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Report: Facebook Marketing for Local 
Small Businesses 
 

 

In the second quarter of 2016, Facebook reported that 60 million businesses were using 
Facebook pages to promote their products and services1. That is an absolutely staggering 
number, and it is growing at an astounding rate. It’s no coincidence that roughly 85% of U.S. 
businesses with 100 or more employees use Facebook as a marketing tool2. It is the undisputed 
king of social media properties, with 2 billion (with a ‘B’) monthly users. Those users represent 
consumers, and some of the most successful companies in the world have jumped on the 
opportunity to tap into such a huge consumer meeting ground. Yet a 2015 study found that 
only 41% of small businesses had tapped into Facebook to do the same3

The disparity in numbers is due to a few different factors. The first is that a lot of small, family 
run businesses are simply slow to adopt newer technologies and marketing tactics. This is no 
surprise, and probably accounts for the majority of the statistical gap on its own. Secondly, 
many small businesses don’t see the value in using Facebook as a marketing tool. Some are 
probably right about that, but a majority of small businesses who think that way are not – and 
those ones are missing out. Finally, many small businesses have tried Facebook and were 
disappointed with the results

.  

4

The reality is that the vast, vast majority of small local businesses can benefit greatly from using 
Facebook. Where most small businesses fail is trying to do so without a proper understanding 
of how the platform works, how consumers interact with it, and the mechanics and intricacies 
of building a useful, profitable Facebook presence that attracts an engaged, appreciative 
follower base. Fortunately, it isn’t rocket science, and with a little understanding, and the 
careful application of a few tips and tricks, small business owners can get themselves up and 
running on Facebook the right way, significantly increasing their chances of success. 

. This is a common tale, and the reasons these companies didn’t 
see the success they desired tend to be easily defined, and luckily, easily correctible.  

 

                                                      
1 http://www.cnbc.com/2016/07/28/facebook-and-small-business.html 
2 https://www.emarketer.com/Article/Number-of-Companies-Using-Instagram-Nearly-Double-Next-Year/1013122 
3 https://www.emarketer.com/Article/Small-Businesses-So-So-About-Social/1012348 
4 https://smallbiztrends.com/2017/01/do-facebook-ads-work.html 



 

Why Facebook Makes Sense for Small Local Businesses 
 

Facebook is all about connection, and that’s been its purpose since day one. The reason 
Facebook has a user base in the billions is that people from all walks of life flock to it in order to 
connect with their family and friends. They also connect with businesses, and they do it often. 
Facebook users regularly choose to follow the pages and posts of the companies that impact 
their lives, whether it be their favorite car manufacturer, or the small bakery they get their 
bread from on the way home from work. Businesses will find their customers on Facebook, and 
that’s true for companies of all sizes, from Fortune 500 corporations to local mom and pop 
shops.  

This ability to tap into and grow their consumer base is the reason Facebook is such an effective 
marketing tool for small businesses. Facebook is all about community, and small, locally 
focused businesses understand community better than any big multinational corporation ever 
could. The same sense of community that creates a bond between a small business and the 
community it serves in the physical world can also be created online through social media, with 
the added benefit of opening an almost constant line of communication between the business 
and consumer. This 24-hour channel allows companies to speak directly to customers, right in 
their homes, in the constructs of a relationship the customer chooses to be a part of. That 
power – the power to communicate, market, and sell in a space that consumers feel 
comfortable in – is undeniable.  

 

The Three Pillars of Facebook for Small Businesses – Branding, 
Advertising, and Customer Service 
 

Facebook provides small businesses with a three pronged plan of attack for increasing business 
and developing stronger relationships with their customers. Those three prongs are branding, 
advertising, and customer service. Not all businesses will be able to utilize all three of these 
avenues, but most will be able to put at least a couple of them to good use. One of the main 
reasons some small businesses fail to find success on Facebook is a lack of understanding of 
these three distinct aspects of Facebook marketing, leading to ineffective use of the platform 
that can prove very costly in both time and money. Figuring out which ones to utilize and how 
to approach each is one of the main keys to maximizing the benefits Facebook can provide.  



 

Branding 

Branding is all about imprinting a message or idea in the mind of the consumer. It might be a 
logo, a jingle, a story, a product, a reputation, or any other number of tangible or intangible 
things. Branding on Facebook is no different, but the mechanism by which it’s accomplished 
absolutely is. The branding strategies that work best in the brick and mortar world don’t 
transfer over seamlessly into the world of social media. At best, they’re less effective. At worst, 
they can actually be counter-productive. The key difference is that in the physical world, 
branding strategies are often based on quantity of impressions. How many times will any given 
car pass by a billboard? How large is a magazine’s circulation? How many impressions will that 
Super Bowl ad generate? These are the questions of traditional branding – questions of 
quantity.  On Facebook, the key to successful branding is quality.  

The dynamic of social media is a transaction between a business and consumer like any other, 
except that in this case the trade is the consumer’s attention in exchange for content or 
interaction they find valuable. Value, in this case, might mean educational, or entertaining, or 
financially beneficial. Regardless of the type of value, providing it is the be all and end all of 
social media marketing. Branding on Facebook, or any other social media property, is all about 
creating a positive brand impression over, and over again. Companies that don’t meet the value 
expectations of their follower bases will find that follower engagement wanes, resulting in 
ineffective or even negative branding outcomes. Companies that constantly provide their 
followers with value will benefit from an engaged and loyal follower base, and their brand will 
grow stronger and stronger as a result. Repetition of impressions is important, just as it is in the 
real world, but on social media, those impressions must be coupled with a delivery of value. 

Advertising 

Facebook is a powerful advertising platform, providing small businesses with a wide array of 
both free and paid methods to reach out to customers with offers and advertisements. 
Companies can choose to utilize organic, free advertising tactics, to take advantage of 
Facebook’s powerful targeted contextual advertising system, or both. Regardless of the avenue 
pursued, the potential for success is significant, as advertising has become a huge part of 
Facebook’s identity, and with good reason. Companies that learn to properly capture the 
attention of their target markets and follower bases (by serving up that value discussed earlier) 
can reap huge benefits by then carefully and strategically serving up advertisements to those 
attentive, engaged consumers.  

Many companies choose to initially forgo Facebook’s paid contextual advertising system in 
favor of simply blasting out promotional messages on their pages. There are some notable pros 
and cons to this common early strategy. The main pro is that it minimizes cost by eliminating ad 



 

spend. This is a big benefit, especially early on, as it can be very easy for businesses unfamiliar 
with paid online advertising to waste large sums of money on ineffective ad campaigns. The 
major downside to choosing to advertise purely organically is that Facebook actually limits the 
reach among a follower base that organic posts can achieve. Facebook does this partly to help 
mitigate the potential for SPAM, but for the most part, it’s done to encourage advertisers to 
utilize the paid system, which provides Facebook with significant revenue.  

Companies that do choose to tap into paid advertising need to do their due diligence in 
educating themselves on the ins and outs of the ad network, or invest in hiring a professional to 
help them out with their campaigns. Managed correctly, Facebook ads can be a huge boon. 
Botched, they can drain an ad budget with little to no return. The nitty-gritty details of effective 
paid advertising are another article in themselves. Companies choosing to stick to the organic 
route need to understand that their advertising messages need to make up a small minority of 
their overall content offerings. Too many ads and not enough value is the most surefire way to 
kill audience engagement, and no audience means no sales. Another important part of the 
process is constantly monitoring Facebook’s built-in “insights” reporting to find out which posts 
are generating the most engagement. This data can then be used to refine future posts and ads 
to ensure they best meet the needs of the consumer.  

Customer Service 

Among the three pronged attack that Facebook offers to businesses, customer service might be 
the most overlooked, and potentially the most valuable. It’s a well-known axiom that an 
unhappy customer will tell ten people about their bad experience. While this is a huge 
generalization, and the numbers – based on a study by Coke in the early 80’s – are far from 
concrete, the lesson holds true; unhappy customers are far more likely to spread their bile than 
happy customers are to make a positive recommendation. As a result, companies the world 
over have come to realize that good customer service is one of the most important functions of 
a successful business. Facebook, and social media in general, provides an incredible customer 
service platform, and far more small businesses should be making use of it.  

Facebook is all about connection and communication, and it provides a simple, easy, and 
effective way for customers to communicate with businesses and vice-versa. An unhappy or 
flummoxed customer can opt to private message a business, or to publicly post their problem 
on a company’s Facebook page. The latter of those two options makes some businesses 
nervous. After all, what business wants dirty laundry aired in front of all the rest of their 
followers? But this scenario is actually an opportunity in disguise, as the company that nails the 
customer service response benefits from the goodwill of all the customers that see it. Facebook 
communication is also incredibly unobtrusive, meaning customers can pass their problems or 



 

questions on directly to a business at any time of day or night, in a way that allows the business 
owner to deal with it either right in the moment, or at a later (but reasonable!) time. 

 

Building a Loyal Follower Base of Local Customers 
 

At the end of the day, the more followers a local business can generate for their Facebook 
page, the greater the reach their marketing efforts will have. Paid advertising on Facebook is 
certainly effective, but capturing local customers by getting them to ‘like’ a Facebook page will 
not only drive down the overall cost of marketing by providing free impressions for posts and 
ads, it’ll also increase the effectiveness of paid advertisements. Building up a fan base can be a 
daunting task, and many businesses become discouraged when their initial efforts at gaining 
followers generate less than stellar results. Some will become tempted to use underhanded 
methods to build up a larger follower list, and there are plenty of shady follower acquisition 
methods that break Facebook’s terms of service. None of them are worth the risk of being shut 
down altogether, especially since there are plenty of ‘white hat’ ways to get the job done.  

Get the Word Out In-House 

One of the simplest and most cost-effective ways a business can promote its Facebook page is 
to get the word out to in-store customers. There are a number of ways to do this, including 
placing signs throughout a store or office, including links on receipts, or simply asking 
customers outright to visit a page. No business should ever underestimate the effectiveness of 
that last one. Simply telling a customer about a company’s Facebook page might be all it takes 
to plant the seed that leads to a like, and it costs absolutely nothing.  Another example of a 
creative way to gain followers is to use QR codes, RFID, or bar codes to allow in-store customers 
to like and follow the company page just by scanning an image with their smart phone. 
Encouraging visitors to “check-in” is another effective strategy. One of the huge benefits of 
promoting in-store or in-office is that the likes these efforts will generate are from people who 
are either already customers, or at the very least interested enough to walk in, making them 
ideal targets for further promotion. 

Use Facebook’s Paid Advertising for Local Outreach 

Facebook’s on-site paid advertising system allows advertisers to set a wide range of goals for 
their ads by choosing from a list of different ad types, all of which can be targeted 
geographically. “Page likes” ads are all about building a page’s follower base in order to 
increase reach in both organic posts and future paid ads. “Page post engagement” ads are 



 

designed to get users to interact with the advertisement. That might mean clicking the like 
button on the ad itself, leaving a comment, or sharing the ad to their wall or that of a friend. 
From a local reach perspective, page post engagement ads are effective because the action a 
user takes to engage with them is often broadcast to their friends as well, increasing total 
reach. Finally, Facebook offers “local awareness” ads that display to users when they’re in close 
proximity to the advertiser’s physical business location. The benefits of this type are obvious. 

Incentivize the Interaction 

It’s well understood that social media users expect something in return for their attention. This 
applies to gaining new followers just as much as it does to keeping existing ones satiated. One 
of the best ways to build a strong following is to incentivize local social media users to hit the 
like button. There are countless creative ways businesses can do this, but one of the simplest is 
to offer up a discount or giveaway in exchange. Coupons offered only to social media followers 
are a great way to give people a reason to like and interact with a business on Facebook or any 
other social media property. These can be direct offers, or they can be offers with an additional 
action attached. For instance, a contest entry, coupon, or giveaway could be offered to any 
Facebook follower who shares a promotional message to their wall. In the end, great content is 
generally the thing that keeps followers interested, but it can’t be overstated how powerful a 
juicy carrot can be in beefing up a follower base.  

Engage with Other Local Influencers 

Facebook is all about sharing, and one of the best ways to get the word out locally is to get 
other people or businesses in the community to share a company’s page or posts with their 
own local follower base, providing a large local reach, often at little to no cost. This is all about 
finding influencers and then offering something to them in exchange for exposure to their 
follower base. Participating in local community events is a great way to accomplish this, as 
community events often undertake their own advertising efforts. Piggybacking on those efforts 
can generate significant social media exposure and good will among the local community. 
Engaging with other non-competing or complimentary local businesses is another great way to 
do this, but finding other companies that will be willing to partner up or provide reciprocal 
offers can sometimes be somewhat difficult. Finally, companies can look to engage with 
individual influencers within a community, such as local reporters or even just highly active 
social media users. 

 



 

 

Avoiding Common Pitfalls in Local Facebook Marketing 
 

There are some common traps that many small businesses fall into when utilizing Facebook for 
local marketing and advertising. These traps, while totally avoidable, are responsible for 
destroying the marketing efforts of countless businesses, and the drain on success they 
produce represents one of the main reasons so many small businesses give up on social media 
altogether. One easy way to avoid them is to hire a knowledgeable and reputable firm or 
consultant to help manage social media accounts and advertising campaigns. While this is often 
the best way to maximize success, many businesses choose to go it alone and self-manage their 
Facebook page and other social media properties. For these businesses, the key to dodging 
common traps is simply to understand what they are, and what steps can be taken to help 
avoid them before they’re triggered.  

Trap #1: Bleeding Money on Paid Advertising 

Facebook’s contextual advertising platform is an undoubtedly powerful tool, and it can 
generate significant returns on investment for companies that use it effectively. Unfortunately, 
Facebook advertising, and really any type of pay-per-click (PPC), cost-per-mille (CPM), or cost-
per-acquisition (CPA) advertising takes a certain depth of knowledge to utilize properly. 
Businesses that aren’t familiar with online advertising, copywriting, or proper targeting can 
quickly and easily burn up their advertising budgets without seeing the returns they need to be 
profitable. Seeking expert help is by far the best way to avoid this trap, especially early on. For 
those businesses wishing to run their own campaigns, carefully metering ad spend early on is 
incredibly important. This ensures a company won’t accidentally go broke while learning the 
ropes of online advertising.  Constant testing and refinement will shed light on what works and 
what doesn’t, but it takes time, so protecting the budget is of absolute importance. 

Trap #2: Allowing Pages to Stagnate 

Nothing undercuts the professionalism of a company’s social media property than stagnation. 
The result is an unengaged audience, wasted time and money, and potentially negative 
consequences for the company’s brand image. Marketing on Facebook or any other social 
media property requires a constant stream of consistent, high-quality content and engagement 
between users and page owner. Businesses that can’t commit to regularly updating their social 
media properties are actually often better off not using social media at all. It simply looks bad 
when a Facebook page hasn’t been updated in months, content is out of date, and messages 
and comments have gone without response. The best way to avoid this trap is to utilize an 



 

editorial calendar that provides a constant reminder to business owners to keep their social 
media profiles up to date, and lays out a clear plan for exactly what types of content and 
promotional material will go up on Facebook or other social media sites in the coming days, 
weeks, and months.  

Trap #3: Losing Focus on Providing Value 

Tying in to trap number two, sometimes business owners go too far in the opposite direction, 
becoming so concerned with constantly posting to their social media properties that they lose 
sight of what matters the most – providing real value to their social media followers. Value is 
everything, and posting content just for the sake of it doesn’t meet the goal of providing it. If 
the content a company posts to their social media properties isn’t relevant, it’s worthless. 
Everyone loves adorable kittens, but if a local music store posts nothing but cat memes to their 
Facebook page in an effort to keep it full and active, their followers are going to lose interest 
and fade away. The best way companies can avoid this trap is to constantly remember that the 
exchange is value for attention. By putting themselves in the shoes of their followers and 
thinking carefully about what those followers are looking for from their online relationship with 
the business, companies can ensure they deliver the right content rather than just any content. 

Trap #4: Losing Focus on Targeting 

It can be incredibly disheartening for a business owner to look at their Facebook page and see a 
paltry number of followers. Large numbers of likes and followers are often conflated with 
success, and as a result, some businesses will do anything to inflate their follower list as much 
as possible. Occasionally this leads to the utilization of “black hat” methods – or dirty tricks that 
break the rules. But the vast majority of times, companies looking to grow exponentially on 
Facebook simply lose sight of the target demographics they signed up to go after in the first 
place. If ecommerce is part of a company’s strategy, then pushing beyond local might very well 
be worthwhile. However, for many local businesses, acquiring Facebook followers from outside 
the community in an effort to inflate their page stats more often just results in a diluted 
follower base that makes advertising and messaging less effective. Avoiding this trap comes 
down to understanding that a small, but well-targeted follower base is worth far more than a 
huge but diluted and unresponsive one. 

Trap #5: Losing Control of the Conversation 

The two-way conversational nature that makes social media so beneficial to businesses also 
means that followers have the ability to publish their thoughts – and criticisms – in a public 
forum owned and operated by the very company they might be criticizing. In reality, this 
represents a huge opportunity, but some business owners can’t see it that way. Instead, they 



 

see criticism on their carefully created social media pages and recoil at the thought of working 
their butts off to open up online only to be torn down. These businesses often react in one of 
two ways. The first is to become defensive, replying to comments with excuses or dismissals, or 
perhaps even deleting them outright. The second is to flee, abandoning social media and 
writing the whole thing off as an exercise that is simply not worth it.  A huge part of social 
media marketing is brand and reputation management. Companies need to carefully monitor 
and moderate their pages, but criticisms should be seen as an opportunity for improvement 
and strengthening customer relations, not something to run from or fight back against.  

 

An Opportunity to Connect, Converse, and Build Trust 
 

People now spend ten hours per day in front of screens5, and five hours per day on mobile 
devices6

Facebook provides small business with three incredibly powerful avenues through which to 
interact with their existing and potential customers, in the form of branding, advertising, and 
customer service. Each function can be utilized independently of the others, and companies 
have the ability to pick and choose which they will use and in what proportion. These three 
functions, when combined with a well targeted, engaged, and loyal base of local followers 
represents an incredible opportunity for small businesses to market within their communities – 
or beyond if they see fit. The potential effect on brand awareness, good will within the 
community, and sales makes a strong Facebook presence a no-brainer for most small 
businesses – just as long as they can avoid the many common traps that have sunk the efforts 
of so many before them. 

. A large chunk of that screen time is spent on social media platforms, of which 
Facebook is the daddy of them all. Businesses both large and small, both international and 
local, simply can’t afford to waste the opportunity to meet their consumers on these ever-
growing online social spaces. Not only do internet users expect their favorite companies to 
have strong social media presences, but many will turn to social media platforms like Facebook 
as their first line of search for interaction with them. To be absent is to miss out, big. But while 
small businesses need to take this opportunity seriously, simply diving into the social space 
without a plan or the requisite knowledge to get the job done right is a recipe for failure.  

                                                      
5 http://www.nielsen.com/us/en/insights/reports/2016/the-total-audience-report-q1-
2016.html?afflt=ntrt15340001&afflt_uid=wXikWw5kZL0.EnbdE5J-
pg_8_ejm960S4CuwvOlAPKMU&afflt_uid_2=AFFLT_ID_2 
6 http://flurrymobile.tumblr.com/post/157921590345/us-consumers-time-spent-on-mobile-crosses-5 



 

In the end, Facebook – and all social media – is all about connection, and connection is the 
pathway to trust. Trust is essential in all business, regardless of the scale. The ability to reach 
out and connect with local consumers and to build that essential trust – all at a relatively 
marginal financial cost – means that most small businesses owe it to themselves to give 
Facebook an honest try. Those that have failed in the past should consider regrouping, hiring on 
some expert help, or investing in some education on the subject, and trying again. Even if a 
large follower base is never developed; even if the community doesn’t jump at the opportunity 
to engage en masse; the opportunity to establish a strong, open, cost-effective line of 
communication with even just a small handful of customers can often make the time and effort 
more than worthwhile.  


