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Setting up a business page on Facebook 
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• You must have a personal Facebook page before you set up 

your company page.  

• On the Facebook home page - Click the create ‘+’ tab as 

shown on the left

• From the drop-down menu select ‘Page’

• You will be directed to the page featured on the next slide



Setting up a business page on Facebook 
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You will be prompted to create a page name, choose your business category 

and write a description. 

Once completed, click the ‘Create Page’ to continue.



Setting up a business page on Facebook 
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• Step 1 - Add a profile picture – a company logo is usual here

• Step 2 – Add another image here to represent your business

• Your page is now live

• To add a service simply click the services tab and click the Add a Service 

button shown below



Adding Services to your Business Page 
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• Enter the name of your service

• Enter a price if relevant

• Enter a description of the service

• Enter the duration if relevant

• Choose to show the service on your page

• Choose an image for you service

• Your service will appear on your page and you are now ready to 

create your first page post



Asking friends to follow

8

• Go to your company Facebook page, and look at the options just 

below your cover photo. Do you see those three dots? Click them! 

From there, a list of options will pop up. 

• Scroll down that list of options and click "Invite Friends." Another 

screen will pop up, this one with plenty of options for you to choose 

from. (Note that different pages may show different options in this 

list

• Start looking for the friends you want to invite



FULL FUNNEL APPROACH 
TO SOCIAL CONTENT



Cold Audience: Prospecting & 

Reaching a New Audience

Warm Audience: Reaching 

those who have engaged 

previously

Hot Audience: Reaching those 

who have shown intent to buy

Hot Audience: Re-Engaging 

those who have purchased 

Educational

Brand Building

Driving Action

User Generated Content

Posting Reviews

More Detail on a Product or 

Service

Introduction to the funnel 
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The social funnel

11

TARGETING
CONTENT

Introducing someone to your brand. This

is prospecting & here you can use

interest and lookalike targeting

The interest stage, these people may

have already followed you or engaged

but are not ready to become customers

yet. Here you can target your followers

& engagers.

These people have been to your website

and are ready to become a customer. You

can target them using custom audiences,

in particular website audiences.

These people are already your 

customers! 

Content that is relevant & helpful. Video 

works well here, or blog posts. 

Content that is relevant & helpful works at

this stage too. Here you should try get

them to your site!

Here you want to talk about your USPs and 

why they should choose you as their broker. 

You are trying to get them to your site or to 

message you. 

At this stage, you want to make sure your 

customers post reviews! 



Post Types on Facebook
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Single Image Carousel Video 



CONTENT EXAMPLES - Awareness
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In the awareness stage you want to post content that's 

really helpful to your target audience. You aren’t trying to 

sell your services just yet! The aim is to engage them. 

Relevant, helpful 

content
Polls are a great way 

to engage your 

audience 

Educational Content 



CONTENT EXAMPLES - Interest
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Here we can talk more about your offering. We 

want to try and get your audiences to your 

website. Blog content is a great way to do this!

If you don’t have a blog, you can share your tips 

in your post instead of linking to a blog. Video is 

also a great way to talk about your offering if 

you are comforable in front of the camera! 



CONTENT EXAMPLES - Action
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The action stage is all about turning 

your social media followers into 

leads.

Here you want to showcase your 

offering with a clear call to action to 

either message you or enquire on 

your website. 



HOW TO POST



Ask Yourself These Qs Before Posting
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• Who do you want to speak to?

• What Stage of the Funnel are they in?

• How can you grab their attention?

• Why do you want to target them?

• Will they be interested enough to watch, click, share?

• What’s the next step?

• What’s your end goal?

• Remember – Whilst it’s great to have engagement, you want to attract 

the right audience for you and keep them with you through to 

conversion. Think Quality over Quantity.



Creating a post 
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• Click on create post on your Facebook 

business page

• To create a simple text only update post 

simply type your message and click the post 

button

• This update will now be visible to your page 

followers

• To tag a company page or individual simply 

type @ followed by the company page 

name or individuals name. You tag 

someone when you want to mention them. 

For example, if you are sharing an article 

someone wrote. 



Creating a post 
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Creating a post linking to your website 
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• To create a linked post, click on ‘create post’ on your 

Facebook page

• Add your text

• Copy and paste the link you want your post to link to below 

your message

• The link preview window and image should automatically 

appear

• Click the share button to share the post with your followers! 



Using your reviews for content 
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• It’s possible for customers to leave a review on your Facebook page

• Reviews are visible on your page and are rated from 1 to 5 stars. You can turn off the reviews option, 

however we don’t recommend this. 

• Thank reviewers for a positive review

• For negative reviews it’s best practice to apologise and / or try to offer a solution

• Do not get involved in an argument here.



• Sharing content from other parties is common on social media and 

there are a number of ways to do this

• On Facebook, simply hit the share button below the post you wish to 

share

• Select “Share to a page”

• From the drop down menu, select the page you wish to post to

• Add your own message above the original post. It is possible to share 

the post without adding your own message but this is not best 

practice. - (*It is usual to share a key takeaway from the article and 

how it relates to you and your customers.) – You can also add your 

personal contact details like phone number or email address.

• Click “Post” to post to your page

Using 3rd Party content for your posts 
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Facebook – Best Practice - Do

• Be patient – Building page fans and engagers takes time, but the insights gained are valuable to your 

business

• Experiment – different post types appeal to different individuals. Cater to all tastes to help drive 

awareness and engagement.

• Engage – Interact with the users on your page. They may just become your most valuable customers. 

Asking questions or creating polls can help you to interact with customers.

• Explore – To see what might work for you look at your competitors and what those in your industry 

are doing 

• Learn – Practice makes perfect. The more you use your page to post content, interact with others and 

gain insights, the more you will learn about what works for you, your target audience and how to 

promote your page and posts

• Use visually appealing images and video to get noticed in the feed.
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Facebook – Best Practice – Do Not

• Give up too soon – Facebook is one of the most effective marketing tools in the world, but it can take 

time to see results.

• Setting up your page is just the start. It takes regular attention to make it work. Try to set aside time 

for Facebook a few times per week. 

• Facebook is the best place to add a little humor into your life and the lives of others. Don’t be afriad 

to add some personality to your posts.  

• Don’t be afraid of asking your followers what type of content they would like to see. 
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GENERAL SOCIAL CONTENT 
- BEST PRACTICES



Video – Best Practice 

• Grab attention early

• In videos where you are educating your audience, aim for 2 - 5 minutes in length. The more concise 

the better for social videos, so keep that in mind when recording. You might test out different lengths 

and see what works for your audience. 

• Get the most important part in right away

• Use a title that suggests the viewer will learn

• Use captions – most social videos are watched with the sound off

• Go vertical or square – With most social engagement taking place on mobile the safest bet is using 

square video. This will give you the ability to post across all social channels and help grab attention 

more than landscape.

• Keep it helpful and educational – Let the user come away feeling like they have learned something 

useful. *Example – Time flies – Viewer knows they could save X amount if they started saving when a 

memorable event occurred. – This also plays on nostalgia which is powerful towards sentiment.
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Images – Best Practice 

• Keep your audience and goals in mind

• Keep your brand in mind – you want to stand out, not blend in

• Keep text below 20% 

• Use different imagery for each social channel

• Know the correct image size for each post type. Here is a handy 

guide from Hubspot

• Check how it looks on mobile – This is where most of your audience 

will view your post
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https://blog.hubspot.com/marketing/facebook-social-ad-specs-infographic


• Write with the customer in mind

• The way you respond to feedback online can dictate how people perceive 

your business in general.

• Respond to queries and address feedback like you would to a customer 

face to face or over the phone

• Ensure the copy that you use in your posts also reflects the general tone 

of your staff.

• Keep copy short – People respond better to a short concise message

• Check your grammar – Spelling and punctuation is important. Do not go 

overboard on caps or emojis

40-character Facebook 

posts receive 86% more 

engagement over others.

Social Tone and Copy – Best Practice
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Responding to Customers – Best practice

Do

• Respond as fast as possible

• Stay professional and composed in your 

response

• Take the conversation to private message if 

possible

• Be thorough as you can from outset

• Keep it real and talk to customers as humans! 

Don’t

• Become drawn into arguments

• Leave comments or queries unanswered

• Use rude or condescending language

• Keep the conversation in public view

• Offer short or vague answers to queries
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FACEBOOK ADS



Promoting Content

When you post to your Page, people who've liked or followed your Page can see the post. This is true 

for both your Facebook business Page and your Instagram account. People may like, comment or 

share this content if they wish. This type of reach is called organic, which is another way to say that it's 

free. You create a post and it spreads organically, from people who engage with your content to their 

friends and so on. This process is an important part of increasing your number of Page followers, but it 

may not grow your audience as quickly as you'd like.

To expand your audience and help grow your business, you can turn organic content into paid content 

through ads.
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Social Ads – Setting up Business Manager

• Go to: 

https://business.facebook.com/overview

• Click ‘Create Account’ 

• Enter a name for your business, your name 

and work email address and click Next

• Enter your business details and click 

Submit.
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Social Ads – Adding your Page, People & Ad Account to your Business Manager
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Campaign 

Level
Objective

Video Views, 

Conversions, 

Engagement, Traffic

Adset Level
Targeting & 

Placements

Demographics, Interests, 

Custom Audiences

IG, FB, Stories

Ad Level Ad format
Static Image, Video, 

Carousel

1

2

3

Social Ads – How Campaigns are Structured
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Creating your first ad campaign

• Boosting a Facebook post is the easiest way to advertise on social
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Optimising Campaigns - Key Metrics to Look At 

• Boosting a Facebook post is the easiest way to advertise on social
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Audience Creation

37



Audiences

• Awareness Stage & Interest Stage: Relevant 

interests, demographics and lookalike audiences

• Action Stage: Website Visitors, Video Viewers, 

Engagers
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TRACKING



What is the Facebook pixel?

The Facebook pixel is code that you place on your website. It collects data that 

helps you track conversions from Facebook ads, optimise ads, build targeted 

audiences for future ads, and remarket to people who have already taken some 

kind of action on your website.

It works by placing and triggering cookies to track users as they interact with 

your website and your Facebook ads.

You will need a developer to install your Facebook pixel on your website. 

Instructions on how they can do this are in the following slides. 

Facebook Tracking – The Facebook Pixel 

• All advertising must comply with the Central Bank of Ireland’s Consumer Protection Code, which you can find a copy of at 

www.centralbank.ie

• Another important legal requirement is to ensure that your website is compliant with Cookie requirements and the GDPR 

regulation. Further information on this can be found at www.dataprotection.ie
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http://www.centralbank.ie/
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Facebook Tracking – Install the Facebook Pixel 

You can use the pixel to:

• Make sure that your ads are shown to the right people. Find new customers, or people

who have visited a specific page or taken a desired action on your website.

• Drive more sales. Set up automatic bidding to reach people who are more likely to take an

action that you care about, such as making a purchase.

• Measure the results of your ads. Better understand the effect of your ads by measuring

what happens when people see them.
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Facebook Tracking – Install the Facebook Pixel 

.

• Go to Events Manager

• Click the Plus sign – Connect Assets

• Click  ‘Web’ and add your website

42



Facebook Tracking – Install the Facebook Pixel 

.

You will then be given 3 options:

1. Manually install the code yourself

2. Use a Partner Integration 

3. Email Instructions to your developer
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Set up the Standard Events (ViewContent, AddtoCart, Purchase, Lead)

Then, you will be able to optimise your campaigns based on important actions.

Facebook Tracking – Install the Facebook Pixel 
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RECAP



Recap

• Keep the funnel in mind when posting content on Facebook. Ask yourself, is this an awareness 

piece of content or an action piece of content?

• Don't be afraid to ask your followers what kind of content they would like to see from you!

• Building page fans and engagers takes time, but the insights gained are valuable to your business

• Try out some advertising, you can first begin with small budgets and some interest targeting while 

you are getting used to the platform.

• Use the audiences within Facebook Business Manager to create audiences from your page 

engagers, video viewers & website visitors. Target these audiences with ads!

• Facebook will provide you with lots of data for reporting on success of your campaigns. Focus on 

Reach, Clicks, Click Through Rate and Cost Per Click.
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Thank you


