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Facebook’s status as the dominant social network may occasionally be challenged by emerging social 

platforms, but with more than one billion members, Facebook remains the most popular social network 

around. Facebook officially created a space for brands on its social network in 2007, and since then, has 

continued to evolve the ways that businesses and marketers can engage with their audiences. The 

leading social media channel provides many opportunities for organizations to connect with the right 

audiences, at the right time, with the right content.  

This guide will share best practices for the following: 

 Optimizing your Page 

 Managing your community 

 Finding your audience 

 Creating and curating content 

 Measuring success 

We’re keeping this guide rather general because Facebook is constantly updating the platform and 

rolling out new features. To see the latest from Facebook, follow their blog, review their case studies, 

and stay up-to-date with their tips and best practices. Also visit Facebook IQ for the latest research and 

market insights from the venerable social network. 

For more information on Facebook advertising, Facebook Live, Facebook 360 and Facebook 360 Live, 

refer to our separate best practices documents on MarketGeorgia.org.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/facebookmedia/
https://www.facebook.com/facebookmedia/success-stories/
https://www.facebook.com/facebookmedia/get-started/
https://www.facebook.com/facebookmedia/best-practices/
https://insights.fb.com/?ref=footer


Optimizing Your Facebook Page 

 

Unlike a personal profile, a Facebook business Page is, by default, public. Users can “Like” and become a 

“Fan” of your Page without requiring approval from Page administrators -- a Fantastic opportunity for 

your Page to get discovered.  

Creating a New Page 

Once you are logged into Facebook, you can create a Page here. Facebook takes you through each step 

of the set-up process, but if you prefer to watch or follow along with a video tutorial, we recommend 

this video on YouTube.  

If you are a more advanced marketer, have a group of people managing your Page, or anticipate doing 

any paid advertising on Facebook, we recommend setting up a Facebook business manager account for 

your Page. You can learn more about that option and sign up at this link. 

Profile Picture 

Your profile picture should be something that people can easily associate with your brand; usually your 

logo. This element should not be interchangeable. Upload a profile picture with 180 x 180 pixels (1:1 

ratio) and the image will automatically adjust to be 160 x 160 pixels. The image should be a RGB, JPG, or 

PNG file. 

 

Cover Image 

The cover photo is designed as the creative header of your Page. Upload a high resolution cover image 

at least 851 x 315 pixels (2.7:1 ratio). The image should be a RGB, JPG, or PNG file and cannot be more 

than 100KB.  

 

 

 

 

 

http://www.facebook.com/pages/create.php
https://www.youtube.com/watch?v=jjVWUXd65nM
https://www.facebook.com/business/help/1428785834029669


About Section 

Make sure that the About section associated with your Page is filled out in its entirety. This section 

offers a lot of opportunity for optimization and should be approached strategically. You’ll want to write 

an informative and descriptive message that highlights the best of your organization.  

The About section should include your Community Guidelines. It doesn’t have to be long, but it should 

address your deletion policy. You should make it straightforward and easy to understand. You can find 

Explore Georgia’s policy in our About section to use as an example. 

Customize Your Page Layout 

In November 2016, Facebook rolled out a new feature allowing Page managers to customize their Page’s 

layout. The new layout features customizable sections in the middle column, new templates for 

different business types with various tab options, and an easier way to see and share the unique URL for 

each tab. 

Business Manager users can update their Facebook Page with the new layout by going to Settings and 

then clicking on Edit Page. 

 

Create Custom Tabs 

Facebook allows a Page to feature apps, photos, websites and other social networks with tabs. These 

are the thumbnail images that appear below your cover photo. You can create and leverage custom tabs 

via the “Views & Apps” section of your Page. Think of these as dedicated sections within your Facebook 

Page.  

https://www.facebook.com/ExploreGeorgia/info/?tab=page_info
https://developers.facebook.com/docs/pages/tabs


 

 

Clever ways you may use a custom tab: 

• Promote subscriptions to your email or blog 

• Promote registration for your upcoming event(s) 

• Feature other social channels like Pinterest or Twitter 

 

 

 

 

 

 



Add Milestones 

Define key moments in your organization’s history through Milestones. Use the feature to highlight 

some of your biggest accomplishments, such as Fan growth, award wins, product releases, major events, 

or other accolades. Milestones will be highlighted in your timeline with a blue flag and can be accessed 

from the overall timeline at the bottom right of every Page. All Milestones are public. 

 

You can create a new (or past) Milestone via the status update box, which will prompt you to input 
information about your Milestone such as its name, location, date, story description, and an image. 
Including an image adds richness to the Milestone and encourages engagements with your audience. 
 

 

 

 

 

 



Call to Action (CTA) Button 

Designed to bring a Page’s most important objective to the forefront of its Facebook presence, CTA 

buttons link to any destination on or off Facebook. 

 

You can select from a group of CTA buttons to add to the top of your Page. Currently, seven are 

available: 

 Book Now 

 Contact Us 

 Use App 

 Play Game 

 Shop Now 

 Sign Up 

 Watch Video 

 

It’s important to remember that just adding the CTA button to your Facebook Page will not increase 

traffic to your website. You may decide to call attention to your new CTA by prompting users to click 

with the help of a cover photo as shown below. 

 

 

 

 

 



Managers/Administrators 

A Facebook Page can be managed by one person or a team. You can add team members only after 

they’ve Liked the Page. Once they’ve done that, go to Settings --> Page Roles --> Add Another Person.  

You can assign a team member to one of the following roles:  

• Admin- can manage all aspects of the Page, including sending messages and publishing as the 

Page, creating ads, seeing which admin created a post or comment, viewing insights and 

assigning Page roles. 

• Editor- Can edit the Page, send messages and publish as the Page, create ads, see which admin 

created a post or comment, and view insights. 

• Moderator- Can respond to and delete comments on the Page, send messages as the Page, see 

which admin created a post or comment, create ads, and view insights. 

• Advertiser- Can see which admin created a post or comment, create ads and view insights. 

• Analyst- Can see which admin created a post or comment and view insights.  

If you have a Facebook Business Manager account, the process is a little different. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/help/187316341316631
https://www.facebook.com/business/help/742044575812155


Facebook Content  

 

Understanding who your audience is and who you want to reach can help you set goals, find your voice, 

and tailor your content. The most effective way to drive continued engagement with Fans is to develop 

content that best reflects the reason(s) they initially visited your Page. For example, if Explore Georgia is 

presenting a trip to Augusta and a Fan follows a link to the Visit Augusta Page, the Fan will expect to see 

content that provides information about a trip to Augusta. No one likes a bait-and-switch! 

For the lifetime of the Page, your organization will be best served by developing content that is inviting, 

aspirational, informative, and inspiring without being sales-y. 

Creating Content 

Consistently developing relevant content may seem daunting, but if you have a solid strategy in place, 

you will be able to showcase what makes your organization special while assisting in the promotion of 

your partners. 

General topics that do well in the tourism industry: 

• Unique features a traveler can’t find anywhere else  

• Seasonal activities in your area 

• Local business such as hotels, resorts, restaurants, stores 

• Attractions in your area 

Once you understand what your audience likes to see, you can tailor your content to their preferences. 

Schedule Content 

We recommend using a content calendar to organize content and assets by date and theme. If your 

social media is run by several people or a team of volunteers, content can be more manageable with a 

Google spreadsheet that everyone can edit. A Google spreadsheet can be accessed by multiple people, 

on any device, and from anywhere with an internet connection. Content copy, photo assets, links, and 

posting dates can all be added to the spreadsheet in advance and scheduled on Facebook in bulk if 

needed. 

Sharing Content 

In addition to creating you own content, promoting the exciting local activities/events of your partners is 

a smart way to bring attention to your own organization. Facebook is our platform to promote each 

other. Let your Fans know what is happening on the Facebook Pages of your partners and your partners 

will return the favor. 

 

 

 

 

http://www.visitaugusta.com/


Curating Fan Content 

Images and links shared on your Page by Fans are sources of content you can use to populate your Page. 

If you’d like to share an image posted to your Page by a Fan, just remember to ask for permission first 

and give proper credit to the person that created it. When Fans see the content other Fans share being 

highlighted on the Page, it encourages more engagement and lets Fans know you’re listening to them. 

Hashtags 

In the past, we’ve recommended using hashtags on Facebook to unify promotions across multiple 

channels, increase the discoverability of content, and centralize engagement with certain content, 

promotions, events, etc. But the use of hashtags on Facebook has drastically changed as Facebook 

continues to improve their Graph Search functionality. Now, we recommend that you DO NOT use 

hashtags on Facebook. 

In 2016, BuzzSumo analyzed more than a billion Facebook posts and found that posts without hashtags 

generated more reach than those with hashtags added. Additionally Socialbakers also analyzed the use 

of hashtags in Facebook posts and found that the higher the hashtag use, the lower the engagement (by 

significant margins). 

Tagging 

When you tag an organization in a Page update, you are in effect promoting that organization. Tagging 

other partners can increase the reach of your content and may increase the likelihood that your 

organization will be tagged and promoted in one of their future updates. 

To tag the organization in a post, simply type the ‘@’ symbol before the name of the organization in 

question. This action will populate a menu of options to choose from. Click on the appropriate 

organization’s Page, and that organization’s name will be entered into the status box. The name will 

become a direct link to its Facebook Page, and the ‘@’ symbol will become invisible. 

 

 

 

 

 

Unless the other organization has set up specific notification filters, it will be alerted that you’ve tagged 

it in a post. 

http://buzzsumo.com/blog/how-to-improve-facebook-engagement-insights-from-1bn-posts/
https://www.socialbakers.com/blog/2126-the-ultimate-guide-to-hashtags


Example Tag: 

 

Uploading Photos 

Eye-catching photos are a great way to inspire Fan engagement and increase exposure to your posts. 

Facebook’s algorithms reward posts with images by having them appear more frequently in your Fans’ 

news feeds. 

To add one image to your update, click on the camera icon at the bottom of the update field. 

 

To add multiple images to your update click on the “Photo/Video” option above your update. Once your 

photos have been uploaded, you’ll have the option to add a caption to each photo individually. You will 

have the ability to create and name a photo album, add a location and date, and customize who can see 

this album. Adding dates and locations to your images helps increase the reach of those images because 

they can show up in Facebook search results.  

 

 



Photo albums should be theme specific. For example, albums can be devoted to specific locations, 

seasons, events, festivals, etc. The more relevant and specific each album is to your organization and the 

interests of your fan base, the more likely you’ll find a segment of Fans who want to interact with these 

photos. 

 

If you want to add a photo to an already existing album, find the album in your current set of photos and 

click on the “Add Photos” button. You’ll be asked to find photos on your hard drive. Select as many 

photos as you’d like. 

Pinned Content 

Organizations can “pin” their most important content to the top of their Page for up to seven days. 

“Pinning” an update to your timeline means it will be the first piece of content Fans see when they visit 

your Page. Consider pinning important or timely content, such as a contest or event that’s happening 

soon.  

 

 

 

 

 



Scheduling Posts 

Not everyone has time to check Facebook consistently throughout the day. That is why Facebook allows 

Pages to schedule posts for future publishing. This allows brands to share content at optimum times in 

order to reach the widest audience possible. 

To schedule a post, first create the content then, instead of hitting “Publish,” click on the down arrow 

and click on “Schedule.” A pop-up window will allow you to set the date and time to publish the post.    

 

Remember to take into consideration the information gleaned from your Audience Insights to determine 

the best time of day to schedule your content. 

For more information on Facebook Live, Facebook 360 and Facebook 360 Live, refer to our separate best 

practices document on MarketGeorgia.org. 

 

 

 

 

 

 

 

 

 

 

 

 



Community Management 

 

Because Facebook is inherently social, Fans may post content to your wall. This is an outstanding way to 

learn what interests and excites your Fans. 

• Make sure community guidelines are posted in your About section. You can use Explore 

Georgia’s guidelines as a template for your own. 

• Allow for discussion, (friendly) debate, and the sharing of ideas within the limits of your 

community guidelines. 

• Be prepared to remove content that doesn’t align with your Page’s guidelines and the level of 

discourse you want to promote. 

• Maintain consistency when monitoring and/or removing content. 

• Respond to comments in a timely manner.  

Responding to Comments 

Engaging with Fans on Facebook is always encouraged. Connect to your audience by asking questions, 

responding to comments, and encouraging conversations. When you make the posts about your 

audience and what they need rather than trying to sell them something, you will develop a richer and 

deeper relationship with your community. 

While engaging with your audience is important, do carefully consider which comments you respond to. 

Negative comments should be addressed in a timely manner to show that you are listening and available 

to the people who engage with your Page. We recommend within an hour. Do not wait more than 24 

hours.  

Keep in mind that any comment you respond to will be shown under the original post, making it more 

prominent than it might be without a response from the Page. This goes for positive comments as well.  

If there’s a comment you’d like more people to see, then consider responding to it. See the example 

below. 

 

It is always best to handle negative comments in a professional, polite manner and build a Page that 

encourages positivity.  

https://www.facebook.com/ExploreGeorgia/info/?tab=page_info
https://www.facebook.com/ExploreGeorgia/info/?tab=page_info


Facebook Messaging 

Organizations can now send direct messages to other Pages, and Fans of your Page can now send 

messages to your Page. However, a Page cannot write a message to a Fan unless the Fan has written to 

the Page first. Consider using this line of communication to encourage other related Pages (local 

establishments, for example) to like, comment, and share content to your Page. 

Facebook Groups 

Groups on Facebook are slightly different than business Pages. In some cases, it makes sense for a Page 

to create a group, as well. The main difference between a business Page and a group is that Pages 

represent a company or organization, while a group is a place for a community of people to discuss 

common interests. A group is essentially used as a chat room for people with a similar interest. In a 

group, members can post all kinds of content just like on personal timelines and business Pages. A group 

can be public or private (either by invitation or approval of a request to join). 

Carefully consider how much time you have to devote to social media marketing. A group can take a 

significant amount of time to manage and populate. 

Interact with Explore Georgia on Facebook! 

We always encourage you to post on our Facebook wall, Like Explore Georgia from your personal and 

brand Page(s), and/or contact us with any content you want featured. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Find Your Audience with Facebook Insights 

 

Understanding general best practices for Facebook is only one piece of the puzzle. Every audience is 

unique, so it’s important to understand the nuances of the people that follow your Page. Understanding 

this will help you provide relevant content to your Fans, which will increase engagement and reach.  

To access information about your audience and post performance, go to your Facebook Insights (make 

this a favorite in your browser for easy access). 

 

To see when your audience is online, click on “Posts” in the left navigation bar. It will show you days and 

times when your audience is most active on Facebook. Knowing this will help you decide when to post 

content to reach the most Fans. 

 

 

 

 

 

 

http://www.facebook.com/insights


Click on “Post Types” at the top of the section to see which type of posts your Fans like most (links, 

images, or text updates). Generally Facebook users like images and links the most. Facebook usually 

gives those types of content a boost, but you should first confirm this assumption against what the data 

says about your specific audience. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Measuring Your Success on Facebook 

 

Facebook has an advantage over almost every other platform when it comes to measuring success. You 

can get incredibly granular data about each post over a variety of timeframes. But all that data can be 

overwhelming. To view your Facebook data, click on “Insights” at the top of your Page. 

 

As with any metric, it’s a good idea to first set goals or benchmarks to compare on a monthly, quarterly, 

and annual basis. With that being said, not everyone has the time to review their metrics that often. We 

recommend reviewing your analytics at least quarterly and at the end of each campaign.  

Engagement Rate 

This metric is used to evaluate posts on an even playing field by measuring the total number of actions 

relative to the number of people that saw your posts. You can calculate the engagement rate by dividing 

the total number of Likes, Comments and Shares by Reach. Average engagement rates vary by industry 

and number of Fans. Generally, Facebook Pages in the tourism industry have an average engagement 

rate of 3.5 percent, but we recommend competing with yourself rather than the entire industry. As long 

as you’re improving and providing content YOUR audience craves, you’ll see an improvement in your 

engagement rate.  

 



Click-throughs on URLS 

Facebook is the best platform to direct people to content on your website. Because Facebook provides 

so much data on your followers’ activities, sophisticated marketers can even track a Fan from Like to 

purchase – talk about big data! For your purpose, though, it’s important to track click-throughs because 

it’s an indication of intent. If certain link posts gets lots of click-throughs and others don’t, it can give you 

great insight into what topics and posts your Fans want to see. 

Follower Growth 

The number of followers you have doesn’t matter as much as your engagement rate (quantity vs. 

quality), BUT if you are posting on a consistent basis and your followers are not increasing, it’s time to 

reevaluate your strategy. It’s best to look at your follower growth after a campaign and quarterly so you 

can get a bigger picture of the growth trend. 

 

 

 

 

 

 

 

 

 

 

 

 



Contact Us! 

 

If you have questions, want more information, or would like us to speak about social media and digital 

marketing at your next meeting, give us a call or send us an email. We love to help our partners get the 

most out of their online presence! 

 

Katie Christof  

Senior Digital Media Strategist, Tourism 

Georgia Department of Economic Development  

Office: 404.962.4051 

Email: kchristof@georgia.org  

 

 

 

 

 

Parker Whidby 

Digital Content Specialist, Tourism 

Georgia Department of Economic Development 

Office: 404.962.4107 

Email: pwhidby@georgia.org 

 

 

mailto:kchristof@georgia.org
mailto:pwhidby@georgia.org

