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Compete, Inc. Original Research —_—
Facebook: More Than Just Likes
Social media and Facebook in particular continue to be all the rage: consumers can'’t
ﬁ get enough and businesses feel they have to be part of the mix. To help shed light on
ya how businesses are using presence on Facebook, Compete compared traffic to the
Wnﬁ@& Facebook pages of over 40 brands to traffic to those brand’s websites. Brands
included those in the financial services, automotive, retail, telecom, and travel
industries. In some case the Facebook pages were the brand’s only FB presence; in
o other cases we included ancillary pages (such as those dedicated to recurring
characters in advertisements). Data are for February 2011 only.
Traffic to Facebook pages is different than Likes. Likes are
cumulative, and someone can like a brand then not visit the
brand’s page for months. Traffic is actual visitation to a Facebook
page as measured by unique visitors, so potentially more
representative of current interest. “Unique” means that someone
visiting a given page more than once in the month is counted only once. These data
are processed using Compete’s patented normalization and data-collection methods.
Traffic to Facebook Pages Visitors to FB Pages
(Average= Among all included brands)
We first looked at traffic to the
Facebook pages of the included o
brands. Of those, Wal-Mart had the Walmart
most unique visitors (UVs). Wal-
Mart had nearly 1M UVs in Statefarm
February, followed by State Farm
and BMW’s US page. The set Bmwusa

average was 87,000 Unique
Visitors and brands not shown
were below the average Capitalone
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Next, we compared Facebook page traffic to the same brand’s domain traffic and
from that created an index. An index greater than 1.0 means a brand’s Facebook
page got more traffic than did its domain in the month. An index greater than q.0,
therefore, would also mean that a brand’s Facebook presence was greater than its

domain presence.

Of course, it may also mean that a brand’s domain traffic is

exceptionally strong (making it much harder to index over 1.0).

Index of Facebook Pages UVs to Domain UVs
(Feb 2011, MMs, Average, Median = Among all brands included)
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Apple’s iTunes is the only included brand with an index over 1.0. Its 1.26 index
means that Apples’ iTunes FB page had 1.26 times as many UVs as the iTunes site.
Aside from Apple, the sub-1.0 index may mean that brands are under-leveraging
Facebook. Across the set, the index averaged 0.07, and the median was 0.01.
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Why iTunes?

Apple’s iTunes FB success
relative to its site may reflect the
variety of activities and content
available on the page (exclusive
offers, free music, podcasts,
rankings, TV tie-ins, and feel-
good promotions, like “Songs for
Japan”).

But it also reflects that the
itunes.com site is used largely to
download iTunes software;
consumers then buy music from
the iTunes store via the software.
The iTunes FB page is essentially
a retail storefront accessible by
everyone—not just those that
have installed iTunes.

Facebook will likely become more important and results suggest greater leveraging
of Facebook is possible. However, these findings, while directionally provocative, are
only the start of journey and our companies will have to address:
e Are FB page visitors and brand domain site visitors the same people?
o Ifthey are the same, can one be used to drive traffic to the other?
o Ifnot, why are they different and how can they cross-pollinated?

e To what extent are results seasonal?

¢ Does Facebook visitation actually drive business?
o For example, are consumers that visit FB site and the brand more likely
to buy/convert/book than those that don’t?
o Do visitors to one brand’s Facebook page purchase from rivals?
¢ To what extent are mulitple Facebook pages from the same brand

contributing to overall interest?
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