yet first of all, we should clarify how Facebook works with information?   

Everyday, each user might receive up to 1,500 pieces of information, but Facebook only decides to 

display 300 out of 1,500 pieces to user, those 300 information items are from the friends and 

brand Fan Pages that the user interacts with the most.  

Lately, my observation reveals that within 24 hours I receive about 106 pieces of information from 

brands which are organically sent to me on Facebook. This number is quite big and contributed by 38 

different brands. Those information pieces are preferably displayed on my News Feed due to my 

certain engagements to these brands.  

Your contents must be very good to be among these preferable 300 items; I really mean they must be 

very good! Ever since the number of Facebook users started to increase dramatically (now 1.19 billion 

of users), there have been more active users than ever, thus News Feed has been more crowded and 

competitive. Oh, have I mentioned that there are more and more brands jumping into this battlefield to 

spend money heavily on?   

Facebook needs News Feed to give users good experience, and it’s obvious and undoubtable that they 

are doing it right. Facebook tried some experiments to compare between News Feed with a filter and  

News Feed without a filter (contents to display from times to times), and eventually results in the 

News Feed Filter that we are using which cherishes the highest users’ interaction rate.  

Make yourself familiar with it!  

 

Even when there is no filter, Facebook Reach can never be 100% of your fans. You can never reach 

every body. Generally, there is only half of your fans get online everyday, and each post can only reach 

a small proportion of online fans in the time range of 2 hours before and after the post appears on your 

page.  

We often go nuts when Reach is stuck under 5%, 10% or some similarly small number. Let’s think 

positively this way: if we are not working on Facebook but Twitter, how could we know how many 

percentages of followers one Tweet may reach?  

 

We also hold a misconception that once a user like our Fan Page, they would like to see everything 

posted on our Fan page. It’s nonsense! I myself like hundreds of Fan Pages, mostly of famous music 

composers, movies, TV shows or some products. Honestly, I never care what posts from those pages 

will display on my News Feed, and I believe that it’s how a common user concerns about this. They are 

not even a Facebook Marketer like us, but just pure Facebook users.  

We overreact because we think that everyone wants to see what we post, and we reckon that they 

want to see everything posted by brands that they like. Finally, it’s foolish to believe that users want to 

to reach every post that they have missed when they were not online.  



 

It seems that we all expect that our posts will be displayed to all of our fans, efficiently and 

considerately.  

  

c. Why should Facebook be blamed on this?   

First of all, Facebook is to blame because they created Reach. They don’t need to expose all the facts, 

and those data also do not need to be shown this publicly. But they do expose.  

Moreover, they not only make it an utterly simple number, but a fundamental figure - you can’t avoid 

it. It’s everywhere: in every post, every corner of the Insights. Facebook convinces us that Reach is 

important by placing it nearby every graph and chart, not to mention it’s dozens of times appearing in 

exported files.  

For this, Facebook has created unnecessary risks, because even though Reach may be a 

motivation for Facebook Marketers to spend more money, it also makes them get lost, angry and 

have unreasonable expectations.   

 

 

here… 

 

also here … 



 

 

and here… 

 

and here… 

 

again… 



 

 

You see, apart from Facebook, there is no other social network which shows this kind of data to users. 

But Facebook does, and we have been working on this Reach so hardly and passionately.  

Before reading this section, if you had not checked the Reach of your post today, I hope that from now 

on you will only focus on the numbers that really matter – figures that help you reach business goal, 

for example: shares, clicks on link, and conversion rate.  

  

d. High Reach does not gurantee huge revenue gains 

  

Reach really has little meaning since you can’t base on it to predict whether your business will go well 

or not.  

A professional Facebook Marketer will look at indicators such as: the website visits coming from 

Facebook and the revenue generated from those visitors.  

Closely tracking the indicators and you will see that a high Reach guarantees none of the things I 

mentioned above. A low Reach can be interpreted that Facebook only displays your post to a limited of 

users who care about your contents the most and this means high effectiveness.  

Facebook filter will always filter users who do not care about your contents.  

You still don’t believe that Reach has little meaning?  

Then see the example below:  

Before I started the C&MO 03 of my C&MO Online Marketing Course, I created an Event and posted on 

SinhVietnIT Fan Page (a Fan Page of IT students, about 500k of fans), I got about ~500 new 

registrations, but I had to struggle to filter people who were qualified to my course.  A few candidates 

were invited to the class, but then they dropped out (for some reasons!). Thus, finally, there was none 

of the candidates from SinhVienIT Fan Page pursued my course thoroughly.   



 

At the same time, I posted on C&MO Online Marketing Fan Page, info of the course was spreaded by 

learners of the previous classes to their friends who eventually turned out to be hard-working and 

cheerful learners.   

Thus, do not make yourself manipulated by Reach; instead, stay focused on indicators which really 

help you reach business goals. If they drop down, you are facing real troubles!  

  

e. How should we use Reach? 

I myself acknowledge certain values of Reach, though most of us are using it wrongly.  There should be 

an utter change in content strategy.  

We are paying too much attention to the changing Reach of each post since we learned from someone 

that one post a day is enough, sometimes 2 posts a week is ok. With this humble number, low Reach of 

each post might really be a matter since we are putting all the eggs in one basket which is fairly risky. 

We will not follow that way anymore; let’s try posting few times a day and enjoy the substantial 

benefits that will follow.  As far as I know, there’s a Fan Page which posts up to 15 times a day. With 

this density of post, Reach of each post is no longer important. The aim here is to get our Fan Page 

reach as many users as possible.  

 



 

 

This is an example: on November 14th, 2013, I shared 5 posts at 5 different time:  

 8:15am (2,385 Organic Reach). 

 12:30pm (2,143). 

 4:50pm (3,006). 

 8:50pm (5,742). 

 11:25pm (2,334). 

 

Among these 5 posts, 3 ones had modest Reach (just over 2000).  The lowest Reach rate of these 5 

posts was only 8.6% of my fans.  

However, when checking Daily Organic Reach in Page Level Export, it turned out that I reached almost 

6,709 on that day – totally 26.8% of my fan.  

And in the whole week, my organic Reach was 17,468 – 70% of my fans. You see? If we stop 

scrutinizing the exact Reach of each post, we will realize that our contents have reached a larger 

number of users than we thought, maybe after a week, or just a day!  

If you comprehend the insight of users’ behaviors and the density of your contents that they expect to 

see, it will be more reasonable for you to perceive these figures this way. Your boss will have no time 

to care about Reach of each post, but an overall picture of the total Reach that you get in the whole 

week.  

How about you now?  

  

f. Don’t follow the crowd!   

Look at the overall numbers, don’t beat around the bush with Reach any more.  

Make sure that you have absolutely understood Facebook’s ecology and imagine how an effective 

strategy will be.  

Remember: Always look at results.  

The crowd always acts weirdly and obsessively by worthless matters.  But you are different, trust your 

intuition on this!  

  

 



 

 

7.4. Increase Organic Reach for Fan page 

Back to reality, there are in fact many Fan Page admins worrying about the dramatical dropdown of 

their Reach. It’s a bad news. But here’s good news: this section of the book will help you overcome that 

fear.  

Of course, I will focus on interactions which are suitable and applicable to the contents on my Fan 

Page, maybe certain interactions (shares, link clicks, converstions,…), and you are smart enough to 

know which interactions best fit your Fan Page. Thus, in this section, we will agree on a common goal 

which is Organic Reach, calculating conversion rate will be up to your specific cases.  

 

Here are 6 steps you may follow to increase Organic Reach (even Fan Reach, which is absolutely 

something different!)  

 

a. Know when your fans are online  

 

If you want to update something on your page, post it when the number of online fans is highest, 

especially when you don’t have much post resource for a day.   

This seems obvious, yet if you do not notice and post at wrong time, you may experience a decline in 

Reach without knowing it. Luckily, Facebook will help you on this with Facebook Insights.   

After many versions of Insights (informing you about data of your page), Facebook finally has 

introduced a very useful graph, namely When your Fans Are Online to provide you statistics of the 

time range when the number of online fans is highest, and the time range when there are least online 

users of your Fan Page.  

 

 

This graph can be found in Insights/Posts. You will learn more about Facebook Insights in 

Measurement and Reporting.  



 

 

What interesting in this graph is that it shows when your users are online in 24 hours a day and 7 days 

a week.  

In my case, the best time to post something is from 8 am to 10 am (local time). Therefore, if I want to 

make many posts a day, I will try to publish the most important one, normally my newest article, from 

8 am to 10 am.  

Make yourself know well about when your users are online the most to reach the largest 

number of users via the most important contents! 

 

b. Post frequently  

There are several viewpoints about the frequency of Facebook posts. Some people believe that you 

should limit the number of posts to avoid disturbing your audience. Some others advise to post only 

one update a day, or only some few updates a week.    

 

 

 

And did you get what I mean?  

Approximately there are only half of your users who are online on Facebook at a time, averagely 30 – 

60 minute per day.   

If you don’t post any thing, it’s obviously that you can’t reach anyone. If you post only one update a 

day, you should only expect to reach online users within 1-2 hours.  

To improve Reach, you had better post many times a day. The exact number of the posts depends on 

your contents and tastes of your Fans.  

Do not re-post the same content in the same day. And do not create a post as if to quickly complete an 

assignment. If your contents’ quality goes down, users will not care about your Page any more.  

  

If you want to maintain posts of high quality, don’t hesitate to update more posts … . If possible, the 

more frequently you post, the better result you will again. However, I highly advise you to set a time 

gap of 1 hour between 2 posts.  

For me, I set time to publish a post every 4 hours, 4-5 times a day. I even sometimes set time to post in 

the midnight when I am sleeping. (see step 3) 

 

Here are some statistics to tell why you should update your Fan Page frequently:  



 

 

 

If you don’t post any thing today, the Reach will be 0. However, if luckly, you still have Reach for 

previously posts with limited number.  

And if you make a post, there are more than 0 people will see this post. It’s obvious, isn’t it? 

However, if you post 10 times a day, how many users could you reach? You will reach some of the 

same people who will see several posts in the day. However, in general, your total reach will increase 

dramatically.  

For example, on November 14th , I published 5 posts:  

 8:15 (2.385 Organic Reach). 

 12:30 (2.143). 

 16:50 (3.006). 

 20:50 (5.742). 

 23:25 (2.334). 

 

This is what I have been striving to form in terms of post frequency and distribution in a day. It does 

not work all the time.  

For a Fan Page with about 25,000 fans, the Reach I got was not much surprising. However, the key 

point is that I posted at 5 different times which were about 3-4 hours from one post to the others, and 

this resulted in a large number of users that my Fan Page reached just in 1 day.  

Total Organic Reach on November 14th: 6.709 

 

Imagine if I posted at 12:30, I could only reach 8,6% of the total users (remember Organic Reach also 

includes users who are not your fans). It’s so bad, isn’t it? 

However, in the same day, I posted 5 times, and I turned out to reach 6.709 users, accounting for 

26,8% of our Page’s fans.  

Do you want to reach more users? Then one day you need to have multiple times of posts with 

strategic time gaps between posts! 

c. Re-post the old content.  

 

One day I can publish many posts by set schedule to re-use old contents. Below is the post that I am 

setting to publish at midnight when I am sleeping.   



 

 

Every month I will update my old content list whose contents are still hot and valuable, then create an 

excel file to store those posts with some updates, and then re-publish those on Facebook. Each night, I 

select different time in the range of 22:00 – 02:00, with variance of about 10 minutes each time.  

When you have a list of 50-70 posts to set schedule, using a time setting tool is extremely helpful. 

PostPlanner may help you on this.  

 The first time I shared this post was in 8:00-10:00 am. I also wanted to put out posts at the midnight 

to reach new users. This not only boosted Organic Reach, but also for the purpose to reach users of 

different time zones.  

I find it absolutely effective to re-use the old contents. If I maintain sharing old posts at night like this, I 

will get hundreds of clicks for each post.  

Do you want to reach more users? Set schedule to re-post the old content when you are sleeping 

to reach new users!  



 

 

d. More attractive contents.  
 

I observed my News Feed and found out 106 posts from 38 different pages. I’m not sure how many 

posts that I would really see (without carefully obrserving like this), but I’m sure that these 38 pages 

provided some contents that I would love to see.  

 

Facebook knows this very well. They know that I am interacting with the Fan Page when I click “Like” 

button, comment, share, click the links, photos, and click to see people’s comments.  

Since I rarely comment, like or share, then each of my mouse clicks will become simultaneously 

important. Facebook will track my clicks and display the contents that I may care about.  

Facebook is not a billboard but a social network. Thus, it promotes social actions. If you make no 

connections to someone or some pages, there’s a high possibility that they won’t share news with you! 

Plus, as a Fan Page Admin, you should make messages which really call to action, don’t just simply 

make it like: “click like if…”, “comment if…” or “share if…”, it’s rubbish, and no one will even click.  

Provide the community some real values and they will be happy to spread your message.  

Do you want to reach more users? Create the content that is useful to your Fans and everyone 

really wants to see, not just you!  



 

 

d. Story Bumping 
 

This sounds tricky, yet Story Bumping is very useful to reach more users.  

To understand Story Bumping, let first mention EdgeRank – as you have already known in the very 

first sections of this book, EdgeRank is the algorithm by which Facebook allows old stories appear and 

reach more users.  

I have recently noticed this from my friends. They commented on an “ancient” photo or post (some are 

really old), and it appeared on top of my News Feed.  

 

I’m not sure when exactly this happens, yet to take advantage of Story Bumping, you need to change 

your role to a user (profile) and comment on the posts on your Fan Page that you need bumping. 

Story Bumping does not work all the time, still it’s worth trying, make a subsequent content about the 

posts to attract people to comment about it.  

 

You have to comment!  

 

In addition, Story Bumping is an algorithmwhich is closely related to a factor namely the Last Actor. 

Facebook will give preference to your last 50 interactions whether with other users or pages.  

 

In short, this is a necessary factor which will help display your contents on News Feed of your friends 

and fans frequently!  

 

Do you want to reach more users? Be a user and comment on posts on Fan Page. Remember: 

always be the last actor!  



 

 

f. Build high quality fans 

Do you want to raise your fan number dramatically? Buy it! Or use Ads to increase fans. Or hold 

contests with attractive awards but have no connections to your brand!  

Those are the quickest way to kill your Fan Page!  

 

First of all, make organic fans by the above mentioned steps. If you frequently have good quality 

contents, those contents will also reach users who are not your fans yet. Probly, you will sink in Likes.  

Secondly, you should pay attention to advertising goals. Instead of focusing on low pricing, focus on 

the locations, and avoid the areas which only send spams to your posts. This might be costy, yet really 

worth!  

Use Custom Audiences to target users in your email list who are not your fans yet. Turn them into 

your fans!  

Use Graph Search and Lookalike Audiences to search for users similar to those in your email list. Those 

are users who are into interests and pages which may be suitable to the market segment you are 

heading to.  

 

 

This is a right way to build audience. By this, you can easily reach users who really want to see 

your posts.  

 

Do you want to reach more users? Build relevant target audience – the ones who really want 

to see your content!  



 

 

7.5. Steps to develop Fan Page 

While developing Fan Page, we might encounter many difficulties, from defining target audience to 

deciding what content we should post.  

To avoid such situations, we had better make a detailed plan from content, personnel, to methods of 

sending messages on time. After a while, we will be able to actively handle sudden incidents (admin’s 

dropout, low quality content, fans unliking…)   

A Fan Page with proper target audience defined right from the beginning will give you lots of 

advantages: optimized ads costs, quality community, high conversion rate…  

 

a. Product analysis 

  

First of all, carefully study what characteristics, features that your products/services have? 

For example: my products are luxury jewelries imported from Paris. They are expensive and for women, 

currently distributed in Hanoi area only… 

What demand do my products/service s satisfy? 

For example: they satisfy demands for accessories, luxuries products…. 

From your own research about your products/services, can you find out who will be your 

consumers?  

Remember to do this first step carefully!   

 

b. Customer analysis 
 

Since my products are expensive, they are only for women of upper class 

In general, upper – class women who have high income are not very young, ranging form 26 – 59, 

over-59-year-old women rarely get online, plus, they will be somehow indifferent to ornamentals at 

this age.  

In this age range, you should only focus on the ones from 26-30 since this is the group with highest 

demand for this kind of products (supposed so  ). They have high demand for up-to-date products, 

expensive products such as: cars, spas, beauty salons, houses… Since my products are only distributed 

in Hanoi, I only focus on people in Hanoi and preferably close to my location (very happy easy ship  )  

From this customer research, basing on your previous product analysis, you may imagine which place 

has your customers the most and what group of customers will be interested by your products the 

most?  

c. Making goals  
  

Estimate the goals you want to reach!  



 

What are the targets (reach/like/share/comment)/day?  

For example: one day you want to have 200 page likes, 30 likes/post, 3 comments/post... 

What is a good sales conversion rate?  

Example: It will be oke if your Fan Page attacts 20 users, 5 of them finally buy products/day ($100 of 

profit/product  sounds nice ) 

Basing on those targets, product and customer analysis, which keywords (demands) should we 

focus on?  

If we aim to organic interactions, how should we optimize content, Suggested Page?  

And if we plan for paid interactions, how big is your budget? 

  

d. Fan Page development plan 
 

This step is to draft a roadmap to develop Fan Page: how many fans will you get after 3 months? 6 

months? 1 year? Then we will decide on the minimum budget to spend on Facebook ads to reach 

certain likes at regular growth rate.  

Simultaneously, in which period of a week, a month should you hold sales events and campaigns? On 

the ground of Fan Page’s Insights, we can select proper time. 

This process almost depends on your original goals. Professionally, you should have plan with detailed 

time periods, side by side with sale campaigns of each month, each quarter. Or else, at least we need to 

define content proportion of each month (post type), and detailed schedule for a day.  

The typical proportions of post types that I have been applying for my Fan Page Tôi Tự Làm is: 30% of 

web instruction, 30% of instruction with image, 20% of creative news and images, 20% of images of 

other types which are sent by members. Each admin will be in charge of their field.  

Details in one day: 

Time Number of 
post 

Contents Admin 

8:10 – 9:10 2-3 Notification, news  

9:10- 10:10 2 Instruction, creative images  

10:10 – 12:10 2 Instruction on link web   

12:10 – 14:10 3 Instruction on link web   

14:10 – 15:10 1 Creative images  

14:10 – 17:10 3 Instruction images  

17:10 – 20:10 2 Images by fans  

20:10 – 22:10 2 Images by fans  

 

For the weeks with sales content, we need separate plans with supplementary stories, and after each 

campaign we have to measure feedbacks from members to for useful lessons for the next campaigns.  

e. Defining Fan Page keywords 
  

Another example of Fan Page Tôi Tự Làm, I decided keyword for this Fan Page as below:  



 

Handmade, crafts,  DIY, cooking 

With those keywords, I use Google Adwords – Keyword Planner, keyword and Ad group ideas. 

 

You will have lots of ideas for 

keywords:  

And I also use http://ubersuggest.org/ for more keyword suggestions.  

http://ubersuggest.org/


 

 

Then I use Keyword Planner to check the times those keywords have been searched, then export those 

data to an excel file. The cooking section finally has 5000 keywords: 

 

Excluding the repeated contents, there would be 3000 ideas to build content for a Fan Page.  

These are also users’ demands that a Fan Page may satisfy. 



 

 

f. Listing the “Sites” where your audience may stay 

I chose the top 50 keywords from all categories, then googled them for the purpose of searching out 

the websites with relating contents.  

For example with the keyword DIY, I got several impressive websites in the first page:  

 www.diynetwork.com 

 www.diy.org/ 

 www.doityourself.com 

 www.instructables.com  

In which I particularly like Instructables since it provides almost everything that I need. 

I did the same on Facebook Search, and then I had a list of Fan Pages, Groups which promote this 

content:  

 

When I reached the 10th keyword in the hot search list, result pages became quite similar in content, 

thus I thought: that’s enough! 

In the next step, I divided pages into categories by purposes:  

- For the sites and Fan Pages which are in English, I will use English keywords, for the purpose 

of creating the leading quality contents of this subject in Vietnam 

- The sites, Fan Pages in Japanese mainly specialize in origami, clay, creative ideas. Depending 

on each kind of content, the content sources in certain language will be an advantage.  

- The sites and Fan Pages in Vietnam will be potential partners of mine in the future.  

Besides, to avoid missing any good content from all the channels, I also searched on other social 

networks such as: tumblr, weheartit, pinterest because those are places with wonderful photos on a 

variety of aspects which would be fantastic materials to create content! 

And I used one separate email to receive updates from those websites, also create a news list on 

Facebook by going to the link:  

http://www.diynetwork.com/
http://www.diy.org/
http://www.doityourself.com/
http://www.instructables.com/


 

 

https://www.facebook.com/bookmarks/interests 

I also created a new list of Fan Pages in Handmade products to track their updates. I have 333 Fan 

Pages in this list.  

 

 

With groups that I had been participating in directly, I chose the setting to receive notifications from 

all posts.  

 

https://www.facebook.com/bookmarks/interests


 

So, whatever places with high density of our audience, add them to a list to follow their updates 

everyday. And, by that, you have created an infinite attractive content resource for users.  

g. Recruitment/ Personnel training 
 

We need admins to updates Fan Page, regardless a product or brand, or community Fan Page. Since 

the displaying duration on News Feed of a post is quite short (2 hours) while there are 24 hours a day, 

it will be a pathetic waste of time if we don’t fully optimize Fan Page’s power. Moreover, every Fan 

Page has certain fans online at different time in a day.  

The number of personnel depends on work load, interactions with fans or content demands that we 

need to address. For me, apart from the minimum indispensable admins, I still have 1-2 more admins 

in reserve.   

You need a standard daily Key Performance Indicator (KPI) and reporting system, also suggestions 

about contents, adjustment…from fans (either of brands’ Fan Pages or community Fan Pages), to draft 

sound recruitment copies.  

For example, to have 8-12 post a day of Fan Page Tôi Tự Làm, I recruit 8 admins from Hanoi, Hai 

Phong, to Ho Chi Minh city so that each day, each admin only has to make 1 post, and it would be very 

convenient if I need to hold an offline event somewhere.  

Channels to find admin:  

- Directly from members, groups of your Fan Page. 

- Join in specific groups and post recruitment Ads.  

- Advertise to audience of similar Fan Pages.  

To train those new admins, we should have a separate group to update news, instructions, 

regulations… 

 

Allow them to access content resources in step (e) and assign time slots for daily and weekly posts in 

accordance with our settled themes. Ask admins to send their posts in advance for our assessment and 

permission.  



 

Or at first you may offer them moderator positions to test their interaction with fans, and then 

upgrade their role to admin. It will take time to help them assess and modify contents reasonably.   

 

h. Running Ads campaigns  
 

Running Facebook Ads is applicable to any Fan Page, but one to sell products should have above 1000 

fans to give users impression of a trustworthy page, thus every Fan Page should run the first ads for 

Page Likes.  

For Fan Page Tôi Tự Làm, besides increasing likes for this Fan Page, I run ads for every single post with 

a tiny budget, mostly to make my page added to Suggested Pages. For each Offline event, I run ads 7-10 

days in advance, then check statistics (see instruction in measurement section)to modify content and 

images.  

For example, campaign for an offline event on 20/10/2013 

 Offline event for Facebookers in Hanoi, 16-25 years old.  

 Checking their Demographic info, I had a list of their features: they like creative content, 

shopping, on sale products; they are 18-22 years old, mostly girls.  

 The UID data I got from step 4 are mainly from some big Fan Pages such as: Mintown, 

Chic&Cheap Fleamarket, Địa điểm ăn chơi Hà Nội, Fan Pages of high schools, universities…   

 For target audience in Mintown, I made 3-4 ads about the events with unique stuffs that had 

never been introduced before.  

 For Chic&Cheap Fleamarket audience, I made Ads with image content of many sale-off products, 

up to 40% 

 For audience from Địa điểm ăn chơi Hà Nội, I made Ads with messages about delicious dishes of 

famous restaurants.  

 For high school student groups, I made ads about cheap items, dynamic flea market areas.  

After 1-2 days seeing reports of those Ads, I would decide on wheter to change images and content or 

not. For the ads that were too money consuming, after 2-3 adjustments but did not perform better, I 

would kick them out of the campaign and focus on more effective ads.   

Basing on the ad reports, I will know what make my campaign ineffective: audience, content, time, or 

even bidding price.  

 

i. Supporting Members 
 

After 6 months of operation, I would get UID of my whole fans to check who often commented, who 

raised questions on Timeline, PM inbox Fan Page … to have a list of active fans.  



 

 

Then I used my personal profile account Tôi Tự Làm to add friends with them, invite them to secret 

group for further support by the community, enhance bonds among members.  

 

Thanks to this group, I will have lots of updates about members’ accomplishments, also ideas for good 

content resources, or mates for admin positions, or coordinators for offline events.  

For each topic, we should create a separatet group to attract the right users and make the group’s 

content consistent.  

 

j. Fan page measurement 
 

After 2-3 months of operation, we should evaluate our Fan Page via:  

- Insights Fan page: check whether you have captured the right audiences, ages, locations in 

comparison to that in the market research and customer study? How are the interactions of 

each post? Do Page Likes grow regularly? Does Page Reach increase gradually?  

- How good are admins’ posts? Do the fans like their posts? 

- How effective is the Ads? How about sale conversion rate?  



 

 

Developing a Fan Page is a closed cycle in which measurement is a step to “look back” and improve or 

upgrade our Page. And, from measurement, let’s start over from step (a) and keep working on other 

necessary steps.  

 

7.6. Fan Page Content   

Here are 3 principles to make a proper strategy to create Fan Page content:  

 Make a strong ecosystem of admins, customers, suppliers, and content creators.   

 Grasp and share the experiences spreaded by users.   

 Content to promote and advertise your products should appear only 5% on your Fan Page since not 

many users interested in this content.  

 

Tips: Try to analyze the most favourable content which attracts interactions the most on your Fan Page.  

 

a. Post Types 
 

When you have got a competent content store for Fan Page and a plan to publish posts daily, just 

implement it, observe fans’ reactions and make adjustments. Next, what we should focus on is to optimize 

the contents to best serve more users.  

First, it’s necessary to learn about types of post on Fan Page.  

 

Status: merely consists of lines of text. This post type is to briefly update news to fans, very friendly to 

mobile phones, especially the ones of old operating system will be able to see this post easily.  



 

 

Photo: is a post consists of 1 photo and some captions. We can simultaneously upload more than one 

photo on Timeline or as an album.   

 

 

Video:  consists of 1 uploaded video and a text description. The video appearing on News Feed wil have a 

“Play” button, when clicked, the video will show up on as a Facebook photo viewer popup.   

  
 

Note: is a type of article in which we can insert many images in our writing, and when displayed on News 

Feed or Timeline, a note will have a very compelling title with a short description.  



 

 

Displaying on Timeline  (Fan page) 

 

Displaying on NewsFeed 

To write a note, go to “Note” on Fan 

Page’s Timeline and click “Write note” (if 

your Fan Page looks different to this 

illustration photo, click the small down 

arrow to see “Note” .  

 



 

 

 

Link: is the post type which has a link directs to another website. To make this post, you simple paste the 

link on the post box on Fan Page.    

 

 

For photo sizes, refer to Image Dimensions. Title and link description are up to you, remember, messages 

arousing curiousity , flickering emotions or calling to actions will attract more people to click the link.   

As soon as the preview box shows up, you can delete the link without affecting the post.  

 

If it’s a Youtube link, when appearing on News Feed, there will be a “Play” button to watch the video 

directly.  

 

A website link post will look like this  

Using a link post to run Facebook Ads is a very effective way to draw traffic from right target audience, isn’t 

it?  



 

Offer:  is the post type which you have to pay to make. Fill in all the boxes and set budget:  

 

Results: 

 

Besides, there is also Milestone post (important occurrences of your Fan Page) which is a variation of Offer, 

or a combination between Status and Photo.  

 

There is one more type which is Event – to create an event to group posts in certain time into 1 topic to 

easily track, advertise and invite friends to join.  



 

 

 

Result:  
 

 
 

 

You may access event link to edit cover image, information, ads, and updates about the event. It’s ok to say 

that this is a small Fan Page inside your Fan Page.   

 

Tip: If you have a location, do check-in your own Fan Page in each post, so that when your members tag 

one of their friends, your Fan Page will have 1 more check-in, which really helps boost TAT.  



 

 

b. Content Optimization 
 

To make an engaging post on Fan Page, the 3 following features must be assured:   

1. Unique or compelling content 

2. Strong call for action 

3. Touching psychological  and emotional effect to users 

For a post to sell products, I apply those rules:  

 

 

An example of a post with 3 above features: the 

unique carved letters and decorations are interesting 

to everyone; there is a call of action, and people’s 

jealousy is the emotional target.  

 

 

– Content positioning: What are the benefits for 

users if they buy your products? Answer the 

questions: “Why should customers buy your 

products but not your competitors’?” “Who you are 

in your customers’ mind?” and “What will this post 

be in customers’ eyes?”  

– Eye-catching title: why should members read this 

post? Try to attract users’ attention within the first 

10 words.  

– Easy process: does your purchase process have 

any problems? Is product information resourceful 

enough?  

– Call to action: Once fans are excited and curious, 

call them to action immediately by incencitives, and 

encouraging benefits.  

 

 



 

 

Example of image content: * 
 
 

 

FASHIONABLE LEATHER SANDALS, FREE SHIP NATIONWIDE. 

Just 350k ($16.7) for one pair of sandals. Elegan design and 

attractive incentives:  

 

-  FREE SHIP NATIONWIDE! 

- GUARANTEE 100$ MADE IN VIETNAM 

- EASY RETURN IF NOT SATISFIED 

- PAY ON RECEIPT  

- SMS TO ORDER: (PROVIDE NAME, RECEIPT ADDRESS, PHONE 

NUMBER, SIZE TO SHOP OR PHONE 09…) 

---------------- 

Natural leather sandals, rubber sole, excellent movements. Super 

light, robust, and water-resist.  

Displayed image is 100% of real-time products  

Size: 38-42 

---------------- 

ORDER NOW! Exceptional price from today: only 350k!  

Leather Sandals – Sandals for men! 

Address: …. 

(* Original ad is in Vietnamese) 

 
 

Put effort to content and nice images, you always can create posts which contain products/event 

information, yet still draw users’ attention.  

Finally, I’m gonna suggest you 20 ideas for good content for brand Fan Pages:  

1. Raise servey questions (their interests? their expertises…) which users might or might not know 

answers.  

2. Post a collection of products of different types for fans to choose.  

3. Fun puzzle games with awards.  

4. Ask for fans’ opinion to improve products to serve them better.  

5. Introduce your customers to some celebrities who use your products/service; feedbacks from 

customers.  

6. Hold online meetup with instant responses to customers’ queries.  

7. Company’s history, products’ development.  

8. Products’ manufacturing process.  

9. Important research to upgrade your products with outstanding features.  

10. Awards, Accomplishments (sale orders, number of customers…) 

11. Creative ways to use your products besides normal usages (for example: Coke with Mentos) 

12. List posts such as: 5 steps to have…, 7 usages of…., 10 habits of … relating to your products. 

13. Videos, images which show your employees’ friendly performance.  

14. Videos, images of your customers while purchasing or using your products.  

15. Videos, images of admins and their attributions.  

16. Video, images of offline events.  

17. Sharing, memories of employees while working for your company 

18. Difficulties your users might encounter and solutions.  

19. Videos, images of your partners.  

20. Certain content for a group of users or personalized products for special customers.  



 

VIII.Profile 
 

8.1.  How to use Facebook Profile effectively? 

You are wondering how to use your own Facebook profile account to contribute to your business most 

effectively?  

One of the reasons to make your Facebook profile helpful is that you have connections and 

interactions with lots of people.  

In this section, I will show you 10 ways to optimize your Facebook profile to best support your 

businesses.  

 

a. Allow others to follow you 
 

Follow is a feature which allows Facebook users to follow certain public figures or people without 

sending them friends requests.  

 

Connect with anyone on Facebook by Follow 

 

To turn on this feature, go to Setting/Followers, in“Who can Follow me”, you decide who will be able to 

follow you: either Everyone or Friends 

 

After turning on Follow function for everyone, you should pay attention to the security settings for 

your posts. For each post, if you only allow “Friends” to see your post, Followers will be unable to see 

it. Change the setting to “Public” for non-private posts.  

 



 

 

Decide who will be able to see your post 

 

One amazing thing about this feature is that anyone you deny to accept their friend request will 

automatically become your Follower, thus it would be easy and quickly to have a big number of 

Followers.  

 

You can quickly have a lot of followers.  

 

b. Share emotions.  
 

How to happily share about your company or what you are doing without irriating other people?  

There are always great working moments, and that will be just the things to share with everybody, 

some happy minutes on Friday afternoon, some interesting info about new services, or emotional 

experience with other employees… 



 

 

And because…  

 

Your Facebook Profile is not a press release, also not a page of your company. This is a personal page, 

thus you use your the language and tone of your own interest and preference.   

Try to share something; you will see how it works… 

  

Heart to heart is the shortest pathway.  

Don’t forget to tag the business or services that you provide! 

 

c. Directly connect to users  
 

Use your Facebook profile to connect with other users, tag other employees, customers, and friends; 

make compliments anytime, congratulate them when applicable, and connect everywhere.  

You will never regret those interactions, since everyone loves recognition, praise, emotional sharing. 

Just tag the people you want to thank or praise, you will get very positive reaction right away.  

 

http://trungduc.net/su-dung-facebook-profile-nhu-nao-moi-la-hieu-qua/


 

“Acknowledge” friends, and make sure you have tagged them  
 

d. Use Graph Search to reach Influencers 
 

With Graph Search, you can connect to influencers of your business. You might want to reach someone 

from other companies, a potential customer, a journalist, or employees of your own company.  

(?) Still confused about Graph Search? Go back to previous sections:  Facebook Graph Search and 

Facebook Marketing  
 

Use Graph Search, you type: “My friends of friends who work for (company)” 

 

 

There are a lot of people in Cốc Cốc Search that I have not made friends with. Is this a shortcoming?  

 

Take advantage of your friends’ connections to develop yours, it’s a fresh new concept in Social Media, 

yet in reality, we have been doing this for years. Isn’t it right that many of your friends are introduced 

to you by some other friends? Even your business partners!  

e. Formula to share content  
 

* A true formular to become an influencer is: 10% personnal information, 20% accomplishments, 

and 70% useful knowledge. Of course, the proportions will vary depending on the field of our 

brands.  

 



 

 

* This formula is actually almost right in any field of expertise. It’s always right for personal profile, 

also for your businesses.   

The above section is derived from the article namely Formula to share content on Facebook by Nguyễn 

Ngọc Long Blackmoon. You might find much more useful knowledge in this article. Check the full version 

here (in Vietnamese language only):  
 

 http://bit.ly/cong-thuc-chia-se-noi-dung 

http://www.nguyenngoclong.com/blog/truongsaCMS/blogger-nguyen-ngoc-long--I29bd.html
http://nguyenngoclong.com/
http://nguyenngoclong.com/


 

f. Never forget to tag in the photos  

 

When you tag someone, they will have notification displayed on their timeline, and depending on their 

setting, they will receive notifications about the newest interactions from the photo. This really 

enlarges the number of viewers, likes, comments for the post.  

 

However, be considerate; only tag people who have something relating to the photo.   

 

g. Use Facebook Voice Messages 

 

In one of the latest updates of Facebook Messenger, Voice message has been added. This feature is 

easy to use, yet it is often neglected.  

Simply access your messenger by Facebook mobile apps and record your messages.  

Reach and send someone a birthday voice message is much greater than text.  This is also an amazing 

way to surprise collegues, customers or other users about how you feel about them. Those are just 

among the many useful ways of using Voice Message that most users do not know.  



 

 

Facebook voice messages help people connect easily <3 

 

h. Hide your friendlist 

 

Sharing your friendlist sometimes will irriate your friends, or you yourself simply don’t want to share 

it.  

On the left hand side sidebar, in Friend tab, click the pen button and choose Edit privacy.  

 

Who can see your friend list? Who can see the people and list you follow? Who can see your followers 

on your timeline?  

My answers are: “Only me” – they are also advice to you!  

 

 



 

Those people are your customers, partners, users and they might also one day become your potential 

competitors.  

  

i. Search for users  

 

Before making a phone call or sending an email to a potential customer or someone to apply for a job 

or offer a position, why don’t you be friends with them first? Try to search for their Facebook or 

Google profile first, and make friends!   

This will really help you understand them, their experience, expertise, by visiting their LinkedIn, 

browsing what they publish on Facebook, how they perceive life… Visiting customers’ Facebook will 

help you know how to build good relationship with them.  

You can find someone on Facebook by using Facebook Graph Search. Sometimes when Facebook 

Graph Search couldn’t give the right results, Google satisfied me.  

 

 

Try to find someone on Facebook by Google search; you will see it’s interesting too!  

  



 

 

j. Create Facebook Lists 
 

This is a very fascinating function that very few people use it. News Feed only helps you to grasp 10% 

of the updates from your friends, people who you follow, or Fan Pages. A Facebook List will help you 

grasp 100% updates from your friends and Fan Pages, including likes/comments.  

 

First of all, try to create Custom Lists by clicking Create Lists. Type in the friends you want to update 

news from them, whose writing are always valuable to you.  
 

 https://www.facebook.com/bookmarks/interests 

 

 

Is this list enough for me to update all the news and entertainments?  
 

Instead of letting everything come randomly, why don’t you plan to build connections on your 

Facebook Profile? Think further, beyond the short statuses or momental emotions, you will get much 

more!  



 

8.2. Promote Posts on Profile  

Promote Profile Post is a way to promote Facebook post of personal profiles. Imagine you have very 

cool writings, and you want your posts displayed to all of your friends, 100% of your friends, not just 

10% as a result of the News Feed Optimization, many of the people who never read your posts before 

will be able to see your posts now. You will get 3 big gains:  

 

 If they don’t like your posts, it means they are not your target audience. They will unfriend or 

unfollow you, your friend list will be cleaner.  

 If they like your posts, they will interact, and follow you more closely, or even share the posts 

they really like, which will really contribute to viral marketing.  

 People who know your existence will love you more (except for dudes who unfriend you), 

together with the 2 above benefit, this process will help you make big leaps in building personal 

brand on Facebook.  

 

One small note: Promote Profile Post is not widely applicable, currently, Facebook is only 

experimenting in 2 geographic regions: America and Canada. I myself, in Việt Nam, applied some small 

tips to experiment this function for a while; the results really convinced me that this tool would be 

very “HOT” in the near future.  

 

 

For regions apart from America and Canada, the feature is not available. If you search in Facebook 

Help sections: Boost your Page Post -> Promoting Posts from Your Personal Account, what you will get 

is: “This feature isn’t available to everyone right now.”. 

 

Now, our job is to get the right to use this Promote Profile Post feature, and use it! 

http://trungduc.net/promote-post-profile-facebook-quang-ba-thuong-hieu-ca-nhan-tren-fb/


 

 

Step 1: Change your IP address into an US IP 

 

1. Download Hostpot Shield at: www.hotspotshield.com/vi 

2. Install. 

3. Start and click Connect. 

 

Step 2: Promote post 

Once you have installed and connected successfully, now your IP belongs to US, that means the 

Promote Profile Post is available to you now.  

This is how you will see in the Help section: 

 

How do I promote a post from my personal account? 

1. From your News Feed or timeline, click Promote below something you’ve 

posted.  

2. Add or choose a payment method. 

3. Click Promote. 

You’ll receive a notification with your receipt, and your post will be labeled Sponsored. 

http://www.hotspotshield.com/vi


 

 

Where can I see how a promoted post from my personal account is performing? 

For most posts you promote, insights will be available about one day after you promote them. To view 

insights for a promoted post, you can view it from your timeline by going to it and clicking Sponsored: 

 

 

 

See what percentage of your post’s views happened because you promoted it: 

 Regular Views shows the percentage of times someone saw your post organically 

 Paid Views shows the percentage of times someone saw your post because you promoted it 

Insights for posts you promote from your personal account do not show the raw number of people 

who saw your post. These statistics are currently only available for promoted Page posts. 

 

Now go to your Profile Timeline, you will see a tiny link which says: Promote 

 

1. Click the link, choose payment methods (remember to check the price)  

2. Make sure your visa card or paypal account still has enough money.  

3. Click Pay to Promote, then it’s done 

4. Sit and wait! 

 

Step 3: Measurement and assessment 

 



 

Since this is an experimental features while the assigned participants are only American and Canadian 

Facebookers, thus, as a foreigner, sometimes you will have to pay ads at high costs, despite the modest 

results.  

When you have completed starting an Ad, in the Ad’s interface there will appear a line: Sponsored, 

click it and a dropdown table will appear with statistics of Regular Views and Paid Views.  These 

figures are absolutely accurate and effective in measurement when you have a very good post and you 

promote it right from the beginning, thus: 

 Regular Views: tells you how many people will regularly be able to read your new post.  

 Paid Views: helps you to calculate ads costs and conversion rates basing on your own profile.   

Let’s take an example of my promoting profile’s post:  

 

 

 Since this post had been published for 2 days when I 

decided to promote it, by that time, my Regular Views had 

almost run out (only 8% left from viral resources) 

 This post targeted at specific audience: Fb Ads managers 

or people who want to study about Fb ads, thus it would be a 

waste of money to target to 100% of my Friend List.  

 Also, most of my target audience had already interacted 

with this post (Like/Share/Comment), thus the Regular Views 

number was very low 

 Expense:  149,000 VNĐ (~$7) 

 

 

Here are the statistics on the Downloads of my Power Editor Ebook from bit.ly: 

 

 

  From these statistics, and the data which had been saved before that, although the result was not 

impressive to me, yet this really generated certain benefits, especially when I had a plan, and a fairly 

good advertising campaign.  

 



 

 

8.3. Pages Expert & Ads Expert Badges 

What are these Facebook badges for?  

 

They are actually for nothing! They do not shorten your process, nor solve your problems better, nor 

make your customers get more revenue. They only have symbolic meaning that you have carefully 

studied Facebook’s mechanism, their ads, also regulations; as a consequence, your users will at least 

trust you better. To guarantee that trust, Facebook confirms that you have compeleted their courses 

and qualified to be a Facebook expert.  

After 2 Facebook courses, I am now a Facebook Expert!  

Check out the link below for details.  

 
 www.facebook-studio.com/directory/person/1784513392 

Or, see the picture below:   

 

 

 

https://www.facebook-studio.com/directory/person/1784513392


 

 

How to get those Facebook Expert Badges?   

Step 1: Go to www.facebook-studio.com/ 

Step 2: Click Education tab 

 

 

Step 3: In Get Studio Edge Access, type your email in.  

 

Important notice:  Don’t use Gmail, Yaho mail, or any free public email since Facebook requires 

business emails!  

Use email with business domain, if you don’t have any, you either don’t know how to make an email 

account with your own domain, read this article: “Create Email with your own domain, free and 

professional” (in Vietnamese) 

 
 http://bit.ly/create-email-domain 

 

 

Once you’ve inserted your email, a welcome popup from Facebook Studio will show up.  

https://www.facebook-studio.com/


 

 

Step 4: Start your training course right away!  

 

All the rest is up to you now! Finish some small Quizs (very very easy!) to complete these two courses, 

and you will become Facebook Expert! 



 

 

8.4. Account Security 

During my training courses for some companies, many people appeared to be surprised when 

witnessing me “pulling out my phone and wait”. In fact, I was waiting for Facebook confirmation code 

to log in my personnal account.   

This step is to create level-2 password, or account security 

Some services, social networks, and communities, depending on their importance and security 

requirement, may create high levels of security in which only computers with MAC addresses can 

access, or the passwords level 2, level 3, PIN code, confirmation phone number, confirmation email… 

 

From my own experience of using Internet, also from many others’, I strongly believe that account 

security is never redundant. I had to struggle several times when my bank account was hacked; I had 

to send dozens of emails to take back my yahoo account which had been created years ago, now I’m 

still regretting these accounts. It’s all because I was not aware of account security.  

 

From my personal point of view, among many internet accounts in the world (also in Việt Nam), there 

are two accounts which are especially playing important roles in the work and personal life of many 

people: Google account and Facebook account. That’s my personal view, how each internet user 

attaches importance to their accounts will absolutely depend on their own evaluation! 

 

In this section, I will instruct you how to set effective Facebook security to avoid the most risky 

incidents. This section is also to alert Internet users who are not paying any attention to account 

security.   



 

 

First of all, to go Setting  

 

 

If you have not added your phone number to Facebook account, click Mobile 

 

Go to Security to for security setting 

 

 

Tick Login Approvals 

 

 



 

Click Get Start 

 

 

Tick the phone you are using. If it’s not an Android or iPhone, iPod, then choose Other. 

 

 

Right after that, Facebook will send you confirmation code and the phone number that you have just 

added. Enter the code.  

 

 

Set Account Security right now!  

 

At this step, you have completed setting Facebook security, but you might encounter some log-in 

problems.  



 

 

If your phone is not a Smartphone, you don’t have Facebook app nor wifi, then you probly won’t 

receive Confirmation code. Don’t wait any longer, click “Having trouble?” 

 

 

Click “Send me a text message with my security code” and 5s later you will have the code  

  

Then everything is done! From now on, every time you log in Facebook in a public place or anywhere 

not your house, or even at your house but by irregular IP or Browsers, your account will always be 

secured by 2 levels. And your phone will be the key to log in your account, if it gets lost, you still can 

use the backup phone number, backup email, and you can change your phone number anytime! 

If you have not secured your account, do it right today, right now! If you don’t want a bad day when 

you can’t log in your account, and all of your personal and professional data will be “stolen”. That’s too 

bad, isn’t it?  

 



 

IX. Power Editor 
 

9.1. Power Editor Overview 

 

a. Why should we use Power Editor?  
 

Power Editor is a tool for businesses to manage multiple ad campaigns.  

With Power Editor, we can easily create, edit, manage and optimize ads, ad campaigns and posts by 

different accounts for multiple Pages. Facebook Marketers may buy placement on News Feed – the 

best ad placement on Facebook.  

In details, Power Editor allows you to: 

 Save time by using mess-editing feature which allows you to edit ads, posts.  

 Optimize ad management by statistics on users’ interactions with the ads.  

 Save time by exporting ad data from Power Editor to Excel and vice versa.   

 Best select ad placement on News Feed, both in desktop and mobile phone. 

 Easily create page posts, promote posts and schedule posts. 

 Directly select viewers and target the right audience.  

 Create ads on mobile apps and display on Facebook homepage to calculate and manage the 

number of viewers.  

 Use sponsored results to buy ads in search results to promote your apps or pages.  

 Make conversion tracking to calculate ROI via the reports on users’ important actions taken on 

your website after they click or view your ads.  

 



 

b.  5 simple steps to get started.  

 

 

1. Start your Chrome browser. 
2. Go to www.facebook.com/ads/manage/. 
3. On the left hand side sidebar of Ads Manager, click menu Power Editor.  
4. Click Power Editor; choose the account with Ads you want to manage by 

Power Editor.  
5. Click “Download”.  

 

 

 

c. Ad Tools 
 

In the left corner you will see the Ad Tools button, click it to see a dropdown:  

 

- Image Library: Consists of all the images you have used for your 
ads. Double click on the images to display corresponding ads.   

- Audiences: Creates and manage the people who you want them 
to see your ads.  

- Campaign Dashboard: Produces statistics on your ad costs.  
- Conversion Tracking: Tracks the conversion of your ad via 

reports on users’ actions after they view your ads. 
- Reporting: Manages admins’ rights and notification emails.  

 

 

 

 

http://www.facebook.com/ads/manage


 

d. Features and buttons of Power Editor 
 

 

Export & Import 

Export the selected rows in the list view to a FSC file. The CSV file has 1 title column and data of each 

selected row. 

Import data from Excel to Power Editor. You can also use Bulk Import to insert pictures on by one, or a 

compressed image files.  

Download Power Editor 

This allows you to download data from the Ad system of one account to Power Editor. If you edit those 

data from Power Editor, you will have to upload the edits first before download again. If you download 

from many accounts and then download from a separate account, Power Editor will download data 

right from that account without touching other accounts.  

Tips: The Download button can also be used to delete all the data from Power Editor. If you want to 

delete data, click Option button on Mac keyboard, or Alt on PC, the Download button will change to 

Drop button. Click it and all the data will be deleted from Power Editor.   

Upload Changes 

Upload all the edits you've made. If there are errors in any of your rows (ads or campaigns), you can 

choose to upload edits without uploading the rows with errors. If there are errors in the upload, each 

ad and/or campaign will be flagged and the error pane will explain the specific error for you to fix.  

Create Ad (tab Ads)  

Create new  

Create a new Ad or campaign. If you're in the Ad tab, you'll have the option to create a new Ad using 

this button. If you are in the campaign tab, you'll have the option to create a new campaign. 

Revert 

Revert to the latest version of a selected row. This reverts all changes made since the row was 

downloaded to Power Editor. 

Duplicate 

Duplicate allows you to create an identical copy of a selected row or a set of rows in the list view. You 

can use this to create duplicate ads or campaigns with a version number appended to the name. 



 

List Settings 

Select the metrics you want to see about your ads and campaigns. 

 

 

Field name 

Arrange rows in the view list by title column 

Search 

Allows you to filter rows in the view list  

Tips: Search is very helpful when you have multiple campaigns and you want to search for those that 

have certain keywords in their titles. For example, your Ads are targeted at certain audience (Male_18-

21_ProductB), you search Male, and all the Ads containing the word “male” will appear.  



 

 

 

Manage Pages 

 Select a Page or an Ad account from the drop-down menu on the Toolbar. 

 

Create Post 

Create new page posts. You may choose from status, link, photo, or video posts.  

Publish Post 

Publish posts for your Page. You post directly or set time to publish later.  

Create Ad 

Create a new ad to make the page post appear on News Feed. The ad will appear on Power Editor. Ad 

Post will be published, but not necessarily right away, you can set time to publish later.  

View Ads 

List of ads or sponsored posts that you’ve made 

With Power Editor, you now have learned how to create an ad without publishing a post on Page. It’s 

very convenient to mange Page’s contents and the post viewers.  

For post ads without publishing on Page, you can create many Ads with the same content, same 

message and then pick the most effective and economic one. Users are still able to like or comment on 

that Ad.  

 



 

 

e. Create Unpublished Page Post 
 

 
 

1. Go to Manage Account Groups on the 
left side of the screen.  
 

 
 

2. Click Create Unpublished Page Post; fill 
in all the boxes about the post. 
Remember, this post will not be 
published until you decide to have it 
published and appeared on Timeline 
 

 
 

3. Click your selected post so that it's 
highlighted and then click Create post 

 

4. You can choose to Publish now or 
Schedule time to publish later.  

 

 

 



 

f. Efficiency Analysis 
 
Before using Power Editor to adjust or refresh your ads 
or campaigns, let start by analyzing the efficiency of 
your current ones.  
 
From homepage, go to Stats>List Setting. Select or 
deselect the stats you want to analyze.  
 
Then you click the “Stats” dropdown button in the 
navigation bar to select a date and get statistics of that 
day.  
 
 

 
 
 

 

 

Post’s performance 

You can check the performance of each post in Page post tab of Manage Pages. Power Editor divides 

performance of each post into Reach, Engagement, and People talking about this.  

 

 

g. Edit Ads and Campaigns  
 

With Power Editor, you can edit any Ads or campaigns in Ads Manager. Here are 2 ways to follow:  

 

1. Edit one or multiple Ads or campaigns at the same time in the WorkSpace  

Click any Ad, campaign in the List View, to select multiple Ads, hold Shift button (for 

contiguous Ads) or Ctrl (for non-contiguous Ads). Then go to the WorkSpace.  

For Ads, you can edit Categories, Audiences, Optimization, Budget and Location.  

 

 



 

2. Edit Ads or campaigns by exporting to or importing from Excel  

You can export your Ads to excel files. Each line will contain one different Ad in on campaign. 

You can edit them in Excel, and then import them back to Power Editor. Here are the steps:  

 

 Select one or multiple Ads, campaigns.  

 Click “export” to open the file in Excel.  

If you select several Ads, all the Ads will appear together with details about the campaign. If 

you select multiple campaigns, all the Ads of those campaigns will be displayed separately on 

different excel rows. You can edit every detail of the Ads and campaigns except for the Ad ID, 

Campaign ID, and images. After finishing your edits:  

 Save the Excel file, click “Import Ads in Bulk” to import the Excel file.  

 Also, you can directly copy the sheet by using Ctrl + C, click “Import Ads in Bulk” 

in Power Editor, select  Import -> Paste into text area.  

 

h. Create campaigns, Ads and Sponsored Post  

 

1. Create a new Ad in Power Editor 

To create new sponsored ad or post:  

 If you want to create a new Ad in a new Campaign, create Campaign and Ad Sets first, 

and then create Ads in the Campaign.  

 An empty Aad line will appear in the List View. To create Ads for an outside website, 

select “Clicks to Website” in the default list and do the same steps to create an Ad.  

 
 To create a sponsored Ad or post, select suitable option in the list then select Facebook 

audience (Page, apps or event)  

 Input the Ad name, text and image of the sponsored Ads or Post.  

 Select placement for your Ads 

 In Audience section, select your target audience  

 Manage viewers by the beneath options.  

 

 

2. Create new Ads or Campaigns by Exporting to Excel  

 

All of your newly created Ads and Campaigns need to be added to your account.  

 

1. Select a Campaign or an Ad from the List View 

2. Click the Export button to export to a CSV file.  

3. Open the CSV file by Excel then save it.  

4. Delete the Campaign ID and its name (or the Ad) in Excel and leave them empty.  

5. Enter a new name for the Campaign (the Ad) and edit all the other fields. 



 

6. When creating new Ad, if you want it in an existing Campaign, don’t erase the Campaign ID and 

name, but only erase Ad name and ID then enter new ID and name. If do not want it in the 

existing campaign, erase the Campaign ID and name, the Ad ID and name, then rewrite name 

for the Campaign and the Ad.  

7. When completed, save the Excel file.  

8. In Power Editor, click “Import Ads in Bulk” in Import & Export 

You may use .txt format or “Unicode Text”. 

 

Click Import to insert data



 

3. Create sponsored post from post on Page.  

 

 Choose the Page you want to create sponsored post.  

 Click the Post you want to advertise.  

 Click Create Ad button 

 Select account you want to use to create sponsored post.  

 Select campaign you want to have the new Ad in.  

 Your sponsored post will appear in Ads tab then you will have right to manage just like 

other ads.  

 

 

i.  Buy Ad placement on News Feed 
 

 

 

2 steps to buy Ad Placement:  

1. Create Ads as instructed above.  



 

 

2. In Placement, scroll down, you will see different placements. Select the placement you want 

your Ad or Sponsored Post to display.  

 

j. Create Audience 
 

Create Customer – Target Audience file.  

Custom Audiences helps advertisers find out 
their right Target Audience on Facebook.  By 
using emails, phone numbers, and Facebook 
user IDs, you can reach the exact potential 
customers who have demand for your 
products/services.  
 
Study more about Custome Audiences at 
Facebook Help Center:  
https://www.facebook.com/help/4598929907
22543 
 
Go to 
(https://www.fbrep.com//SMB/Custom_Audien
ces.pdf ) to study how to use Custom Audiences 
on Facebook, update and use the viewer lists to 
tag in Ads.   

 

Create Save Audiences 

“Create Audiences” allows you to save the groups of audiences that you often use. This will help you to 

easily create target audiences for later Ads and Campaigns.    

Step 1: Ad Tools / Audiences. 

Step 2: Create Audiences / Custom Audiences. 

Step 3: Data File Custom Audiences. 

 

All the steps are similar to the Create Audiences in the default Ads Manager.  

 

 

 

https://www.facebook.com/help/459892990722543
https://www.facebook.com/help/459892990722543
https://www.fbrep.com/SMB/Custom_Audiences.pdf
https://www.fbrep.com/SMB/Custom_Audiences.pdf


 

 

k. Create Sponsored Results  
 

Sponsored Results allows you to buy ads from search results which will drive more traffic to your Page. Go 

to http://fbrep.com//SMB//Sponsored_Results.pdf for further study.  

Example of creating a Fan Page Ad Campaign to increase Page Likes by Power Editor:  

1. Create new Campaign and Ads 
in that Campaign.  

2. Enter the Campaign name. 
3. Tick in “Sponsored stories”  
4. In “Page/Sites” on Facebook, 

select the page that you want to 
be sponsored.   

5. Select viewing types: “Default”, 
“Timeline”, “Photo”, “Notes”, 
“Events”. 
 
 
 
 

 
 

6. Headline and Text: will display 
in the ad as in the image on your 
right hand side. 

 
 
 

7. In tab Audience, select Location, 
City, Genger, and Interest to 
filter audiences. Tick in sections 
you want to custom.  

 
 
 
 

8. In tab “Optimization  & Pricing”, 
select CPC (Cost Per Click) or 
CPM (Cost Per Impression)  
 
 

9. Done! Upload and activate the 
ad!  

 
 

 
 
 

 
 

 
 

http://fbrep.com/SMB/Sponsored_Results.pdf


 

 

 

l. Create Conversion Tracking 
 

ROI (Return On Investment): is the return on investment of a campaign. The exact formula to calculate 
ROI depends on your specific goal. 

Example: At first you invest 100 million VND, after the investment campaign, you gain 150 million VND, 
the benefit is: 50 million. Then ROI is 50%. 

“Conversion Tracking” helps you calculate ROI as it shows you all the important actions that users take on 
your Website after they click on your Ads. You can create Conversion Pixel, insert it in Website, and then 
track conversion of all the Ads you are running on Facebook.  

Click on “Create Pixel”, enter name, and select “Other 
website conversion” → Create Pixel. Then copy the code 
and paste on your website.   

 

 

 

 

 

m. Mobile App Ads 
 

1. Create new Campaign and Ads in that Campaign.  

2. After writing the Ad name, select “Mobile only Ad” in Ad type and select “ For a native mobile app”  

 

3. In the Ad tab, scroll down to App Name, select your app, then select Device type that you want 

your Ad display. All Mobile App Ads will be displayed on Mobile’s News Feed.  



 

 

 

Example:  

 

4. Select Audience in Audience tab 

5. In tab Optimizing and Pricing, select CPC or CMP 

6. Learn more at http://fbrep.com//SMB/Mobile_App_Install_Ad_Guide.pdf 

 

n. Advance features  

 

To create multiple permutations of an ad and campaign using different targeting parameters for each one: 

1. Create a Campaign in Power Editor, create an Ad,  then select a specific age range for audience (for 

example: women from 20 to 25 years old) 

2. Export to CSV file and open by Excel  

3. Delete Campaign ID, Campaign name, Ad ID, Ad name in Excel.  

4. Enter new names for Campaign and Ad, including age range of the audience, for example: 

productA_PaloAlto_M_18F25”. 

5. Leave the Campaign ID and Ad ID fields blank.  

6. Edit the “age min” and “age max” field for each row to create multiple permutations, each targeting 

a distinct age range (ex: 18F25, 26F32, 33F39) 

7. Save file, close and upload to Power Editor.  

 To duplicate an Ad set with all of the underlying Ads while using new images for all of the Ads: 

1. Open the Campaign you want to copy and export to CSV file.  

2. Open CSV file by Excel, copy and paste all all the rows below the original ones.  

3. Delete all of the ad IDs, Ad names, campaign IDs, campaign names, and Ad set names 

4. Give each row a new Ad name and Ad set name. Try to use descriptive names, and make sure that 

the ad name and campaign name do not match an existing one.  

5. Leave the Ad ID and campaign ID fields blank.  

6. Save, close and upload to Power Editor. You will be able to see a copy of the original Campaign and 

Ad on Power Editor. 

http://fbrep.com/SMB/Mobile_App_Install_Ad_Guide.pdf
https://www.facebook.com/help/www/216392601854157


 

 

7. Upload images by click on “Import Ads in Bulk” and select images from your computer. You can 

also select a zip file with multiple images.  

8. When you’ve finished, you may use those images for new campaigns and Ads.  

9. Select the highlighted campaign; go to Ad tab in Power Editor to view your new Ads.  

10. Select  all the new Ads 

11. In Creative, use new images for those selected Ads.  

 

o. Optimizing multiple Ads  
 

 Give your Campaigns and Ads the names with certain descriptions. For example 

“productA_PaloAlto_M_18F25”. 

 If you want to pause all the ads containing “PaloAlto”, just simply search “PaloAlto”, then select 

results and pause them all at once.  

 If you want to increase bidding price for best performing ads. For example, for productA, you 

simply search “productA”, then rearrange results by their performance and you will be able to find 

the proper ad.  

 If you want to promote a specific post, you need its ID. To find ID, go to the page, find the post and 

click on the timestamp of that page post.  

 

 A new link will appear. The last numberial string at the tail of the link is the Page’s ID  

  

Note: Only apply to posts without images. Page posts with images have no ID on their link, and there is no 

way to find ID for these posts.  

 

p. Swifting ads between accounts in Power Editor  
 

1. Access Power Editor by Chrome. 

2. Click on “Download” on the right hand side corner.  

3. Download your previous account by inputting ID. You will be able to get data of the Campaign and 

Ads from that account.  

4. Select “All Campaigns” from the left hand side box.  

5. Select tab “Campaign” on the upper part of the page 

6. Select “Campaigns”  



 

 

7. Click “Export” button.  

8. Open the CSV file you have just exported. To move those campaigns to new account, you will have 

to delete some specific information of the old account:  

a. Campaign ID (Column A) 

b. Ad ID (Column K) 

9. Select all the contents in the spreadsheet, inclusing headlines.  

10. Go back to Power Editor and click on “Download” again. Insert ID of the new account to move Ad 

information to.  

11. Select tab “Campaign” on the upper part of the page. 

12. Click Ctrl+P or click right mouse, Paste content. Change the Campaign in accordance with your 

purpose.  

13. Click on “Upload” to move the Ad information to new account.  

 

q.  Using Excel for Power Editor 
 

Tips for using Excel with Power Editor 

 

1. Never change the Campaign ID and Ad ID (it’s okay to delete). These ID values are automatically 

generated, if you change ID, the error notification will turn up when you Upload 

2. If the Campaign ID and Ad ID are erased but the Campaign name and Ad name are the same to that 

of existing Campaigns and Ads, their IDs will be assigned as the existing Campaigns and Ads.  

3. If the Campaign ID and Ad ID are erased and the Campaign name and Ad name are not the same to 

that of existing Campaigns and Ads, their IDs will be generated automatically.  

4. Export & Import → Export Selected to upload the Excel file. 

 

5. Copying Campaign from Power Editor and paste into Excel will only copy fields that are releveant 

to the campaigns, not the underlying Ads.  

 

6. Copying Ads from Power Editor and paste into Excel will copy all the relevant fields.  

 

 

7. When exporting from Power Editor to Excel, you will always get a CSV file will all information on 

the Campaign and Ads. For example, you have a Campaign with 5 Ads; the CSV file will create 5 

lines corresponding to these 5 Ads.  

 



 

 

 

r. Help Center  
 

Help Center content: https://www.facebook.com/help/332626706817162 

Help Center (Power Editor Field Definitions): 

http://www.facebook.com/help/?page=223690654335281 

 

s. Power Editor icon 
 

 There is error in this row; this errow will not be uploaded to your account.  

 Corporate Account 

 Rows with edits (Ads, Campaigns or Page Posts)  

 New row (Ads, Campaigns) has been added  

 Page Post has been created, but not published or scheduled for publication.  

 Post has been scheduled to publish. 

 

 

 

https://www.facebook.com/help/332626706817162
http://www.facebook.com/help/?page=223690654335281


 

 

 

9.2. Lookalike Audiences 

 

a. What are Facebook Lookalike Audiences? 

 

You must have known a very powerful Facebook tool to support advertisers which is Custom Audiences. 

With this tool, you might upload list of target audience (with email, phone number or Facebook UID) to 

advertise to those audiences by Facebook Ads.  

This is an extremely powerful tool which allows advertisers target at their right users. If the Audience list 

is well analyzed, we can promote by specific locations, interest, needs, opinions, loyal customers, event 

attendants…  

Then, what are Lookalike Audiences? 

 

 

According to Facebook:  

Lookalike audiences let you reach new people who are likely to be interested in your 

business because they're similar to a customer list you care about. 

Facebook analyzes your custom audience list and creates a list of new target audience list which has been 

optimized basing on their similarity, reachability and their interactions.  

  

http://trungduc.net/wp-content/uploads/2013/12/want10189-1tz2kt1386964099.png


 

 

 How useful are Facebook Lookalike Audiences?  

  

Althought Custom Audiences is a very powerful tool which allows us to target at right audience, you will 

have to encounter some difficulties when Facebook Ads run out of target audience lists which seem to be 

too few!  

If you run a Campaign to increase Page Likes, once day you will have to get new UID (Custom Audiences) 

since the old UIDs have already been used… 

You have used up all the lists and Lookable Audiences allows you to enlarge your list to reach more users, 

those users with similar needs and similar interests. Or in other words, they are also your target 

audiences! 

 

According to InsideFacebook.com, a travel website claimed to lower its Ad cost to 70% when using 

Lookalike Audiences, while other shopping web showed 94% lower cost each time they paid for this 

tool.    
 

How to create a lookalike audience? 

  

It’s actually quite easy.  

To create a lookalike audience:  

1. Open Power Editor then select Audiences on the left hand side.  

2. Create a Custom Audience by using a list of emails, phone numbers, or UIDs.  

3. Choose this Custom Audience and select Create Similar Audience 

4. Then, select country where you want to find lookalike audience, for which you may optimize 

Similarity or Greater Reach 

5. Finally, click on Create. 

  

Click on Audiences on the left and select “Lookalike Audienc”. Then Click on “Create Similar Audience”  

 

 



 

 

You can only tag one country at a time, thus you have to create many Lookalike Audiences for different 

countries.  

.  

 

“Similarity” or “Greater Reach”? 

  

Lookalike Audiences will help you find similar users (in terms of interests, certain features…) with the 

ones in your Custom Audiences.  

 When you want to optimize for Similarity, your Lookalike Audience will consist of the top 1% of 

users in the country you selected, they have certain common things with your Custom Audiences. The 

Reach of this new audience may be smaller, but it will be more precise.This option is the best choice 

when you want a high conversion rate, or when you have limited budget.  

 

 



 

 

 

 If you optimize for Greater Reach, your lookalike audience will include top 5% users in the 

country that you have selected, yet less precise. This option is for when you want to send your Ads to 

more people and focus on brand. 

 

 

Note: for each option of optimizing Lookalike Audience, since optimizing for Similarity includes top 1%, 

and optimizing for Greater Reach includes 5%, Greater Reach Audience will include Similarity 

Audience. You can exclude Similarity Audience while targeting to Greater Reach Audience.  

  

Split test!  

 

As usual, the best way is to split to test which one is the best. You can create as many Lookalike Audiences 

as possible, with the option of optimizing for Similarity or Greater Reach, and then you can apply proper 

Ad campaigns such as aiming to Likes, Action or Reach and you will pay by CPM or CPC…  



 

 

 

b. How to use Lookalike Audiences effectively.  
 

Lookalike Audiences is a new feature of a tool for advanced advertisers on Facebook: Power Editor. 

Lookalike Audiences will help you to find new audiences which are similar to your existing target 

audiences.  

 

For example: I have a list of UIDs of users who love Marketing, I run Ads to increase Page Likes targeting 

at users on this list. However, since the list is too short which results in inadequate Likes, I need a larger 

UID list than only those Marketing lovers. Then I come to Lookalike Audiences.  

 

 More target audiences  

  

 

You see?  

With option of optimizing for Similarity, you have 1% of Facebook users in Việt Nam, all of them share the 

common things in interests, interactions, needs… with users in my original target audiences. In other 

words, they are also my target audiences.  

 

With this “quality” user list, your sales quota will be achieved for sure!  

 

For Larger Reach, you have 5% of Facebook users in Việt Nam, maybe not all of them are your target 

audiences, yet they share common things which are similar to your target audiences, and your Ads will be 

more effective than when you advertise to the rest 95% of users. Larger Reach Audiences always include 

Similarity Audiences.   

 

With this audience list, your goals for brand awareness will no longer be too difficult tasks. 

  



 

 

 

Filtering target audiences   

When creating Lookalike Audiences, you can’t alter features such as location, languages, age range… But 

don’t worry, when creating Ads, you can do it.  

 

 

 

With the Lookalike Audiences optimized for Similarity (224,400 users) created from users who like Fan 

Page Cộng Đồng Marketing (5000 users), after filering by locations, age range,…, I still have up to 42,000 

users (target audience)  

 

From a list of 5,000 target audience, with Lookalike Audiences and some filters, you have 42,000 target 

audiences. That’s quite encouraging!   



 

 

 

Take advantages of customers’ emails and phone numbers 

  

During your operation, you have already collected certain lists of emails or phone numbers of your 

customers.  

And with Lookalike Audiences, those lists are greatly valuable.  

 

Suppose that you have a list of 5,000 emails (or phone numbers) of customers. They are the ones who 

bought your products or used your services; they are absolutely your Target Audiences! 

Have you ever thought of expanding those lists? To generate more values for you, and for other users?  

 

Then, let create Custom Audiences basing on those email lists (or phone number list), and use Lookalike 

Audiences tool to get all the similar customers.  

 

Note: The emails or phone numbers which have never been registered on Facebook will automatically be 

excluded. However, don’t worry, since Facebook is a huge social network, we have too many target audience. 

Give it a try! 



 

 

 

Do split test!  

  

 

When you run an Ad campaign, never run one Ad only, split it 

up an run multiple Ads at the same time.  

Some people don’t want to split test since they think their 

conversion rate is quite good, they don’t need to compare or 

adjust.  

Okay, I have no comments on this, but if you want to use 

Lookalike Audiences for your Ads, you want to reach more 

audience, think again about split testing.   

When you split your campaign into different Ads, you will 

easily know which one is more effective than which one.  

 

Example: In the picture above, I have 10 ads for 1 campaign. For each Ad, I target at 1 single Custom 

Audience list. Thanks to this split testing, I know which list contains my potential customers to my 

products the most.  

 

Take the audience list with most potential customers, and create Lookalike Audiences for that list. 

Then you will have lots of target audiences. 

 

Efficiency followed by Efficiency!  



 

 

 

X. Facebook Measurement 
 

10.1. Facebook Ads Reporting 

 

When you invest money on Facebook advertising, with certain budget and goals for each campaign, it is 

very necessary to understand reports and data analysis. Fortunely, Facebook provides us with those 

reports effectively and adequately.  

 

However, reports on Facebook Ads do not tell everything. The following instructions might surprise you:  

 



 

 

 

In Reports’ drop-down, you have 4 options; each option will help you understand more about the resuls 

that your Ad campaigns have generated.  

 Manage Scheduled and Recent Reports 

 General Metrics 

 Website Conversion 

 Placement Based Metrics 

Schedule: schedule those reports to run frequently so that you can easily access important updates.  

 

Reports will be sent you your email automatically 

Save is to save features you have set for the report so that you won’t have to set again next time.  

Share is to share report with other people. 

And Export is to export to .xls or .csv files. 

 



 

 

 

Edit Columns helps you add more columns which have been hidden, and delete redundant columns. If 

you need a report to submit to your boss with relevant and important data only, you really need this.  

 

After selecting features, click on Save Columns and review the report, you will see data columns have 

been displayed as you wish.  

Too many reports may trouble you to categorize and concentrate. Use Add Filter to filter important and 

relevant data.  

 

When you have finished, you may click on Clear Filters to recover the original report.  

Finally, for Dates, select yesterday, today, or any time duration that you want to see report to compare 

with current results, or for any purposes.  

 

Chọn Custom để đưa ra những tùy chọn cá nhân.



 

 

 

10.2. Facebook Marketing and Google Analytics 

 If you are running a Facebook Marketing campaign for a Landing Page, 

using Google Analytics to analyze traffics is really something you should 

try.  

If you are wonderding how effective Facebook Marketing for your 

Website is performing, Google Analytics is definitely for you.  

Let see what Google Analytics can do 
 

a. Refferals on Social Network.  
 

First of all, let’s see how Google defines Social Network Referrals:  

“The social web connects people where they share, critique and interact with content and each other. 

Social analytics provides you with the tools to measure the impact of social. You can identify high value 

networks and content, track on-site and off-site user interaction with your content, and tie it all back to 

your bottom line revenue through goals and conversions.  

Here’s how we see the story: 

 

Sources & Pages : Identify networks & communities 

where people engage with your content.  

Conversions:  Measure the value of social by tracking 

your goals, conversions and ecommerce transactions. 

Social Plugins: Measure your on-site user engagement.  

Social Visitor Flow: Compare traffic volumes and user 

traffic patterns through your site. 

 

 

  



 

 

b. Currently, how many online visitors are from Facebook?  
 

Step 1: Go to Google Analytics. 

Step 2: Click on Standard Report/Social 

 

 

The current visitor flow of your website 

 

 

Total real-time visitors from social networks (currently only Facebook) on your Website 

https://www.google.com/analytics/


 

 

 

c. How big is the visitor flow from Facebook? 
 

Step 1: Click on Audience/Visitor flow. 

Step 2: Select on Date range, and then click on Social network/Social/Social Network  

 

 

And can you see something here? Do you get what these numbers is telling you?   

If it’s still unclear, let’s check more:  

 



 

 

d. Is Facebook channel really effective?  
 

Click on Acquisition/Channels/Social  

 

 

Could you see the numbers which are underlighted in red? 

Visitors to my web are mostly from social networks.  Total visits are 5,469 in one month. Bounced rate is 

quite high and Time on site is quite low. This means I have to do onpage optimization better.  

 

 

Acquisition graph from Social channels 

 

 

Details from Facebook channel 



 

 

e. What are the main sources?  
 

Click on Acquisition/All traffic  

 

 

If I focus on Mobile users on Facebook, this result is not very okay. 

 

Since I’m only active in Group Social Media Vietnam, and I only publish posts in this group, thus it is 

obvious that there are many users from this source.  



 

 

 

f. Social Referals 
 

Click on Acquisition/Social/All Referrals 

 

 

 

Among all the social networks, Facebook serves me best since I only focus on Facebook 

 

To see in details which links have been refered on Facebook, click on Facebook:  

 



 

 

That’s it, just what I guess: my post “Making SEO procedure from… mind” which has been promoted 

from many Fan Pages, Users, even Facebook Ads, it must be the leader.  

Done! Now let try clicking on 1 link that to study more! 

 

Haha, it’s amazing, isn’t it? It can be even cooler with more details, but that’s enough by now.   

g. Data Hub Activity 
 

 

Click on Acquisition/Social/Data Hub Activity 

Let’s see how many conversations about your website here. For more details of each conversation, click on 

Others/select Activities.   

 

 



 

 

 

How about in tab Events?  

 

 

Note: In this hub, there is no data about Facebook.  

 

 

h. Landing Page 
 

Click on Acquisition/Social/Landing Page  

 

A table with full data of sessions, pageviews…, however, you only care about whether your landing 

page is refered by Facebook? Or where else exactly they are from? And by whom? 

Okay, you can definitely do it.  

 

 

The very long links with “fb” letters somewhere are clearly from Facebook, your task is to find out the 

fb_action_ids, and copy that ID string, here in my case, it is 604461122942203 

 



 

 

Insert URL as follows:  

facebook.com/[fb_action_ads] 

Mine will be: 

facebook.com/604461122942203 

 

 

And I have found out where my post is recommended 

  

It’s obvious that we can control the numbers when doing Online Marketing at large or Facebook 

Marketing in particular. Those numbers really can talk; they will tell whether you are working 

efficiently or not! 

http://facebook.com/
http://facebook.com/


 

 

 

10.3. Tracking Facebook Ads 

In this section, I will instruct you how to track where the Facebook users visiting your website come from. 

I personally think this is a good part which is widely applicable, not only in Facebook Ads.  

. 

 

 

 

Understand Facebook Ads’ influences to your company’s business via Google Analytics 

 

Are you ready to track Facebook Ads?  



 

 

 

a. Google Analytics: URL Builder 

 

Google Analytics URL is the tool to create parameters and variables for Google Analytics to read and base 

on to analyze traffic. Go to create Google Analytics URL below:  

 
 https://www.facebook.com/business/google-analytics/build-your-url 

 

 

Fill in the blanks.  

  

 

And here is Facebook’s instruction  



 

 

 

 

 Website URL: insert the Website link you want to track.  

 Campaign Medium: type of your Campaign: CPC, CPM, oCPM , or insert a name of your own 

intention, for example: REF,… However, Google Analytics will take it for granted that CPC, CPM, and 

oCMP are Paid Clicks.  

 Campaign Name:  name of your campaign, you should make it different to others for convenient 

tracking later.  

 Campaign Term: your target audience, for example: for users who are in Online Marketing field, 

the Campaign Term will be: Online + Marketing.  

 Campaign Content: input the content you need to build URL.  

When you have finished filling information, click on Create URL, and the tool will return you a link to use.  

 

 



 

 

 

b. Test Your URL 

To check whether you have been doing right or wrong, copy your link and paste on brower. Then go to 

Google Analytics, you will find something weird. 

 

Click on that Keyword… 

 

 

Continue to Click on Google Analytics > Traffic Sources > Sources > Campaign. Have you seen that? 

 



 

 

 

Then you have finished the 2nd step. Is it obvious now that you can control traffic from Facebook when you 

want to advertise or run a Facebook Marketing Strategy?  

  

c. Google Analytics URL for Facebook Ads 

 

You create Ads by Ads Manager or Power Editor  

The URL you have just created will look like this:   

trungduc.net/huong-dan-lay-chung-nhan-chuyen-gia-pages-ads-tu-

facebook/?utm_source=facebook&utm_medium=cpc&utm_campaign=ads_tracking&utm_term=exp

ert%2Bfacebook&utm_content=textlink 

 

Only take the bolded part, ignore the other.   

 

It’s done now. Let’s enjoy a cup of tea and wait for results.  

 



 

 

d. Track Your Performance 

Ok, let’s see what these data have brought to us and whether they are accurate or not.  

 

The traffic source and Campaign name. 

 

 

Currently, there are 10 online visitors, in which 3 people come from the Campaign (Google Analytics URL 

for Facebook Ads) 

 

 

Different types of Campaign CPC, oCPM, REF…. 

http://trungduc.net/wp-content/uploads/2014/01/a4.png
http://trungduc.net/wp-content/uploads/2014/01/a3.png


 

 

 

  

Reports from Facebook Ads 

 

And here are data from Google Analytics (also no variation, the variation of 1 unit maybe because I took 

the pics at 2 timepoints which were one or two minutes separated. Hehe) 

 

 

http://trungduc.net/wp-content/uploads/2014/01/a2.png
http://trungduc.net/wp-content/uploads/2014/01/a6.png
http://trungduc.net/wp-content/uploads/2014/01/a5.png


 

 

Go to Acquisition / Campaign to find more details bou the campaigns.  

 

Go to Acquisition / Keyword / Paid for details of paid keywords in the campaigns.  

 

 

Or go to Acquisition / All Traffic/ at Primary Dimension, select Keyword for details about traffic sources 

of each keyword.  

 

 



 

 

  

Some of you may notice there is certain difference between statistics of Facebook Ads and Google 

Analytics. I myself had to test times to times before I came to write this section, I even asked friends to 

click on some GA links and then made sure no one else could access the link, and the result was 100% 

matched to each single second.  

However, how come there is such variation? This depends on data on Clicks, Unique clicks… which 

number do you use from Facebook? And which number do you take from Google Analytics? Are 

your KPIs the right ones?  

 

Here are small tips that Facebook provides to instruct advertisers which clearly show that using Google 

Analytics is suggested with grassroots and high accuracy. You may see the instruction link below:  

 
 https://www.facebook.com/business/google-analytics 

 

 

https://www.facebook.com/business/google-analytics


 

 

 

XI. Facebook Research 

11.1. Facebook Trends 

It will be a shortcoming to do Facebook Marketing without spending time to update users’ trends on 

facebook. Everyone knows that! However, not everybody has enough time to surf Facebook frequenty to 

check what their friends have been posting, what do they like?  

 

Thus, we need tools, kind of pages to collect all of these trends. Just like a Google’s tool: Google Trends, in 

this section, I will introduce to you some tools to support you track the trends on Facebook – namely 

Facebook Trends.  

 

Effective Facebook Marketing for everyone!  



 

 

 

a. Top Facebook Pages Searches 
 

http://www.toponsocial.com/facebook-pages/top-searches/ 

 

 

  

b. Top Pages 
 

http://www.toponsocial.com/facebook-pages/vn/all-categories-0/ 

 

 

http://www.toponsocial.com/facebook-pages/top-searches/
http://www.toponsocial.com/facebook-pages/vn/all-categories-0/
http://www.toponsocial.com/facebook-pages/vn/all-categories-0/


 

 

  

c. Top Growing Pages 
 

http://www.toponsocial.com/facebook-pages/vn/growing-by-day/ 

 

 

  

c. Top Losing Pages 
 

http://www.toponsocial.com/facebook-pages/vn/losing-by-day/ 

 

http://www.toponsocial.com/facebook-pages/vn/growing-by-day/
http://www.toponsocial.com/facebook-pages/vn/losing-by-day/
http://www.toponsocial.com/facebook-pages/vn/losing-by-day/


 

 

 

e. Top Photos 
 

http://www.toponsocial.com/facebook-pages/vn-contents/#top-photos 

 

 

  

f. Top Stories 
 

http://www.toponsocial.com/facebook-pages/vn-contents/#top-stories 

 

http://www.toponsocial.com/facebook-pages/vn-contents/#top-photos
http://www.toponsocial.com/facebook-pages/vn-contents/#top-photos
http://www.toponsocial.com/facebook-pages/vn-contents/#top-stories
http://www.toponsocial.com/facebook-pages/vn-contents/#top-stories


 

 

 

  

g. Top Status 
 

http://www.toponsocial.com/facebook-pages/vn-contents/#top-status 

 

 

  

h. Facebook Country Statistics 
 

http://www.toponsocial.com/facebook-pages/vn-contents/#top-status
http://www.toponsocial.com/facebook-pages/all-countries/


 

 

http://www.toponsocial.com/facebook-pages/all-countries/ 

 

 

Việt Nam stands 16th with about 20 million users 

  



 

 

 

i. Report Hot Trends in Vietnam 
 

http://reports.toponsocial.com/ 

 

 

 

 j. Vietnam Facebook Pages 
 

http://www.toponsocial.com/facebook-pages/vn/ 

http://reports.toponsocial.com/
http://www.toponsocial.com/facebook-pages/vn/
http://www.toponsocial.com/facebook-pages/vn/


 

 

 



 

 

 



 

 

 k. Brands in Vietnam 

 

http://www.socialbakers.com/facebook-pages/brands/country/vietnam/ 

 

 

  

l. Celebrities in Vietnam 
 

http://www.socialbakers.com/facebook-pages/celebrities/country/vietnam/ 

 

 

http://www.socialbakers.com/facebook-pages/brands/country/vietnam/
http://www.socialbakers.com/facebook-pages/brands/country/vietnam/
http://www.socialbakers.com/facebook-pages/celebrities/country/vietnam/
http://www.socialbakers.com/facebook-pages/celebrities/country/vietnam/


 

 

m. Top Facebook Applications & Developers 
 

http://www.socialbakers.com/facebook-apps-and-developers/ 

 

 

  

n. Top Facebook Places (Checkins) 
 

http://www.socialbakers.com/places/country/vietnam/ 

 

 

http://www.socialbakers.com/facebook-apps-and-developers/
http://www.socialbakers.com/facebook-apps-and-developers/
http://www.socialbakers.com/places/country/vietnam/
http://www.socialbakers.com/places/country/vietnam/


 

 

o. Earnings  
 

http://investor.fb.com/results.cfm 

 

 

Facebook Q1 2014 Earnings: http://investor.fb.com/eventdetail.cfm?eventid=143370 

 

 

 

With daily updates on the trends of users’ behaviors, brands, locations … from credit sources, you can 

always make your Facebook Marketing even much better.  

http://investor.fb.com/results.cfm
http://investor.fb.com/results.cfm
http://investor.fb.com/eventdetail.cfm?eventid=143370


 

 

 

11.2. Facebook Insights 

Facebook Marketers can also update statistics on users of their Fan Page via Page Insights.  

a. Overview 
 

The Overview tab gives statistics within the 7 latest days, mainly via 3 metrics:  

 Page Likes: Total Page Likes and New Page Likes 

 Post Reach: Total reach 

 Engagement: People Engaged, Likes, Comments, Shares, and Post Clicks.  

 

Besides, there are statistics on the 5 latest posts: 

 

Click on “See All Posts” for older posts.  

 



 

 

 

b. Likes 
 

There are three main metrics:  

 Total Page Likes: 
 

 

 

 Net Likes= Like – Unlike 
 

 

 

 Where your post likes come from (from Mobile, Ads, or On Page…) 



 

 

 

For detailed statistics of each day, click on the graph points that are corresponding to the date. You can 

also view some days, by hold the left mouse button and move the mouse along the graph. A pop-up table 

will appear with statistics on Like Sources, Number of Likes, and Percentage of Likes.  

 

Click on the right hand side options to compare average performance over time. 

 

Reach 
 
Tab Reach shows: 
 

 Post reach: the number of people your post was 
served to.  

 Likes, Comments, and Shares: these actions will 
help you reach more people 

 Hide, Report as Spam and Unlikes: these 
actions will decrease the number of people you 
reach.  

 Total reach: the number of people who were 
served by activity from your Page including 
posts, posts by other people, Page like ads, 
mentions and checkins. 

If you click and move mouse to select any time range 
on the graph, a pop-up table will show the posts that 
were seen by your fans in that period. This will help 
you understand users’ trends on your page. 
 

Visit 
 
In tab Visit, you will see:  
 

 The number of times each of your 
Page tabs was viewed. 
 

 Other Page Activity: The number 
of actions people took that 
involved your Page. 
 

 External Referrers: The number 
of times people came to your Page 
from a website off of Facebook. 
 

 



 

 

 

c.Reach 
 

The number of people who saw your posts.… 

 

The number of people who interacted with your content… 

 

The number of people who hided content, unliked your pages 

…  

Total Reach from different sources  

 

 

d. Posts 
 

When Your Fan Are Online 

 

Show statistics on the number of Fans who were online in certain time period in the day.  



 

 

 

For example: 

 

This graph tells us that: on Sunday, at 9pm, there was the highest number of online Fans; at 3 am, the 

Online Fan number dropped to the lowest.  

Hover your mouse to other days on the graph to compare statistics with this Sunday. 

 

Post Types 

 

The success of different post types based on average reach and engagement.  

You will be able to see a table with information on the Posts you published on your Page, such as: Title, 

Type, Targeting, Reach, and Engagement.  

You can also check performance of those posts by clicking on the tiny “down arrow” button on the upper 

right corner of the table to view by different metrics such as: Likes/Comments/Shares, Hide, 

Engagement… as in the picture below.  

 

 

For example, when you click on “Engagement Rate”, it’s the rate of people who clicked on, liked, 

commented or shared your post over total people who published that post – this metric is available for all 

posts.  



 

 

 

If you click on a post link, a pop-up table will show up with statistics to tell you which posts are attractive 

the most to users.  

 

Detailed statistics on interactions of users with one post. 

 

e. People 
 

Your Fans 

 

This part will help you to understand your fans via statistics on Age, Gender, Country, and Language. Your 

Fan number will be compared to the total number of Facebook users. Hover your mouse over each column 

to get more information about age and gender.  



 

 

 

Other tabs are the same:  

People Reached 

The number of people your post was served to in the past 28 days.  

People Engaged 

The people who interacted with your page (includes the ones who liked, commented on, or shared your 

posts) 

Check-ins 

If your Page has location, you will be able to see this tab. This is statistics on the number of people who 

have been to your location.  



 

 

11.3. Research Facebook Marketing 

We all know that Facebook is not only a very fertile market for sales, product & service development, but 

it can also help doing research to study certain subjects, competitors and products. In this section, I will 

share with you another Facebook tool to set up a Marketing campaign such as Marketing research at 

large or Facebook Marketing Research in particular, which is: Facebook Demographics  

 

 



 

 

 

a. Product introduction  

This is a product for people who love astrology, a mysterious science from the Western, the people who 

are searching for and believe in the inner values of their own. This product is targeted at Việt Nam market 

at first.  

 

Let’s suppose that this is a very good product  

 

b. Search for potential customers.  
 

To be more exact, I would love to search for the communities which consist of people who love Astroloty, 

mysterious science… the more crowded the better. And I found out 4 biggest Fan Pages about Horoscope:  

 

 Username/UserID: Address of the Fan page. 

 Likes:  Total Likes (total Fans) at present.  

 Active Users: Total users who actively interact on the Fan Page. 

 Potential Reach: Total potential users whose data are available to analyze and who are available 

for my Ads to reach.  



 

 

 

c. Create Custom Audiences 
 

As soon as having a large enough audience (enough to analyze, do market research), let’s get their UIDs 

(you might use iTarget or any available tools, as soon as you can get UIDs), and add to Custom Audiences.  

 

 

Then, now I have 110,000 potential customers. I would focus on my market research purpose first.  



 

 

 

d. Create Facebook Ads 
 

In Audience, add Custom Audiences:  

 

Look at the right side of the screen; you would be able to see a small column which is Audience Definition, 

that’s exactly what we should care about. 110,000 users are available for us to reach. 

 

Look at this small column, it will be very useful for any Facebook Marketer, thanks to it you will know 

which audiences you should target at, which ones you shouldn’t.  



 

 

 

e. Demographics of Target Audience 

 

Let see what Demographics can do… 

 

Gender 

 

 

In Gender, instead of setting “All”, try “Men” or “Women”. And you will know whether male or female 

users would care about your product more, and at exactly how many percentages?  

 

This chart is made from the data that Facebook Audience Definition provides.  



 

 

 

Of course, female users care about Horoscope more than their male peers.  

Age range 

 

Now, let reset to default all the previous settings about gender and interests until Audience Definition tells 

you the exact original potential users, then continue your research (to guarantee accuracy).  

Click on the age range. There are several rules I want to make it clear before we go any further, which is 

about  to define age groups. Below are the age ranges that I often use for my research since there are 

distinctive differences in maturity and perception between thoses groups.  

 13-17 

 18-24 

 25-34 

 35-44 

 45-54 

 55+ 

And I highly suggest you to divide audiences into groups like this when conducting research. Many credit 

reports also apply these age ranges, including Google.  

 



 

 

 

People at the age range of 18-24 care about Horoscopes the most, including male and female.  

 

It’s not enough, I need more details about the age, I need the exact ratio. Let select one gender: 

male/female and select age range. Other interesting indicators will show up right after that.  

 

Thanks to these data, I’ve learned that 61% of 18-24 year old female users really like Horoscopes 

 



 

 

 

Also, there are 64% of the 18-24 year old male users like Horoscope. 



 

 

 

Interests 

 

Click on More Demographics, and select Interested In… 

 

 

You will know what your potential audiences like, with exact ratio.  

 

My potential audiences like Entertainment & Hobbies and Activities… the most 



 

 

 

They have those interests for sures… 

 

Let try one by one interest (though it is time-consuming, but it’s worth), and remember, each time trying a 

new option, erase all the previous settings.  

 

Relationship 

 

In some cases you will need information on the relationships of your target audiences, for example when 

you sell adult products, or home furniture….  

In More Demographics, select Relationship Status. I will only focus on 3 types of relationship:  

 

 Single 

 In a relationship 

 Married 

 

At the age of 18-24, a high ratio of single users is understandable.  

Education 

 

It is important to know your audiences’ education, so that you will decide to write a very clear, explicit or 

a very academic copywriting when you know the education of most of your potential audiences.  

In More Demographics, select Education Level.  

 



 

 

 

They are users with high education…  

 

f. Target Audiences 
 

This is the final one, after defining the exact data, also ratio of each group; we should make it clear 

between the selection by exact ratio, and selection by experience.  After some steps to collect data, I 

define my target audiences for this project which is in a field that I am not majored.  

 
 Gender: Female 

 Age: 

 13-17: have demand 

 18-24: have demand with high efficiency 

 24-34: have demand  

 Relationship: Single. 

 Education: Graduate 

 Hobbies: Money, Makeup, Shopping, Chocolate, Dancing,… 

 Interests: Entertainment, Interests and Activities…. 

 

This process is called inverse research, or Facebook Marketing Research. Applying this process will help 

you target and research the right audiences, also target markets in the most accurate way.  

 

 



 

 

 

XII. Strategy& Tactics 
 

12.1. Facebook Marketing Process 

 

This is a standard process in doing Marketing on Facebook. It’s a closed cycle with no beginning nor 

ending.  

 

Step Tasks 

Research  Define target audience 
 Research on users’ needs. 
 Research on compitors.  

Strategy From the research, draw up proper strategies and approaches in accordance with 
original purposes, budget, and market size…. 

Development Select channels (Fan Pages, Groups,…) which consist of your target audiences the most. 
Provide contents effectively, at the right time, for the right demands.  

Engagement Conduct plans which have been drawn: make contents, events, advertisements…. 

Measurement This step is indispensable to review results of the strategies, also compare with budget 
investment to draw conclusions on solving existing problems and optimizing strategies 
for better next research.  



 

 

 



 

 

 

12.2. Facebook Circle Focus 

 

Facebook and the circle focus:  As long as the users are on Facebook, they will never be able to escape 

this circle.  



 

 

 

Case studies:  

A company providing network solutions wants to conduct a Facebook Circle Focus Strategy, here are their 

steps:  

 

Group Function Roles 

Fan 
page 

Brand A Brand Fan Page will help increase brand awareness, and only issues 
relevant to the company and company’s brand will be published here. 
This page is supposed to impress customers, it’s not necessary to have 
many Page Likes, and the Likes must not be “fake” ones.  

 Community Fan Page shares information about discount Vouchers for 
Hosting/Domain. Each day, there will be vouchers for active and 
contributive fans; or there will be information about new helpful 
network solutions for everybody. These are to build community, create 
trends and somehow raise brand awareness.  

Profile Brand Profile with name of brand is to interact and incorporate with Fan Page.  
Besides, this profile allows the Company to reach more target audiences. 
In addition, currently there is a big different between Reach of Fan Page 
and Reach of Profile, in which Reach of Profile is much higher.  

 Care Profile Care is a profile to take care of customers which directly interacts 
with customers and addresses all of customers’ queries about network 
solutions. 

App Shop Create an App on Fan Page is a very good way to increase sales and 
profits.  

 Games Or a funny app for your community to play and spread which will cause 
emotional effects, arouse curiousity and interests.  

Event Online Online event is among the things should be done due to low costs, not 
much effort and effective results.  

 Offline Besides, there must be some traditional events to share about some new 
network solutions for hundred of people, or simply a small café meetup 
for the Company’s community. It can be a talkshow, workshop, seminar 
… 

Group Community In the community, everyone can join, share, and raise questions relating 
to technology and digital solutions. There will be no product selling, but 
simply activities to raise brand awareness, create trends, and most of all: 
to get the community.  

 Care This is a secret group for customers who have been using company’s 
products.  Adding customers to this group is to boost company services’ 
quality, support customers quickly with sudden problems, also to build 
good relationships with customers.  

 

 



 

 

 

12.3. Conversion Rate 

 

What is a good content? What if your purpose is not merely to meet the original goals, nor to exceed 

conversion rate?  

How to increase conversion rate?  

What if you don’t provide the right content to target audience – the ones who are supposed to care about 

your products or brand? 

How about when your posts are not effective in terms of conversion rate: lack of Call to Action but bad-

looking images, boring contents which vaguely tell customers what they can get from your products …? 

Put effort to adjust and improve every single feature of these! 

And even if you have made it very good for the 2 above mentioned points, you still can’t get satisfying 

results if your users are online at day time but you run ads at night.  



 

 

 

12.4. Target Audiences 

 

Where are your customers?  

Your potential customers… 

Any posts which attract many comments, regardless positive or negative, agreeing or disagreeing, are 

noticeable to Marketers since it shows that these are what our potential customers care.  

There are lots of people who send inbox message to our Fan Page or Profile Care, their care urges them to 

contact us – they are very very potential customers, aren’t they?  

Among interactions on Facebook, the action which most illustrates care and points out potential 

customers is the “Share” action. One must be very interested, emotionally connected or at least they find 

the content useful for them (or their friends) when they share a post.  

Users who have been caring… 

Each Fan Page has thousands, hundreds of likes, and most of them somehow care about the Fan Page and 

topics that the Fan Page is heading to.  

A group with dozens of thousand members who actively discuss about some topics, is that helpful to you?  

Or the posts which are liked by so many people, does it imply much attractiveness and emotions?  



 

 

 

12.5. Brand 

 

Brand reputation highly affects customers’ purchase decisions. If your brand has a firm position in your 

customers’ mind, this means when they think about this type of product, they think about you. Then 

selling will be easier than ever.  

If not, then don’t be sad, move forwards step by step.  

First of all, build a unique image for your company, your product, your brand, so that it has specific style, 

its own philosophy which never coincides with any other parties. Remember: always attach equal 

importance to the quality of your product or services to customers.  

Your customers will evaluate and compare your products and services with other competitors. Thus, ask 

yourself: what make you outstanding and special?  

Customers will experience directly by interacting with your brand, so, consulting, supporting, and 

answering are what you should do.  

When they know for sure their emotional experience, they will make decision whether to buy your 

products or not, they will enjoy the moment s of being God.  

Good news is: if they get positive emotions, they will be loyal to you; your brand will be where they will 

come to when they have demand next time. 

If they don’t get positive emotions, then I’m sorry to say that you have been doing not very well! 



 

 

 

12.6. Customer 

 

Your target customers, they: , 

- What do they love?  

- What do they hate? 

- What do they know? 

- What do they not know? 

Just like someone look at them and see how they perform. 

Raise those questions and answer. You will know what you need to do.  

Study them carefully; there is no shorter pathway than from heart to heart.  



 

 

 

12.7. Sale 

 

 

To capture customers’ attention, your products must be special, content must be appealing, attractive, 

arousing curiousity to customers, or else it must be “shocking”.  

Once they are impressed, they will turn to be interested to know that this product is very helpful to them 

and really meets their needs.  

They will yearn for your product when it becomes too HOT, when the quantity is limited or the attached 

discount is limited, or any benefit they may get from this product is limited.  

And they will be convinced thoroughly when viewing good feedbacks from users just like them.  

From being convinced to taking action is a very simple step, but it depends on your “serving customer 

style”. Show them that: to you, they are Gods (even though you might not really think they are) 

When they have bought your product, keep on taking care of them if you want them to be loyal to you, if 

you want them to buy more of your products, or if you want them to introduce your product to much 

more users.  

More than 6 steps to close the sales!   
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