FACEBOOK 101
FACEBOOK INTRO, BASICS & TIPS
Facebook is one of the most prolific social networking sites in the world today. Facebook lets
you share photos, videos, links, status updates, and more with your friends, fans and followers.
As you discover how this social networking site works, you can use this reference to help you
find people on Facebook, communicate with friends, and figure out what to do as soon as you
log in.

CREATE A FACEBOOK PROFILE
The only thing you'll need in addition to a birthday, a name and a gender is an e-mail address.
First, go to www.facebook.com and look on the right side of your screen under the heading "sign
up." Fill in the information and click the green "sign up" button.

After typing words to show you're human (as directed), Facebook will ask if you'd like to find
your friends. It's a good idea to do this now, but don't worry -- you can always come back to this
step later. Follow the prompts to allow Facebook to scour your e-mail service for people you've
e-mailed who are also on Facebook. Click the boxes next to the ones you'd like to add.

COMMON FACEBOOK TERMINOLOGY
If you're new to Facebook, you'll run into some unfamiliar terminology. Here are some common
Facebook terms and their definitions:
•

•
•

•

•

Your Timeline is your profile page. It contains all your posts, your photos and videos, a
list of your friends, your favorite activities and interests, and any biographical info you've
chosen to share. This is where your friends can leave you messages, and you can update
the world with anything you feel like sharing.
The News Feed is a continuous stream of updates about your friends' activities on and off
Facebook. It appears on your Home page.
A Friend is someone you are connected to on Facebook. Friending is the act of sending
someone a friend request; all friendships have to be confirmed by both people in order for
it to be official on Facebook.
A status update is a short post you share on Facebook talking about what you're doing,
thinking, or feeling at the moment. People update their status about everything from what
they're eating to sharing memories about a loved one to advocating for a particular
political position.
The Publisher is the box that lives at the top of your News Feed and Timeline, where you
can go to create posts, status updates, share photos, and so on.

How to Set Up Your Facebook Business Page
Setting up a Facebook Page for your business is simple once you’ve created your Facebook
profile!
1. Go to http://facebook.com/pages.
2. A list with numerous Facebook Pages should appear. You can also see the Facebook Pages
you have liked and any other Facebook Page you admin on this Page.
3. Click Create Page, it's the big square button in the upper-right.

4. Select the topic for your Facebook Page.
5. You'll see a page with six squares, each with a different topic. Pick the topic most relevant to
your Page. You may want to sift through the topics to see what categories are most relevant to
your Page.
6. Select the category for your Facebook Page.
7. Depending on the category you choose, different form fields will appear for you
(Recommended: Artist for Author Page, Entertainment for Book Page, Business for Publisher)
8. Enter a name for your Facebook Page.
9. Pick something that is SEO-friendly. Choose wisely: you can only change this name when you
have 100 fans!
10. Click the Get Started button.
11. And you're done! From here, add a graphic to your Page and fill out your Info section; click
Edit Page and customize your administrators, permissions, and other information to your liking;

start posting things to your fans; and invite a few new fans from your list of friends.
12. *Background Image: It is important to upload a background image that fits
within the dimensions: 1500 x 500 pixels
13. If it is too large the image is blurry, if it is too small, it will not upload.

How to Find People You Know on Facebook
A popular way to use Facebook is to find people from your past or get to know friends of friends.
To find people you know on Facebook and to build your Friend List, check out this table, which
outlines a few easy ways to do just that.
What to Do How to Do It
•
•

•
•

•
•
•
•

•
•

See which people in your email address book or instant messenger (IM) buddy list are on
Facebook.
Click the Friend Requests icon in the big blue bar on top. Click Find Friends in the upper
right corner of the menu that opens. Facebook allows you to import from a variety of
popular email and IM services from the Add Personal Contacts section.
Search your classmates and coworkers.
Click the Friend Requests icon in the big blue bar on top. Click Find Friends in the upper
right corner of the menu that opens. Enter school or work info into the correct fields in
the Search for Friends section of the page.
Look at your friends' friends.
There's a good chance you know the friends of your friends. To view their friends, go to
their Timelines and click the Friends section.
Check out people you may know.
Based on which friends you already have, Facebook has ideas about people you may
know. Check out the People You May Know box in News Feed and on the right side of
your Home page to see you Facebook suggests.
Keep an eye on your News Feed.
You may get News Feed stories about friends and some of their friends. You probably
know many of the same people as your friends, so keep your eyes peeled for these stories.
When you see someone you know, you can add them as a friend

How to Communicate with Your Friends on Facebook / Meet up with friends on Facebook.
You can communicate with your friends on Facebook in a whole host of ways: posting, writing
on their timelines, sending messages, and more.
What to Do What It Is How to Get There
•
•
•
•
•

•

•
•
•

Send a message.
Similar to an email, but short, sweet, and no need to remember any email addresses.
Go to your friend's Timeline. Click the Message button in the bottom right corner of their
cover photo.
Create a post.
If you have something you think might interest friends, but you're not sure who or how
much, you can create a post. Your friends may read it in their News Feed or see it when
they visit your Timeline.
Click in the publisher at the top of News Feed or on your own Timeline. Write whatever
you think might interest some of your friends. Wait for the comments and messages to
trickle back.
Write on a friend's Timeline.
To communicate with friends in public, to tease them, or to congratulate them for
something their friends might want to hear about, write on their Timelines.
Go to the Timeline of any friend and write in the Publisher below their cover photo. Posts
go into mutual friends' News Feeds.

•
•
•

•
•
•

Share a photo on the go.
You can use Facebook's app for smartphones to share the photos you take with your
Facebook friends.
From the Facebook app for iPhone or Android, tap on the Photo button. This opens your
phone's camera roll, where you can select photos you want to share with friends. Tap post
once you've chosen a photo.
Tag friends in a status update.
If you're posting something that you know might interest certain people, you can tag them
so they'll be notified about the post.
Click in the Publisher on your Timeline or Home page and type your post. Type @ and
start typing your friend's name, and select their name from the menu of names that
Facebook generates as you type.

OTHER FACEBOOK FEATURES
Facebook Live Facebook Live is used on the mobile Facebook app and allows you to broadcast
live on camera for interviews, fan Q&A’s, event coverage and more.
● How to use it: On your mobile device, you will see a [camera symbol, Live] at the top left
of the newsfeed screen. Tap that button and it will turn your camera on. Tap the blue
button that says [Go Live] at the bottom right. Now you’re live!
Facebook Stories: Facebook Stories are pictures or videos that disappear after 24 hours of
posting. It is best used to give followers a behind the scenes look at your daily lives. This is a
popular feature on Instagram, but less used on Facebook
● How to use it: On your business profile on your mobile app only, there is a (+) button that
appears on your business profile picture. Take a photo or video, add text or gifs, and post!
Facebook Groups: Facebook Groups are a hub for users to gather and discuss information or
interests that they have in common. Examples include neighborhood groups and fan pages. This
is a great way to engage with fans of authors or genres of books that yours falls into.
● How to use it: You must be accepted into a Facebook Group by simply going to their
page and clicking the “Ask to Join” button featured. Questions may appear for security
purposes.

FACEBOOK ADS
Facebook’s advertising strategy can become an important part of your book marketing campaign.
The self-service option for placing ads on Facebook offers many targeting options, such as being
able to reach engineering students at Ivy League schools or engaged women between the ages of
21 and 35. This figure shows Facebook’s advertising launch pad from which you can create a
new ad or manage an existing ad campaign.

Facebook offers an incredibly sticky — meaning users come back often — site for advertisers. In
fact, with a 50-percent daily return rate, consumers spend more time on Facebook’s News Feed
pages than they do on Yahoo!’s and MSN’s combined. Facebook has even surpassed Google as
the most popular site based on the number of minutes spent on it.
You can place three types of ads directly through Facebook:
•
•
•

A traditional text ad.
A display ad, which includes text and an image.
A unique Facebook engagement ad, which needs to be ordered via a Facebook
advertising sales rep and requires spending at least $30,000.

Facebook ads appear in the far-right column of the user’s page in the ad space. Up to four ads
can appear in the ad space, but you can’t control the order in which your ad appears.

Targeting your Facebook Ad Audience
Facebook focuses its advertising strategy around its vast member data, allowing advertisers to
target an audience segment precisely. In fact, Facebook offers advertisers the ability to reach
their exact audience — from a broad demographic, to a geographic preference, and to a more
granular interest.
Here are some ways that you can find the right audience for your Facebook ad:
•

•

Targeting by location: Facebook allows for precise location targeting, based in part on
your profile data and the IP address of the computer you log in with. Most cities in the
United States, Canada, and the U.K. allow you to expand the targeting to include
surrounding areas of 10, 25, and 50 miles, if you want to reach specific regional markets.
Targeting by interests and likes: Facebook leverages its members’ profile data to allow
advertisers to drill down to specific keywords. These keywords represent a member’s

•

interests. Topics that users are passionate about — such as their musical tastes, television
preferences, religious views, and so on — can be used to further micro-target your
audience.
Targeting by connections: You can target people already connected to your Facebook
Page or connected to another Page of yours. You can also target ads only to people who
aren’t already connected; therefore, your existing fans aren’t shown your ad. And you can
target the friends of people who are already connected to your Page.

Setting your Facebook Ad Budget Facebook employs a bidding structure for its advertising
inventory based on supply and demand. If more advertisers want to reach a specific
demographic, the ad typically has higher bids. The company also provides a suggested bid for
you based on the approximate range of what other ads reaching this demographic have
historically cost.
Here are some quick facts about Facebook ad costs:
•
•
•
•

Facebook’s ads are based on a closed bidding system; you can’t see what others pay for
ads, nor can they see your bid.
Facebook provides a recommended bidding range when you create your ad and updates
that range throughout the life of your campaign.
You can monitor your campaign to see whether the ad performs at your given bid.
You can set a daily maximum budget.

Your purchase strategy should be based, in part, on your goals. Facebook allows you to purchase
ads based on two types of pricing:
•

•

Cost per click (CPC): With CPC, you pay each time a user clicks your ad. If your goal is
to drive traffic to a specific page, paying based on CPC will probably be the best
performer for you.
Cost per impression (CPM): With CPM, you pay based on how many users see your ad.
If your objective is to get as many people within your target demographic to see the ad
but not necessarily click through, ads based on a CPM basis may be your best option.

● Test your ads on a CPM basis because using a CPM model allows you to identify the best
performing ads and gives you a good idea of your cost per click. Therefore, when you run
your campaign, you know the best model to purchase your ads.
Words to Know for Creating Facebook Ads Facebook Advertising has its own set of terms
and language, some of which may seem familiar to you but could carry another meaning. Here
are the most commonly used — and most helpful — terms in Facebook Advertising.
● Actions: The number of users who engage with your Facebook Page (by Liking your
Page) or your Event (by RSVP-ing Yes to your event) by clicking that action within your
ad. Actions don't include clicks on the ad title or the ad message.

● Average CPC (cost per click): The average amount of money you spend every time
someone clicks your Facebook Ad. This is calculated by dividing the total number of
clicks by the total amount spent on that ad so far.
● Average CPM (cost per thousand): The average amount of money you spend for every
1,000 impressions of your Facebook Ad. This is calculated by dividing the total multiple
of thousands of impressions by the total amount spent on that ad so far.
● Call to action: An offer or specific action within an ad or a Web page designed so that
the viewer will respond positively to that action.
● Campaign: A grouping of ads that you create using your Facebook Ads account. When
multiple ads are within one campaign, those ads have the same daily budget and schedule
but can retain separate bid amounts and targeting filters. Campaigns allow you to group
your advertisements based on your criteria.
● Conversion: A state in which the viewer accepts the call to action within the ad, whether
it was Liking a Page, buying a product, joining a mailing list, or downloading a trial
offer.
● CPC: A Facebook Ad payment model in which the advertiser is charged only for each
click that ad receives from a viewer. Each separate ad can have its own CPC, depending
on the ad message and targets.
● CPM: A Facebook Ad payment model in which the advertiser is charged only for each
time its ad receives 1,000 impressions on Facebook. Each ad can have its own CPM,
depending on the ad message and targets. M refers to the roman numeral that represents
1,000.
● CTR (click-through rate): An important ratio calculated by the total number of clicks
ad received divided by the number of impressions an ad receives. Facebook places a
greater importance on ads with a higher CTR.
● Impression: The display of a Facebook Ad on any of its Web pages.
● Landing page: The Web page that the viewer sees after clicking a Facebook Ad. This
could be a Facebook business Page or your external Web site. The page should be
designed to match the offer and look of your ad.
● Likes and Interests targeting: Targeting filters that allow you to restrict any of your
ad's target audience based on information each user put in a Facebook Profile or in
specific Pages, Groups, or content connected with a user's Facebook Profile. These filters
don't apply to users searching on those terms.

Using Targeting Filters in Facebook Ads
Ensure that your Facebook ad is being shown to the right target audience. Facebook Advertising
offers a variety of targeting filters you can use to make sure that only the people who match your
criteria will be shown your ad.

Here are the targeting filters available in Facebook Ads.
•
•

•

•

•
•
•
•

Gender: Restrict your ads to a male audience, female audience, or both.
Age: Pick one or more age ranges of people to target with your ad: 13–17, 18– 24, 25–34,
35–44, 45–54, 55–64, and 65–100. Those users who haven't defined their age within
Facebook won't see your ad if you use an age-range filter.
Location: Set specific countries (where Facebook users live) as eligible to view your ad.
In certain countries (such as the United States), you can specify specific states and, in
some cases, a specific city (or cities) where your ad is eligible to be shown. These criteria
are very helpful for local businesses, for example.
Likes and Interests: Enter keywords that represent a user's potential Likes or Interests
(such as a Book, Movie, Television Show, title of a piece of music, or hobby or interest)
that users enter into their Facebook Profile. If the user has that keyword(s) in a Profile
that match the keywords you provide in this targeting filter, that user is eligible to see
your ad.
Language: Target a user based on the Language(s) set in a Profile.
Education: Target a user based on the Education level in a Profile. Options include In
High School, In College, or College Grad.
Connections: Target users already connected to a specific Facebook Page, Event, Group,
or application.
Friends of Connections: Target Facebook users who are not only connected to your
Facebook business Page but also have at least one Friend connected to your business
Page. This way, if you use this filter, the ad indicates which Friend is already connected
to your Page.

TIPS FOR SHARING CONTENT ON FACEBOOK
●

●
●
●

●
●

While not the traffic driver it used to be, users will still click through on content that
interests them—experiment with different types of content (text, photo, link, video) and
lean into what works.
Readers respond to relatable content about reading—book memes tend to get lots of
engagement.
Inspirational or pithy quotes from books, particularly a beloved book or author tend to do
very well.
Facebook’s algorithm favors posts that drive “meaningful engagement.” This goes behind
comments and shares, they want to see real conversations happening around your posts.
Try asking questions to kick start a conversation.
Native video (uploaded directly into Facebook rather than linking out) gets a bump from
Facebook’s algorithm, and will look nicer than linking to YouTube.
Share relatable content, such as memes and social book nostalgia.

