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Checklist for Optimizing Your Library's Facebook Page Settings

0 When creating a new page for your library or revitalize an established page, consider choosing/changing your page type to Local
Business/Place. This page type allows administrators to include the most detailed, practical information for local users including
real time library hours, mapped location with directions, and multiple contact information options for patrons.

[ update your account profile to include the most recent, thorough contact information, an About statement, library hours, website
link, and other social media links. Add up to three page categories to help Facebook/search engine users find your page.
Suggested categories include, but aren't limited to, Library, College & University, and Education.

O Review your page’s Insights tab weekly to view in-depth data about the account including page views, post engagement, and
event reach, as follower activity can vary widely day to day.

[0 Use Facebook’s Scheduled Posts feature under Publishing Tools to increase and consistency of posts and reach followers if they
are primarily online after regular office hours. Identify the time of day/day of the week most of your followers are online through
Insights>Posts.

O Identify your general audience demographic trends (% of students, faculty, alumni, community members) through

Settings>People and Other Pages. Tailor your content to this audience and/or reach out to new followers using some of the tips
below.

Tips for Engaging Fans and Increasing Organic Reach

@ Distribute content no more than 2 times per day, on average. Create a post schedule to using the guidelines above to encourage
consistent marketing, even after hours.

@ Ask open-ended questions or encourage feedback about library services, requesting that fans respond or react to your post.
@ Relate posts to Facebook's trending news to boost news feed relevance and draw a broader audience.

@ Present content in photo and video form, as news feed algorithms often rank these formats higher. Use Canva, PicMonkey,
Piktochart, or Easel.ly to create professional images and infographics for free.

@ Feature your Facebook page in a visible location on the library website, as well as other print and online library marketing
materials like newsletters, brochures, bookmarks, and flyers.

@ Collaborate with larger, established Facebook page/group administrators in your institution/community to share content and
target new audiences. Examples: Official Western Carolina University page, WCU Residential Living Class of 2021

2017 NCLA 62nd Biennial Conference Poster- https://goo.gl/BGF7zJ




Checklist and Tips References

Bapna, A., & Park, S. (2017, January 26). News feed FYI: Updating how we account for video completion rates. Facebook Newsroom. Retrieved
from https://newsroom.fb.com/news/2017/01/news-feed-fyi-updating-how-we-account-for-video-completion-rates/

Haydon, J. (2015). Facebook marketing for dummies. Hoboken, NJ: For Dummies.

Neal, D. R. (Ed.). (2012). Social media for academics: A practical guide. Oxford: Chandos Publishing.

Ramon, R. (2013). The Facebook guide to small business marketing. Indianapolis, IN: John Wiley & Sons, Inc.

Rohm, A., & Weiss, M. (2014). Herding cats: A strategic approach to social media marketing. New York, NY: Business Expert Press.
Thomsett-Scott, B. C. (Ed.). (2014). Marketing with social media: A LITA guide. Chicago, IL: ALA TechSource.

Wood, N. T., & Munoz, C. K. (2017). #£Share: How to mobilize social word of mouth (sWOM). New York, NY: Business Expert Press.

Additional Poster References

Boland, B. (2014, June 5). Organic reach on Facebook: Your questions answered. Facebook Business. Retrieved from
https://www.facebook.com/business/news/Organic-Reach-on-Facebook/

Facebook announces pricing of initial public offering. (2012, May 17). Facebook Newsroom. Retrieved from
https://newsroom.fb.com/news/2012/05/facebook-announces-pricing-of-initial-public-offering/

Franz, J. (2015, July 9). Updated controls for news feed. Facebook Newsroom. Retrieved from
https://newsroom.fb.com/news/2015/07/updated-controls-for-news-feed/

Krug, S. (2016, February 24). Reactions now available globally. Facebook Newsroom. Retrieved from
https://newsroom.fb.com/news/2016/02/reactions-now-available-globally/

Lavrusik, V., & Capra, D. (2016, February 26). Bringing Facebook Live to Android and more countries. Facebook Newsroom. Retrieved from
https://newsroom.fb.com/news/2016/02/bringing-facebook-live-to-android-and-more-countries/

Mosseri, A. (2017, June 30). News feed FYI: Showing more informative links in news feeds. Facebook Newsroom. Retrieved from
https://newsroom.fh.com/news/2017/06/news-feed-fyi-showing-more-informative-links-in-news-feed/

The decline of organic Facebook reach & how to outsmart the algorithm. (2017, April 12). Hubspot. Retrieved from
https://blog.hubspot.com/marketing/facebook-declining-organic-reach

Wen, J., & Guo, S. (2017, August 2). News feed FYI: Showing you stories that link to faster loading pages. Facebook Newsroom. Retrieved
from https://newsroom.fb.com/news/2017/08/news-feed-fyi-showing-you-stories-that-link-to-faster-loading-webpages/

Poster Images

[Academic library icon]. Retrieved October 10, 2017 from https://scrlc.org/New-to-SCRLC

[Blue ribbon rosette]. Retrieved October 5, 2017 from http://www.psdgraphics.com/wp-content/uploads/2011/01/blue-ribbon.jpg/

[Facebook dislike logo]. Retrieved October 3, 2017 from http://a.abcnews.com/images/Technology/ap_facebook_dislike_kb_141212_31x13_992.jpg/
[Facebook logo]. Retrieved September 22, 2017 from http://www.freeiconspng.com/images/facebook-logo-png/

[Facebook marketing icon]. Retrieved October 3, 2017 from https://www.shareicon.net/facebook-ads-facebook-marketing-marketing-118985/

[Like signs]. Retrieved October 3, 2017 from https://az616578.vo.msecnd.net/files/2016/09/12/636092432932430628-1819729658_free-facebook-likes.png

2017 NCLA 62nd Biennial Conference Poster- https://goo.gl/BGF7zJ



