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To Grow Your Business

Facebook Marketplace is Facebook’s buy and sell feature. You may have written it o

as unnecessary for your business. However, the feature has evolved over the years into
much more than just a Craigslist imitator. Today, it's a powerful channel to explore.

At last count in 2018, Facebook reported 800 million Marketplace users per month in
over 70 countries worldwide according to CNET. Here’s how to approach your own
Facebook Marketplace strategy to tap into those prospective customers.


https://www.facebook.com/marketplace/learn-more/
https://www.cnet.com/news/facebook-marketplace-is-used-in-70-countries-by-800-million-people-monthly/

Create Your First Listing

The rst step to optimizing Facebook Marketplace it to create your rst product listing.
This is how your products will show up in search, and believe it or not, it’s free! Face -
book has a great walkthrough for the basic process here, so we’ll skip ahead to some
speci c tips about how to polish your listing.

Anticipate Questions In Your Description

One critical element of your product listing is the description. In addition to adding all
the basic elements of a normal product description (size, color, key features, etc.), try to
anticipate any questions your Facebook Marketplace audience might have.

Think about it this way: If you came across this product on Marketplace, what would
you want to know before making a purchase? Consider adding details like shipping
and return information, measurements and dimensions, and even your own favorite
features or use cases for your product. You may also want to include care instructions
when applicable—especially for clothing or furniture items.

The more (relevant!) information you put into your description, the easier it will be for
viewers to gain con dence in your listing.



https://www.facebook.com/help/561376580709359

Nail the Photo Section

Next, make sure to nail the photo section of the listing. You can add up to teﬁ‘photos per produét,
and you should take advantage of all ten slots whenever possible. Capture multiﬁ‘lqanglés, varia-
tions of styling for your product (if applicable), and even photos of the tag or other admih-g;tyle info

about the piece. ::: .

1*"‘.‘

The rst photo you add will be the “cover photo” for the listing, which is how Marketplace custom -
ers will rst come across your product in their feeds. Put some extra time and thought into that
image to make sure it will stand out on a crowded page alongside similar products.

Respond to Customer Requests

Responding to customer requests is also critical for your Marketplace business. Facebook actually
tracks your response rate, which it turns into a metric that customers can see before deciding to
engage with your products. If you have a poor response rate, your prospective customers might
assume it will take too long to hear back from you and purchase from a competitor instead.

To save time on this step, you may want to create a document where you write out answers to
common questions you receive about your products or your payment and shipping

processes. By taking that step up-front, you can then copy and paste your

response and make small tweaks for each customer. While you won'’t be able

to anticipate every possible question, this will de nitely simplify your support

process.




Focus on Customer Service

Speaking of customers, providing great customer service is essential especially if you're just getting
your Marketplace business o the ground. Your customer rating is shown publicly on your Mar -
ketplace shop, so anything less than a stellar reputation can tank your business in the short and
long-term.

As you're building up Marketplace sales, take more care than usual to delight every single customer.
If you make even a small mistake, go out of your way to make it right. Your rst few reviews carry
disproportionate weight in your Marketplace fate, so make sure they send prospective customers
the right quality signal.

Pick the Right Category

One often overlooked element of Facebook Marketplace is the category feature. There are 18 pri -
mary categories for products in Facebook Marketplace, and each category is broken down into a
number of subcategories.

You get to pick the category and subcategory where you list your products and getting the place -
ment right is important. In some cases, this will be simple. If your product is especially straightfor -
ward or aligns perfectly with a particular subcategory, you'll know exactly what to do. But many

products are ambiguous and may seem to tinto a few subcategories.




Our advice? Take a look at what other prod -
ucts people are listing in each of your poten -
tial subcategories, and pick the one that seems
to t your product best. If you're still not sure if

you made the right decision, leave the catego -

ry alone for a few weeks, monitor engagement
and sales results, and then swap categories to
compare outcomes. Whichever one performs
better is likely where your product should be
tagged in the future.

Run a Paid Ad Campaign

Because Marketplace is a feature within Face
book, you can use Facebook’s ad landscape to
create paid campaigns that will show up in the
main news feed or in Marketplace itself. Play
around with this option to try to build traction
for slower products or to give extra momentum
to products that are already selling well.

Monitor

Last, as with all sales and marketing channels for
your business, monitor your results over time
and adapt based on what’'s working and what'’s
not working. If sales for a particular product drop
0, consider tweaking the description or lower -
ing the price just slightly.

If one listing is overperforming, try to apply those
ndings to boost the results of other products.

Ads in Marketplace will look like regular prod -
ucts with a“Sponsored” label, and they can really
help to lift sales for the products you highlight

and your shop as a whole. After all, when one
product starts to take o, you're likely to see in -
creased tra c to your shop’s other listings too.

Results

By tracking your results over time, you can opti -
mize each listing to perform at its best.

We hope these steps empower you to get Face -
book Marketplace up and running for your busi -
ness. Since it's a free platform, there’s nothing to
lose and a whole lot to gain. Apply the recom -
mendations above to set yourself up for success!
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Voice Search Optimization

Voice search is the newest channel on this list,
but it's catching up to the mainstay channels

quickly. Voice search is responsible for the re-
sponses you get when you ask Siri, Alexa, Goo
gle, Cortana, or any other digital assistant a
guestion.

The process is pretty much the same regardless
of which platform you're using. The device es -
sentially does a web search for your query and
returns the most relevant and concise answer
it can nd. Sometimes this answer is from the

top-ranking slot on the results page, but other
times it could be from a source much further

down on the page.

Getting Started

When you're creating web content (like your

website pages or blogs), consider the questions
that your audience might want to ask about

your industry or your products and services.
Then include a response directly in your con -
tent in a question and answer format. The key
is that Google needs to be able to connect the
dots between the question and your intended

answer. The more logical you can make that re -
lationship, the more likely it will be selected from

the pack.

Conclusion

There you have it! The explanations above
serve as your introduction to the digital mar -
keting landscape. Following the tips in the “Get-
ting Started” sections is sure to set you up for
success. You might be surprised at how quickly
you'll build expertise just by setting up these six
channels. We can’'t wait to see what you accom -
plish!



ONLINE REPUTATION MANAGEMI

O nline reputation management (or ORM if you like acronyms) is a must for
any small business. Put simply, it's the process of keeping track of what's

being said about your brand online. To take it one step further, it often
includes amplifying the positive mentions and doing damage control for any
negative mentions.

The problem is that most ORM tips and tricks assume that your company has
people whose sole focus, 40 hours a week, is managing your online presence.
Many smaller businesses would be lucky to get a few hours a week to dedicate
to ORM, so we've tailored our tips to that time constraint.

With that in mind, here are the six unspoken rules that make e ective ORM pos -
sible for small businesses. For the sake of convenience, we’ve listed them in the
order that you should prioritize them if you're pressed for time. Let’s dive in!



RULE #1.:

MONITOR REVIEWS REGULA]

The cardinal rule of ORM is monitoring your online reviews on a regular basis.
If you have the time, the ideal cadence would be to check in with reviews on a
daily basis. If not, try not to go more than a few days without checking in—de -
nitely no longer than a week.

Why is this so important? Online reviews are a key indicator of social proof for
local businesses. Think about this in your own life: When was the last time you
tried a new restaurant, workout studio or tailor shop without checking the re -
views rst?

If your prospective customers are checking your reviews, you should be too.
Which brings us to our next rule...



RULE #2:

ENGAGE WITH POSITI
AND NEGATIVE REVIE

Once you have a habit of checking your reviews
regularly, it's time to take action. The key here
is to respond to both positive and negative re -
views whenever possible.

For positive reviews, thank the person for their
business and for taking the time to leave a re-
view. If they left a longer account of their ex -
perience, nd a small detail to mention in your
response. This step helps with customer satis-
faction by making your reviewer feel appreci -
ated, and it gives the impression that you care
about delivering a great experience. Win win.

For negative reviews, your approach should de -
pend on the content of the review. Check out
the two sample responses below for inspiration.
The rst option works well if the person didn't
share any details about what speci cally went
wrong—Ilike those pesky one-star reviews with
no written comments. The second option works

well if you do know the speci cs of where you
went wrong.

- Hi John, so sorry to hear that you were dis -
appointed! We'd love to hear more about what

went wrong. Can you email us at [email] so we

can make it right?

- Hi John, so sorry we let you down in [XYZ
way]. We've noti ed our team to make sure

this doesn’'t happen again. Can you email us at
[email] so we can get you a refund right away?

If you happen to receive a negative review that
you feel is unfair, say so in your response only
if you can really back up your side of the issue.
A response explaining the alternate perspective
can help mitigate backlash from an uncharacter -
istically di cult customer. Just make sure you're
truly innocent in the matter before you take this
approach.



RULE #3AKE ACTION TO CORK

COMMON COMPLAINTS.

As you monitor reviews, keep an eye out for any
complaints that are coming up frequently. A sin -
gle bad review about a particular issue isn't a red
ag, but multiple mentions likely indicate that
you have a bigger problem on your hands.

In these cases, take the time to speak with your
customers and your team to understand the
problem as clearly as possible. Then, put mea

sures in place to correct the problem long-term.
Follow up with your unhappy customers to let
them know what you've done to make things
right, and make sure they feel good about the
outcome.

This process is a great way to stay on top of your
company’s image and to preserve the experi-
ence you're delivering to customers over time.

RULE #41AVE A SOCIAL LISTENING

Next, ORM isn't just about reviews—it's also industry and even your founders’ names.

about your holistic online presence. To monitor
what’s being said about your company outside
of reviews, have a social listening plan (or soft-
ware tool) to keep track of your mentions. You
may want to set up speci c tracking measures
for keywords like your company’s name, your

The same best practices about review manage -
ment apply to your social listening plan. This ex -
pansion of your monitoring strategy just gives
you more insight into what's being said about
you across multiple channels.



RULE #5:

SHARE USER-GENERATED CO

User-generated content (UGC) is one of the best
perks that comes from successful reputation
management. By keeping track of what’s being
shared about your brand, you're likely to come
across photos, videos and, of course, reviews
that you can use to market your company to
prospective customers.

RULE #6:

Happy customers are an incredible asset for
your brand. They speak the same language as
your target audience, and their recommenda -
tions will feel more authentic than your own
endorsement. When you come across positive
UGC online, ask for permission to use it to pro-
mote your business, then share away.

HAVE A CRISIS MANAGEMENT

Last, if you have the luxury of time to plan long-

term, put some thought into your crisis man -
agement plan—AKA what you’ll do if something
horrible happens to your online image. Think
terrible press mentions, a slew of negative re-
views or a similar disaster that could tank your
business overnight.

While you don’t have to create a contingency

plan for every possible outcome, thinking ahead
can help you feel more in control if one of your
worst-case scenarios ever happens. Hopefully,
you will never have to use these plans, but you'll
be glad you took this time if you do.

There you have it! Put these tips to use for your
own business and watch as your online pres -
ence becomes stronger by the day.



Pay Per Result SEO Service by Umbrella Lot

Learn more by connecting with us today!

Results -Pathﬂnder. Team (833) 18-1181
ally-business-services.com




