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Holland, Michigan 

October 1, 2012 

 

  
How to Turn Your 

Facebook Likes into Love 
 

Presented By 
Dave Serino 

Strategist & Educator 

Think! Social Media 
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WORDS OF WISDOM 
 

  

“We lived on farms, we lived 
in cities, now we’re going 
to live on the internet.” 

           
          Sean Parker 
          The Social Network 
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MORE THAN A SOCIAL NETWORK…. 
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FACEBOOK 
 

1 - “Affinity” - Affinity measures the one-way relationship that a 
fan has with a Facebook Brand Page they have “liked”. 

2 - “Weight” - Weight measures how much interaction/
engagement a current Facebook post is receiving. 
 
•  Shares > Comments  
•  Comments > Simple like 
•  Like on Your post > Click on a Link 

3 - “Decay” - The longer a post has been up, the less likely it is 
to get seen. The very second it’s posted, it’s decaying. 
Facebook is becoming the perfect venue for 
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FACEBOOK 
 

Use the Cover Photo to Capture the Visitor 
 
•  A showcase image to represent your 

destination, property, or attraction. 
•  It should be consistent with your marketing 

strategy and brand. 
•  Crowd source for a unique image through sites 

like Flickr or invite fans to submit their own 
•  Can not include price info, contact info, web 

addresses or references to “Like” the page. 
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FACEBOOK 
 

Use the Timeline to Tell Your Story 
 

 “It's an incredibly powerful way for 
modern audiences to engage with 
the Tower's rich history, in the same 
way they interact with their friends 
and record their own lives.” 

 
         Tim Powell 
         Digital Media Manager 
         Historic Royal Palaces  
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FACEBOOK 
 

Add an Image to Each Post! 
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FACEBOOK 
 

Power the Post! 
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FACEBOOK 
 

Highlight and Pint the Post! 
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FACEBOOK 
•  Make it Shareable 
with a tag!  
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FACEBOOK 
•  Ask a Question  
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FACEBOOK 
•  Think outside the work week 
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CREATING DEMAND WITH ADS 
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FACEBOOK ADS 
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Measuring  
Facebook  
ROI:  
Conversions in  
Baton Rouge, LA 
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BACKGROUND 
 

•  Goal one was to calculate the ROI 
estimates of the organization’s 21,760 
Facebook Fans/Likes  

•  Goal two was to understand more about 
the audience’s demographics & the use of 
each application 

•  Sample of completed surveys included 425 
Facebook Fans/Likes 
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ROI – FACEBOOK RESULTS 
 

•  The average incremental trip lasted 2.7 
days, with reported in-market spending of 
$137.90 per day. These incremental trips are 
estimated to have generated $1,185,666 in 
new visitor spending in Baton Rouge.    - 

•  The page also convinced visitors to extend 
their intended stays. The research results 
show that the Visit Baton Rouge Facebook 
content generated 404 new visitor days for 
Baton Rouge. 
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ROI – FACEBOOK RESULTS 
 

•  The Visit BTR Facebook page had 
accounted for approximately $1,241,354 in 
direct visitor spending in Baton Rouge. Visit 
Baton Rouge had 21,760 Fans/Likes on 
Facebook at the conclusion of the study 

•  It is estimated each of these Fans/Likes 
represented $57 in economic impact to 
Baton Rouge. 



M
A

C
V

B A
n

n
u

a
l M

e
e

tin
g

 - #
M

A
C

V
B  

@DaveSerino	
  

ROI – FACEBOOK RESULTS 

Determine	
  the	
  value	
  of	
  these	
  trips/days	
  

$1.24	
  million	
  

Iden%fy	
  Incremental	
  Visits	
  (&	
  Trips	
  Extended)	
  

3,184	
  trips	
  (404	
  days)	
  

Baton	
  Rouge:	
  Social	
  Media	
  ROI	
  Calcula%on	
  
21,760	
  Facebook	
  Fans	
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http://44d.me/DaveSerino 

Dave Serino 
Strategist & Educator 

DaveS@ThinkSocialMedia.com 
 

Think! Social Media USA 
3389 Habitat Trail 

Pinckney, Michigan 48169 
www.ThinkSocialMedia.com 

 
Voice: 734-878-8800 

Cell: 810-623-1505 
Skype: dave.serino 

www.Twitter.com/DaveSerino 
www.FaceBook.com/ThinkSocialMedia 

www.FaceBook.com/DaveSerinoSays 
 
	
  


