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Plugged In By Renato CRuz SogueCo

From Free to Fee: the Basics oF Promoted Posts
> Are Promoted Posts the hottest in-
novation in online marketing or a simply 
a calculated Facebook bait-and-switch 
tactic that sacrifices small businesses?

According to Facebook, the compa-
ny’s new Promoted Post program solves 
the latest incarnation of the needle-in-
a-haystack problem: With 1 billion users 
on the social networking site, individual 
posts on business Fan Pages are get-
ting lost in users’ News Feeds. In fact, 
the company reported this fall that the 
average business post reaches just 16 
percent of its fans. 

By allowing Fan Page owners to 
pay anywhere from $5 to several hun-
dred dollars to promote specific posts, 
Facebook said business owners can 
elevate targeted topics and reach a more 
engaged audience. At the same time, 
many small-business owners, accus-
tomed to a no-cost marketing solution in 
their Fan Page, are calling foul, accusing 
the social media giant of forcing them to 
buy into a program that’s unnecessary 
and maybe ineffective. This month, we’ll 
take a closer look at what you need to 
know about Promoted Posts, and how 
you can decide if the program is a good 
fit for your business.

The Magic Number: 400
First things first, make sure you have 
400 Likes on your Fan Page, the mini-
mum required for Promoted Posts. If 
you’re running short, politely ask family 
and friends to like your page. If you’ve al-
ready run that well dry, consider running 
an ad to build up your audience. (Doing 
so is easy. Log into your Fan Page as the 
admin and click “Build Audience.” You’ll 
see options to “Invite Friends,” “Share 
Page” or “Create An Ad.” Follow the 
prompts to do all three.)

Once you’re beyond that all-impor-
tant 400 threshold, you can promote 
a post that is up to three days old, so 
think of this as a proactive activity rather 
than a reactive exercise. Because they 
tend to engage people online, contests 
and timely promotions are ideal for 
Promoted Posts. Remember: Promoted 
Posts can be paused and restarted any-
time and will appear as a Sponsored 
Story in the News Feed of targeted users 
in both the desktop and mobile versions 
of Facebook.

Create the Promoted Post
Now let’s walk through the creation of a 
Promoted Post. 

First you’ll specify the audience for 
the post. When you open the post box, 
you’ll see a target icon on the lower left 
corner. Click on the icon and a drop-
down menu appears with a number of 
categories, including gender, education, 
and relationship status, among others.

As you adjust the criteria based on 
your goals, your potential audience – the 
Target Number – will fluctuate. The more 
specific your criteria (married, college-
educated women in Dayton, Ohio), the 
smaller your Target Number.

Next, you have to select your 
Audience from a drop-down menu. You 
have two options: “People who like your 
Page” or “People who like your page and 
their friends.” 

Determining your Audience level 
may require some trial and error. Just like 
Google Ad Words, Facebook Promoted 
Posts allow you to pre-set a maximum in-
vestment. Once you reach that level, this 
happens and then you can do this. The 
interactive design of the Promoted Post 
box allows you to immediately see how 

changes to your Audience and Maximum 
Budget affect your estimated reach.

When you’re ready, click, “Promote 
Post.” The promotion cycle will for last 
three days, but it’s a good idea to be 
proactive. Check in at a regular inter-
vals throughout the three days to track 
results. At the bottom on the Promoted 
Post, you’ll see “XX people saw this 
post,” along with three figures that give 
you additional information on the kind of 
users you’re engaging. (“Organic,” folks 
that visited your page anyway; “Viral,” 
users who saw the post based on a share 
or like; and “Paid,” which of course re-
sulted from the Promoted Post.)

Since you are also tracking costs, it 
will be easy to determine whether dollars 
paid equate to results of the Promoted 
Post, either in engagement or sales. 
Consider testing out how Promoted 
Posts compare to Sponsored Ads, if 
you’ve done those.

No Such Thing as a Free Lunch
A free Facebook was a great, no-cost 
activity while it lasted, but the reality is 
Facebook is now itching to make money 
to appease its investors. Regardless of 
how you feel about Facebook charging 
for access to its users, it still represents a 
massive — and still relatively low-cost — 
marketing opportunity for florists. Spend 
a few bucks and measure the results. 
(I tested it on SAF’s aboutflowers.com 
page, and for $20, I could reach 4,200 
with one Promoted Post.) 
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pay to play Facebook’s Promoted Post 
program allows users to customize settings 
to reach a more targeted audience.




