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Pre-qualified fan bases and the metrics that demonstrate their superior worth 
Facebook’s effectiveness as an advertising platform has taken a beating since its 
IPO last month.  In addition to the much publicized decision of General Motors to 
pull their advertising budget, an article by the Financial Times recently speculated 
that  one of the concerns some advertisers have raised recently was the

”lack of clarity on what returns the new forms of advertising would generate.”  

As much as anything, the sheer number of options available can make developing 
an effective Facebook strategy a difficult task.  All advertisers share the same 
objective of increasing their bottom line.  However there are a number of paths 
that can be taken in order to achieve this objective.  

Fan acquisition: setting the right KPIs

Acquiring fans is a popular way for brands to engage with their customers but 
many advertisers have difficulty quantifying the value of their fan base. Direct 
response ads are designed to yield an immediate return through a sale or a lead. 
Using click through rate and conversion rate to measure the performance of ads 
that have short definite click paths like direct response ads works well.  However, 
measuring the return on fans acquired during a Facebook ad campaign requires a 
more sophisticated approach using metrics that go beyond click paths and instead 
measure the overall effect campaigns have. 

A way to measure an audience’s behavioral changes that occur as a result of 

the advertising campaigns is required.

Moving beyond conventional metrics

Alchemy Social has managed thousands of Facebook campaigns over the past 
5 years. It is an ads platform which plugs into Facebook’s ads API to enable the 
management and optimization of campaigns across all of Facebook’s different  
ad formats.

Experian Marketing Services uses Hitwise data to track visits to millions of 
websites around the world, they are able to track the flow of all visitors from one 
website to another without relying on the audience visiting a tracking URL.
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By combining Alchemy’s advertising delivery capabilities with the advanced 
tracking made possible through Experian Hitwise data, advertisers are able 
to move beyond standard metrics and gain a deeper level of insight as to the 
effectiveness of their fan acquisition campaigns through:

•	Traditional KPIs such as conversion rate and average order value;

•	Deep audience insight such as demographics, income and interests; and

•	Highly predictive metrics like propensity to visit, and purchase.

A qualified fan base counts

Alchemy Social ran a fan acquisition campaign for a large mobile telecom 
company.  The objective was to acquire a large number of fans and to demonstrate 
the impact the newly acquired fans had on sales.  To this end, the following 
approach was adopted:

1. Using Experian Hitwise we were able to track the brand’s fan pages, home page   
 and online store before, during and after the launch of the campaign

2. The three types of people who interacted with the pages that were tracked  
 pre-launch were:

•	People on Facebook who were targeted and engaged with the ads,

•	People who were on Facebook but did not engage with the ads, and 

•	People who were not on Facebook

3. Peoples’ behavior was mapped showing the flow of traffic to and from  
 each page.

4.  A strategic media plan targeting users who were most likely to visit the online   
 store was formulated by the Alchemy Social Managed Services team.

5.  Ads that drove fan acquisition were run on Facebook using Alchemy Social.

6.  The campaign was optimized to obtain fans that are most likely to visit the store.

7. Steps 2 and 3 were repeated after the launch of the ad campaign to measure the   
 effect of the behavior of the three types of website visitors we tracked.
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The results 
Fans who interact with ads are more likely to visit a brand’s store:

•	Website visitors who interacted with the ads were 20x more likely to visit the   
 brand’s online store than people who did not interact with the ads.

•	People who interacted with the ads were three times more likely to visit the   
 brand’s online store than people who were on Facebook but did not interact  
 with the ads.

•	Users who are on Facebook but did not interact with the ads were four times   
 more likely to visit the online store than people who were not on Facebook.

 

People who engage with 
a brand’s social content 
are 20x more likely to 
engage with a brand’s 
commercial content

Non-fans/engagers  
who are exposed to  
the ads show more 
interest in a brand’s 
commerical content.

The behavior of people 
not on Facebook does 
not change.
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Conclusion: Cheap fans become mediocre customers
If you type Facebook fans into a search engine will return an endless number of 
companies offering to sell “cheap fans,” or fan’s at very low rates. These services 
do not consider a brand’s core target audience and will not pay attention to the 
value the fan brings after being acquired. Fans acquired with no threshold put on 
the quality of the fan will rarely convert into customers and their commercial worth 
is purely aesthetic. 

Advertisers can avoid overspending in pursuit of superficial results by using the 
right ads for the right objectives and focusing on behavioral changes to measure 
the true impact of a fan acquisition campaign.

For more information on how to get real returns and real 
measurement from your Facebook ad campaigns contact  
Alchemy Social at info@alchemysocial.com or call into one of 
our offices for a live demo and discussion. 
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