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What Are
We Doing Wrong?
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I Facebook Is Ending the Free Ride
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ry 100 people who Like your business'’s
only 2 will see your content.



Getting on the
News Feed IS
All That Matters
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Using wrong post “type”
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Notifications ES] Insights Publishing Tools Settings Help «
When Your Fans Are Online Post Types Top Posts from Pages You Watch
The success of different post types based on average reach and engagement.

Show All Posts ¥ Reach [ Post Clicks I Reactions, Comments & Shares

Type Average Reach Average Engagement

' 10,841
E Photo 59.276 —

1,326

: ' | 2,033 R
§ Link 28.753 . B
- Status 10,394 | 2?7 I.
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Not posting enough.



Recommended
Weekly Minimums

Instagram: 2 stories, 7 posts

Facebook: 14 posts (minimum 4 videos)
Twitter: 21 tweets (Including RTs)
LinkedIn: 5 posts



Type

Description

25% | Community Stories about the communities you serve, the charity work you do, etc. FB: 22
TW: 15
25% | Branded Branded content — Images with logo in corner, content from SOAR Magazine, etc. FB: 22
TW: 15
20% | Lifestyle Unbranded links to blog posts about British Columbia, partners, etc. FB: 18
TW: 12
10% | Announcements Ticket sales, alerts, new routes, etc. No more auto-posts from Mailchimp. FB: 13
TW: 9
15% | UGC User-generated content — reposting great photos (with credit) FB: 9
TW: 6
<5% | Contesting “Comment to enter,” or links to more comprehensive contest apps; larger social FB: <4
marketing campaigns TW: <2
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FB Community FB Branded FB Community FB Branded FB Community FB Branded FB Community
FB Announce't FB Lifestyle FB UGC FB Lifestyle FB Lifestyle FB Lifestyle FB Announce't
FB UGC FB Contesting FB Branded FB Wildcard FB Announce't FB Wildcard FB Wildcard
TW Community TW Branded TW Community TW Branded TW Branded TW Community TW Branded
TW Lifestyle TW Announce't TWUGC TW Contest TW Lifestyle TW Announce't TW UGC

IG Branded IG UGC |G Community IG UGC IG Branded IG UGC IG Community
FB Community FB Branded FB Community FB Community FB Branded FB Community FB Branded
FB Branded FB UGC FB Branded FB Announce't FB UGC FB Announce't FB Lifestyle
FB UGC FB Lifestyle FB UGC FB Wildcard FB Wildcard FB Wildcard FB Wildcard
TW Branded TW Community TW Branded TW Community TW Branded TW Community TW Branded
TW UGC TW Lifestyle TWUGC TW UGC TW Lifestyle TW Announce't TW UGC

IG UGC IG Ann'mts IG UGC |G Community IG UGC |G Branded IG UGC

FB Community FB Branded FB Community FB Branded FB Community FB Community FB Community
FB Branded FB Lifestyle FB UGC FB Lifestyle FB Branded FB Branded FB UGC

FB Wildcard FB Wildcard FB Wildcard FB Announce't FB Wildcard FB Announce't FB Wildcard
TW Community TW Branded TW Community TW Branded TW Community TW Branded TW Community
TW Lifestyle TW UGC TWUGC TW Lifestyle TW Announce't TW UGC TW Lifestyle
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Not asking
for engagement.




The Secret #
Having People
LiIke Your Page
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The Secret =
Having People
—ngage With Your Page



FLASH GIVEAWAY: We're celebrating #WorldDanceDay & are giving away
this SWEET Dance Lover Gift Basket!

What jam gets you on the dance floor? Tell us in the comments OR post a
link to enter. And....GO!

W\N TH\S'
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Not engaging fast enougn.



Very responsive
2@ Vorvrese v

100% response rate, 1min response time

* Responsiveness to messages Is rewarded by Facebook:

1. You get more organic distribution

2. You reach more people for the same ad budget



What to Change

Measure your page’s own Post Type analytics
Rewrite posts to Include a call for engagement
You probably need to increase organic content

The faster you reply, the better



Tod Maffin

\ President
+1.604.618.2861
engageQ tod@engageQ.com

digital communications www.engageQ.com



mailto:tod@todmaffin.com
http://www.todmaffin.com
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