
The story continues  



People talking about this in 2013 
 

Mobile 
The world is going 

mobile, Facebook is 
going mobile first. This 
changes distribution, 

data, behavior, ad 
capabilities… 

Newsfeed 
Newsfeed is the 

destination of content 
on Facebook. Brand 
advertising should be 

done in newsfeed. This 
means changes to 

publishing and 
advertising capabilities 

Performance 
For conversion focused 
advertisers Facebook 
has been about scale 
and data. Capabilities 

to target, remarket, 
reach will evolve. 



Hva blir viktigst for Facebook i 2013? 

Mobile first to Mobile best! 



Hva blir fokus i et markeds 
perspektiv? 



Markedsstrategier – målene blir tydligere 
 
Facebook som massekom kanal 
 
Performance marketing, direkte salg 
 
Always on strategier vs typiske kampnajeperioder 
 
Publishing er nøkkelen til suksess 
 



The new News Feed….. 
 





Dimensions of Social Marketing 
 





Engage 



ENGAGE 
Skape verdifulle opplevelser 
 
Det primære for engasjement er 
kvalitativ publishing/historiefortelling 
som er i tråd med dine markedsmål 
• En konsekvent interaksjon med dine 

kontakter vil over tid bygge loyalitet og 
preferanser til merkevaren 

• Hvilken verdi får dine kontakter av 
interaksjoner med merkvaren? 

Mål suksesss: Følg med på Page post engasjement i Page Insights. 
 
 



Filter 

Destinasjon Kilden 



App  Newsfeed 

Nike+ 



Source: comScore, June 2012. Facebook internal data 

Newsfeed er plassen hvor “alle” møtes….. 

40%	
  
of peoples’ time  
on Facebook is  
on news feed 



News feed er hvor vi bruker mesteparten av vår tid på facebook 

Design for NEWSFEED 
 
 



Make page publishing core 



Publishing = Historier som påvirker 







Because they are processed a lot faster than text. 
 



Bilder er det naturlige 
språket på Facebook 

2.2x  







TELLING 
ENGAGING 
STORIES


PURPOSE




Drive results at every 
level of the purchase 
funnel 



Social i seg selv er IKKE målet 
 Start med dine markedsmål og etabler en Facebook strategi 



Netcom – the 2for1 on Cinema campaign 

Netcom wanted to build awareness around 
their 2for1 on cinema concept using a very 
warm and authentically movie that 
highlights this.  

In this case Netcom ran a 4 day Target 
Block using video page post ads and a 
Video LOX  reaching a total of over 1,4M 
UU. 

Seeing this over all results: 

Impressions: 5,2M+  
Clicks/actions: 113 502 
Video Plays: 89 860 (8000 in LOX)  

CTR: 1,78% 

   

 

 



Stena	
  Line	
  Norge	
  u.lize	
  Custom	
  Audience	
  

Stena	
  Line	
  combined	
  CRM	
  database	
  with	
  
Facebook	
  IDs	
  and	
  created	
  unique	
  custom	
  
audiences	
  to	
  communicate	
  with	
  on	
  
Facebook	
  
	
  
They	
  managed	
  to	
  «locate»	
  63%	
  of	
  their	
  
database	
  
	
  
In	
  a	
  test	
  campaign	
  they	
  uHlized	
  page	
  post	
  
ads	
  and	
  custom	
  audiences	
  

6x	
  ROAS*	
  
*	
  Return	
  on	
  ad	
  spend	
  



SAS Norway drives flight ticket sales 
For three weeks in January SAS Norway ran their Low 
Fare Calendar campaign. On Facebook they promoted 
this with Page Posts where one was promoted through 
self- service advertising.  

Throughout the campaign they saw a: 

55X ROAS*  
directly attributable to the promoted Page Post. 

In addition they saw a 13% increase on average 
basket value compared to other channels driving traffic 
to sas.no  

*Return on ad spend 

 

 



Contact info: 
E-mail: petter.hoie@fb.com 
Twitter: @petterhoie 
 

Questions? 


