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IS THIS BOOK RIGHT FOR ME?
Not quite sure if this ebook is right for you? See the below description to
determine if your level matches the content you are about to read.

INTRODUCTORY
Introductory content is for marketers who are new to the subject. This content
typically includes step-by-step instructions on how to get started with this
aspect of inbound marketing and learn its fundamentals. After reading it, you will
be able to execute basic marketing tactics related to the topic.

INTERMEDIATE
Intermediate content is for marketers who are familiar with the subject but have
only basic experience in executing strategies and tactics on the topic. This
content typically covers the fundamentals and moves on to reveal more complex
functions and examples. After reading it, you will feel comfortable leading projects
with this aspect of inbound marketing.

ADVANCED

THIS BOOK

Advanced content is for marketers who are, or want to be, experts on the
subject. In it, we walk you through advanced features of this aspect of inbound
marketing and help you develop complete mastery of the subject. After reading
it, you will feel ready not only to execute strategies and tactics, but also to teach
others how to be successful.

Share This Ebook!
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HubSpot’s All-in-One
Marketing Software.

Request A Demo

... brings your whole marketing world
together in one, powerful, integrated system.
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Share This Ebook!

www.Hubspot.com

Marketing analytics
Analyze your web traffic
and see which sources
are generating the most
leads.

Blogging
Create blog content
quickly while getting SEO
tips and best practice
pointers as you type.

email
Send personalized,
segmented emails based
on any information in your
contact database.

s
U
q

Video Overview

search optimization
Improve your rank in
search engines by finding
and tracking your most
effective keywords.

Lead management
Track leads with a
complete timeline-view of
their interactions with your
company

social media
Publish content to your
social accounts, then
nurture leads based on
their social engagement.
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Written By Liz Rosenthal
Liz Rosenthal is a member of HubSpot’s
Global Marketing Relations team. She helps
create and manage content creation for
co-marketing efforts. Liz also contributes to
the HubSpot blog, where she writes about
various topics across inbound marketing.

Follow me on twitter.
@ECROSENTHAL
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Introduction.

A

s an eCommerce site, you worry most about getting people to

make an immediate purchase when they visit your website. This ebook
will help guide you through ways you can use Facebook to not only
promote your products, but also gain new and repeat customers.
Facebook is about more than just having a large fan base. What are
you really doing with them? Do they interact with you and respond well
to what you’re posting? With all the time you spend posting your latest
company news and products to your page, you need to see the benefits
of having those fans become actual customers.
After reading this ebook, you’ll be able to get the most out of your
Facebook page by not only increasing your reach, but also taking
those fans, turning them into contacts, and nurturing them from mere
prospects into paying customers.

Share This Ebook!

www.Hubspot.com
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Gaining Pre-transactional Contacts
steps to determine the best plan for your business:
Before we get started, it’s important to understand what a pretransactional lead (or contact) is, and why they play a critical role in your
business growth. It’s easy to spend your time focusing on making sales
or promoting coupons to draw people to your site to immediately buy.
However, a lot of value lies in the ability to get to know someone before
they become a customer. By understanding what someone’s needs
are and being able to provide a solution (maybe it’s just a quick tip and
not even a product), people will begin to trust you and see you as an
authority in your field. Later down the road when they need more advice
or are ready to make a purchase, they’re going to turn to someone they
trust first: you. Not only does this help extend your reach and raise
awareness, but it also helps to generate loyal buyers. Putting in the
extra effort to form a personal relationship from the start will result in
more valuable customers in the long run.

Share This Ebook!

www.Hubspot.com
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Understanding LTV:CAC
For eCommerce, it’s important to get past the idea of just making the
immediate sale. As marketers we want to think about the entire lifetime
value of a customer (LTV) compared to the customer acqusition cost
(CAC). Although it’s ideal to have the lowest CAC as possible, the long
term benefits of a higher LTV:CAC outweigh the small amount of money
you would save early on. By initially investing more in the customer, you
are setting your company up for loyal, returning buyers, rather than one
time customers.
Let’s look at Starbucks for example. Across 5 customers, the average
spend per visit was $5.90 - seems pretty great for a coffee shop. But
consider that the average customer lifespan for Starbucks is 20 years.
Looking at how often a customer buys from Starbucks, that’s an
estimate potential of about $14,099! Thus, instead of acquiring more
customers to spend $5.90 just one time, Starbucks focuses significant
marketing budget on gaining loyal customers who will stick around and
keep purchasing to surpass their acquisition costs and generate much
more lifetime revenue.

Share This Ebook!

www.Hubspot.com
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Chapter

how to
plan your
facebook
strategy.
Share This Ebook!
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First Things First: Create a Plan steps to
determine the best plan for your business:
Quantify Your Goals: Use your current Facebook analytics to

1

determine goal target clickthrough, prospect to contact, and
contact to customer conversion rates. Having set numbers
will allow you to easily analyze your results.

Review Your Buyer Personas: In order to increase your

2

number of customers through Facebook, you need to be
reaching the right audience. Study up on who your ideal
audience is and the best ways to target them.

3

Create a Unified Campaign: What you do on Facebook should
go hand-in-hand with the rest of your marketing in order to
maintain a cohesive brand image that resonates well with
your audience. Make sure what you’re posting and offering on
Facebook is integrated into the rest of your marketing efforts.

Share This Ebook!

www.Hubspot.com
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Create a Content Calendardetermine the
best plan for your business:
Creating high quality Facebooks posts and offers requires time that you
may not have. The solution to this is to create a content calendar that
includes what you want to post and when you want to post it to
Facebook. Use a social media publishing tool to automate your posts.
This will help ensure you have a consistent flow of content being
published, even when you’re at your busiest.

Your calendar should include everything from specific offers to industry
information you want to share with your fans. Don’t forget to
schedule posts that promote your latest blog content. Your goal should
be to publish diverse content as frequently as possible without
sacrificing quality.

This way you can focus your daily efforts on working leads, interacting
with fans, creating new posts, and monitoring your analytics.

Share This Ebook!

www.Hubspot.com
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Chapter

taking
fans from
facebook to
your website.
Share This Ebook!
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Quality Content
best plan for your business:
People are inundated with emails, Facebook posts, and tweets, and
need a good reason to visit your website. The most effective way to
drive traffic from Facebook is by providing them with the high quality
content that they want to read. This will not only get them to your site,
but it will keep them there, and coming back. With all the noise on the
internet, how do you make content that will stand out and reel the
reader in? Here are a few tips:

P

Use images to make your content visually interesting.

O

Listen to your audience and write what they want... it’s not all

Y

about you.

Include data to prove your point and give you more authority.

&

Provide examples so your audience is able to easily understand

3

Make sure your content is relevant to your industry. As much as

Share This Ebook!

www.Hubspot.com

your point.

people enjoy humor, they’re there for specific content.
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Link Back to Your Websitebest plan for
your business:
While having a lot of Facebook fans makes you look great, it doesn’t
directly impact your business growth. That’s up to you. Once you have
your content, it’s time to use that to entice your audience to go past
your Facebook page and spend time on your website.
The best way to do this is by offering an irresistible call-to-action (CTA)
that takes a fan from Facebook to a landing page. This opens up the
opportunity of turning that prospect into a contact simply by providing
an offer. Post a variety of offers, from limited time promotions to content
to specific product details, to ensure you’re engaging people at all
stages of the buying process. Just make sure the offer you provide is
aligned with your business goals and brand identity.
It’s absolutely crucial to have links to your external site on Facebook.
While memes and other images are great for developing a company
personality, they don’t move people through the marketing funnel and

Share This Ebook!

www.Hubspot.com
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turn them into customers.
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Creating Dynamic Content
For eCommerce, it’s especially important to use dynamic content to
really give your buyers exactly what they are looking for. Each contact
that views a CTA or visits your website should see material that is
directly related to their interests and needs based on previous
interactions that person has had with your company.

Take Amazon, one of the largest eCommerce sites for example. Each
person that logs onto the site sees a completely customized
homepage with products they are likely to be interested in. Determine
what you want to show people by using data you’ve gathered from page
views, forms, and previous purchase history of your contacts.

Using dynamic (or smart) CTAs within your website is another way to
make nurturing your contacts through the marketing funnel more
effective. Dissect the data about your contacts to create CTAs that
correlate with what they will most likely be interested in purchasing.

Share This Ebook!

www.Hubspot.com
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Creating Clickable Calls-to-Action
business:
A quality CTA will entice your Facebook fans
to take that next step and visit
your website. While HubSpot
customers can customize
CTAs within the software, non-

DOWNLOAD NOW!

customers can try designing
CTAs using our free templates for creating
professional looking buttons in PowerPoint.
The offer should be clear and lead directly to
a landing page where the prospect can fill out a form to download the
offer. CTAs can be placed in both organic and paid Facebook posts by
inserting your offer button and linking to the
related landing page.

What Platform Are You Designing For?
Keep in mind how your CTA will look on your Facebook
timeline. You want something that will engage fans, but also
display well on both desktop and mobile platforms.

Share This Ebook!

www.Hubspot.com
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How to Create a Sleek Landing Page
The key to creating your landing pages is to make them straight to the
point, so the viewer knows exactly what you’re offering and what they’re
supposed to do. To accomplish this:
Be Consistent: Whatever you offer in your post and CTA,

1

have the same message and offer on the landing page. You
want people to solely focus on what you’re offering and
immdediately know the next step they should take.

Keep it Clean: Don’t clutter the page with navigation bars that

2

redirect back to your homepage and social media sharing
links. The only option your prospect should have is to get your
offer.

Make Your Form Simple: Tailor your form questions to the type

3

of offer you’re making. Don’t scare off your top of the funnel
prospects by asking questions that are too personal. Start off
with the basics, then ask more detailed questions as contacts
continue to return to your site.

For more on creating successful landing pages, take a look at Optimizing
Landing Pages for Lead Generation & Conversion.

Share This Ebook!

www.Hubspot.com
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How to Create Effective Formsyour
business:
Using a landing page with a form will allow you to collect critical
information from your Facebook fans that will not only turn them into
contacts, but also help you track their interactions with your company
later on.

It’s critical you collect appropriate data with each offer you give. This
means including different form fields depending on where the contact
falls in the marketing funnel. While you may only ask for name and email
address when you’re promoting a first time visit 2-for-1 offer, you should
ask for more detailed information when it comes to an ebook or more
in-depth content.

Share This Ebook!

www.Hubspot.com
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Progressive Profilingbusiness:
If possible, use progressive profiling (smart forms) to make filling out
forms less of a hassle for your contacts. This way, the next time a
contact goes to download something else, they won’t have to waste
time filling out previously completed fields. This will also allow you to
ask new questions to find out more about your contacts and current
customers, letting you provide them with more customized deals and
content in the future.

Let’s say you’re an electronics company, selling everything from laptops,
cameras, and TVs to video games and movies to accessories. By
finding out more in-depth information such as what type of movies
someone is interested in, you gain the ability to send them more offers
and materials centered around items they are more likely to purchase
based on their interests. This will help to keep people coming back to
your website to make repeat purchases.

Share This Ebook!

www.Hubspot.com
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Chapter

PostFacebook:
Turn
Contacts into
customers.
Share This Ebook!
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Perfect Your Contact Nurturing
You have people in all stages of the marketing funnel going to your
website and downloading offers, but how do you actually turn them
into customers? It’s all about properly nurturing your contacts. It’s
time to take the data you’ve collected about your them through
forms, analyze it, and put it to good use.

$

This means knowing exactly what your contacts want whether they

are at the top, middle, or bottom of your funnel. Take this information

to generate the most effective content for each group and deliver it in
an effective and efficient way. You can do this by setting up workflows
of customized emails -- allowing you to easily keep track of each

contact-- while carefully maneuvering them from one step of the
marketing funnel to the next. The following pages will cover

%

various ways to divide and track your audience
so you can determine and provide exactly
what they’re looking for.

Share This Ebook!
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Automated Workflows
Set up workflows that will send automated emails when someone
completes a form or when a contact is added to a smart list. This is a
reliable way to make sure you’re following up with every quality contact
that is coming in. For example, when someone signs up to get a deal on
a particular item you could send them a follow-up email that includes
more information or product suggestions that relate to what they just
downloaded.

;
Share This Ebook!
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Setting Up Workflows
Customize each step in your workflow to fit the needs of the contacts in
your list. Do this not only by personalizing offers depending on the type
of contact (this is where your dynamic will start to come into play), but
also the number and frequency of emails you send.

For example, you could create different workflows for contacts that
converted on different offers. Then provide different follow-ups for each
group, giving them the most targeted and relevant information.

Share This Ebook!

www.Hubspot.com
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Segmenting Your Workflows
Want to get the most from all your CTAs, landing pages, and forms?
Segment your automated workflows in order to personalize emails to
each of your segments. Do this by adding people with different traits to
different smart lists and triggering workflows for each list. This way
you’re creating more targeted follow-ups than you would by reaching all
prospects from Facebook in one shot. Here are some different ways you
can break down your workflows to make your emails more relevant to
your contacts.

Interests

Instead of blasting all your
contacts with a variety of
products, segment people
based on their interests you
have discovered through
progressive profiling.

Share This Ebook!
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Previous
Purchases

Drive re-conversions by
segmenting your lists
based on what
customers have
previously purchased.
Send them emails with
related materials and
product suggestions.

Use Cases

Customers purchase
products with
different intentions
and reasons for buying.
Base your email
segmenting on what
users do with their
products.
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Study Your Analytics
After working to keep up your Facebook posts, create eye-catching
CTAs, publish sleek landing pages, and segment your contacts, you
need to make sure everything you’re doing is working to generate more
customers. By using the a marketing analytics tool, such as HubSpot
Sources, you’ll be able to easily quantify your results. This way you can
see which CTAs and landing pages are producing the best results, and
which ones are falling short. This will allow you to alter your posts and
offers in order to get the most effective results. As a marketer, analytics
will also help you determine your ROI and prove that Facebook is
having a positive impact on your business.

www.Hubspot.com

y
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Fans ] Contacts ] Customers
Here are Four Numbers to Pay Attention to:

Clicks per
CTA

Landing
page visits

# of
contacts
from CTA

Customers
generated

By staying up-to-date on your page performance, you can track each
action a Facebook fan takes, and how many are actually turning into
contacts and customers.

Using this data, you can better optimize your CTAs and landing pages
to meet your goals. Find trends from your most successful offers and
include similar tactics in future campaigns.

Share This Ebook!
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One way to check your analytics is by using the HubSpot social
media tool. Easily track how many people clicked on each post and
how many of those prospects turned into contacts and then
customers. You can delve more into your fans reactions by clicking
on a specific post to see all interactions that have occurred. Use this
data to perform a sentiment analysis on any post and get a clear
understanding of how various posts resonated with users.

Share This Ebook!
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Be sure you break down your visits, contacts, and customer
analytics to see which campaigns benefited you most. This is a great
way to understand how your overall Facebook presence is
contributing to new customers. You can also examine conversion
rates (visits to contacts and contacts to customers) you’ve created to
identify trends and patterns amongst your target audience.

Discover not only how people
got to your website, but also
which sources are generating
the most customers.

Determine the exact source
of all of your traffic.

Share This Ebook!
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A/B (Split) Testing
Another way to gather and use marketing metrics is by testing
different versions of your Facebook posts, CTAs, and landing pages
using A/B (Split) Testing. With this method you can change variables
in order to determine specific characteristics that make offers perform
better or worse.

Use differentiating tracking tokens so you can easily see the results of
your A/B test. Use the results to determine what is most effective with
your particular audience.

Here are some variables to test:
• Headline
• Action words
• Image
• Time of Day
• Audience (e.g. target the director of marketing vs. the CMO)

Share This Ebook!
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Chapter

closing the
loop on your
facebook
marketing.
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Calculating LTV:CAC
Now think back to the beginning of this book. Do you remember the
importance of increasing your LTV:CAC? You can analyze various
metrics from your marketing efforts to determine the average LTV:CAC
for a customer you acquire through Facebook. The formulas below can
be used to calculate your ratio and determine how much value you’re
getting out of each customer. Note that while there are more accurate
and complex methods to calculate LTV, the formula below is sufficient
for most companies.

1

LTV = t (52 x s x c x p)
t = The average customer lifespan

		

s = The average customer expenditure per visit

		

c = The average number of visits in a week

		

p = The profit margin per customer

2

Share This Ebook!
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Total Tech & Marketing Costs
# Customers Acquired in a Given Period
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ROI: Are You Getting the Most Out of
Your Time and Money?
You’ve put both your time and money into planning, executing, and
analyzing the perfect Facebook strategy, but is it really worth it?
Whether looking at paid or organic Facebook posts, you need to
determine what your ROI is in order to know how much you’re gaining in
comparison to the other media outlets you’re using.

To calculate your ROI, simply compare the cost of your efforts on
Facebook (whether that’s media spend or employee salaries) vs. the
revenue that was brought in directly from Facebook. Create
different tracking urls that include the label “Facebook” for each
offer, so you know exactly how many people clicked on each offer
directly from Facebook. Having a tracking and analytics platform in
place is vital so that you can know exactly how much revenue is being
generated from Facebook.

Once you have a clear understanding of your success or struggles on
Facebook, you’ll be in a much better position to either scale the channel
or rethink your strategy. Without proper tracking, however, you’ll never
be 100% sure whether the resources you’re dedicating to Facebook are
worth it or not.

Share This Ebook!
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Conclusion.

A

fter reading this ebook, you should be confident in your

understanding of some of the best practices for using Facebook to not
only generate new contacts, but to also close sales.
When used effectively, Facebook is a great platform for increasing your
ROI and helping your eCommerce company grow to its fullest potential.
It takes some time and testing to get things perfect, so keep trying even
if you don’t immediately see the results you want. Make adjustments
until you determine the perfect formula for your business.
Go put it to the test!
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Get a free ecommerce
marketing assessment
today.
Talk to a HubSpot specialist to learn how you can easily target your
Facebook efforts to the right people, at the right time. Click here to
contact an eCommerce marketing specialist today.

TALK TO US
TODAY.
http://bitly.com/Contact-Sales-HubSpot
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