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Preface 

         This report is designed as a simple, yet effective comprehensive Facebook strategy 

designed by our team for St. Bonavenue to achieve the goals of greater brand awareness, 

stronger organic and promoted reach, as well as the potential for greater contact with the website 

leading to potential conversions. This includes the development of target markets, creative 

content and in-depth analysis of the Facebook platform as a whole. 

         The company, briefly, is the events department at St. Bonaventure University whose 

mission is to connect businesses or other members of the community whether local or not to the 

facilities at St. Bonaventure to conduct their large and small-scale events. Not much different 

from other events departments at other universities. 

         Our objective was to develop a Facebook strategy for you, St. Bonavenue, to implement 

and see changes in the areas that are greatly lacking from your page. These are creative content, 

reach, and follower base. The auditing sections below will show the weaknesses of the page and 

later we will provide ways in which for this to improve drastically. This leads us to our proposal 

of a rebranding of the Facebook page, and a new content strategy focused on the pillars of 

creative content posts, consumer-generated content posts, and videos following a framework 

designed to have the maximum ability for organic reach based on the limits of the Facebook 

algorithm. Also, the ability to promote these videos vs the inconvenience of creating and 

promoting ads. 

St. Bonavenue Abstract 

St. Bonavenue offers consumers a way to plan events on campus and offers venues to 

hold conferences, meetings, camps, and more potential events. St. Bonavenue is linked to St. 
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Bonaventure University. It offers “one-of-a-kind” events where you can experience all that the 

University has to offer. The mission statement that St. Bonaventure abides by states, “St. 

Bonaventure is a Catholic university dedicated to educational excellence as informed by our 

Franciscan and liberal arts traditions. In the words of our patron, we believe that there should be 

“no knowledge without love,” and thus seek to transform the lives of our students, inspiring in 

them a lifelong commitment to service and citizenship.” Additionally, St, Bonavenue also 

identifies with the core Franciscan values that not every University has a chance to provide and 

experience. These core values being contemplation, love, respect, joy, peace, and compassionate 

service. St. Bonavenue identifies with this mission and these Franciscan values in that instead of 

just planning an ordinary event at an ordinary venue, St. Bonaventure’s campus provides a place 

of community, love, and builds relationships that last a lifetime. That being said, the events that 

take place on campus are unique, and cannot be offered anywhere else. 

St. Bonavenue also offers both easy and affordable registration and planning. They offer 

a proposal form link on their website that anyone can click on if interested in getting involved 

with the first steps of planning an event on campus. The St. Bonavenue site offers information 

regarding venues, summer housing and accommodations, conferences, and camps. There are a 

variety of banquet spaces, theaters, conference rooms, boardrooms, and classrooms that are 

available to potential customers all around campus. Many event spaces are brand new and just 

recently updated to offer a great experience. For example, Richter Courts, Francis Hall, Swan 

Business Center, as well as additional parking lots to fit a large number of visitors, which is 

perfect when hosting events. Events and conference teams have extensive experience assisting 

clients with all event planning needs and are quick to answer any questions when asked. In-house 
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catering is also offered and can be customized to fit the dining options of the guest. St. 

Bonavenue also offers both Twitter and Facebook pages that post up-to-date events showcasing 

their events on social media, engaging potential consumers into wanting to host an event on the 

beautiful campus of St. Bonaventure. 

Group Goals and Objectives 

Regarding some goals and objectives to achieve through the Bonavenue Facebook page, 

we first noticed an issue that a great amount of the Facebook page’s posts were getting 

practically zero likes or comments or shares. Overall, we just noticed that there was zero 

engagement from our followers on the Events Facebook page. This page almost gave us the 

feeling that the events department was just posting things just to get content on the Facebook 

page daily for our users, while the big issue was that the posts being created were not being 

engaged or being considered relevant content to our current follower base.  

Some simple goals that we wanted to achieve on future posts on the account would be 

things like receiving more shares on our posts by our followers, getting more likes and comments 

on the posts, getting an increased amount of post-clicks on posted images. We also thought that 

the Facebook page should strive to create more awareness from other people that do not initially 

follow the Bonavenue Facebook page, increase follower base outside of just student and faculty 

body such as alumni and other people that could be potential clients, and lastly receive more 

replies on the events’ postings.  

Some main objectives to achieve in a more generalized look at the Bonavenue Facebook 

page, due too little to none engagement or relevancy in current posts, would be to develop a 

brand image across different social media platforms that illustrates what St. Bonavenue does and 

represents. Some other ones would be to allow for prospective clients to visualize what their 



6 
 

event would look like, allow for alumni to identify with events and connect using social media, 

and monitor and intervene with the conversations being had on social media platforms. We also 

want to allow our Facebook followers to understand what underlying values Bonavenue offers 

and provides along with the use of our facilities and generate relevant and relatable content for 

our target audience to bring them to our main home page. 

The simple goals we chose that could be measured relate to the objectives we came up 

with because by receiving more shares, likes, comments, and replies, we are developing a brand 

image that represents who St. Bonavenue is and what they have to offer. By relating to these 

followers, we are allowing them to share our page and thus build our client’s brand awareness 

from others who did not initially follow it. By increasing our client’s Facebook page numbers, 

this shows prospective event-planning consumers how important these facilities and their active 

engagement is to the university. With people keeping up to date on what is happening on 

campus, they are able to share these events, comment on posts, or simply engage by liking a 

post, this shows prospects that Bonaventure takes their Franciscan core values very seriously. 

Community, integrity, compassion. Increasing followers on social media pages (alumni) and 

keep them informed and updated on what events St. Bonavenue is hosting can help alumni 

identify with the school and what is has to offer for utilization even after they graduate. 

Receiving more replies on event postings, comments, and likes and making sure comments and 

feedback are positive and promote St. Bonavenue will give us the ability to monitor and 

intervene with conversation being held over the events’ social media platforms.  

If our follower base can increase, the Facebook page will be able to allow Facebook 

followers to understand what underlying values Bonavenue offers and provides along with the 

use of their facilities being offered. With this goal and objective, it will allow the understanding 
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and ability to identify with core Franciscan values that not every University has a chance to 

provide and experience. Increasing follower base can also help prospective clients understand 

that Bonavenue provides easy and affordable planning along with our assistive team that has 

extensive experience assisting clients with all event planning and needs, along with the in-house 

catering that will customize dining options to fit guests needs, and the access to our Request 

Proposal form that’s on the site available if anyone is interested in getting involved with the first 

steps of planning an event at St. Bonaventure. Furthermore, we can showcase St. Bonaventure’s 

facilities that need to be made aware, so it attracts different prospective customers and potential 

events. Followers and prospective clients could gain some insight to the specific facilities we 

offer such as the Magnano Center (Cafe La Verna, Hickey, University club), Swan Business 

Center, Doyle Hall (Dining room, Trustees Room, Memorial Courtyard, Chapel), Quick Arts 

Center, RC Hall of Fame (Bob Lanier Court), Murphy Professional Building, and the Walsh 

Science Center (Amphitheater).  

Lastly, with receiving more likes and comments on posts unlike the Facebook page did in 

the past, it would obviously correlate to generating more relevant and relatable content for users. 

This was one of the biggest objectives that we saw as a necessity for the platform to become 

effective and successful. The different content provided on these social media platforms needs to 

relate to the target audience and capture their attention, making them want to click (post-clicks 

on images) and continue to the homepage of St. Bonavenue. This content could be pictures or 

videos of past events and the success that they have had. This information and pictures/videos 

needs to be continuously updated to show that St. Bonavenue is active and busy, and it will show 

different kinds of events to eventually attract different business owners and people looking to 

host all kinds of events. 
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Company Audits 

In order to develop a successful strategy for St. Bonavenue, our group conducted a 

thorough audit, both internally and externally, to help us gain a better understanding of the value 

that we have to offer as well as the environment that we are competing in. The advantages of 

making audits such as these give us an idea of the avenues that we are going to want to pursue 

when formulating target marketing and strategy for your page. 

Internal Audit 

St. Bonavenue offers its consumers a way to plan events on campus at Saint Bonaventure 

University. The event group offers venues to hold conferences, meetings, camps, and other 

potential events. Their website offers information regarding venues, summer housing and 

accommodations, conferences, camps, and as well as a proposal form link that can be filled out 

and submitted for those who are ready to utilize the facilities on campus. The key value that St. 

Bonavenue should be using and promoting is that planning events with them is both easy and 

affordable, something other event planning services do not necessarily possess. 

St. Bonavenue’s Facebook page is posting events that our university is offering and 

holding in the future, but their actual website is attempting to portray their value propositions. 

Such value propositions include; having open access to all things our venue provides, making 

registration easy and affordable, and our expert team giving you a one-of-a-kind experience. 

When it comes to the analytics of St. Bonavenue’s internal audit, their Facebook page 

consists of 728 people who have liked the page and 750-page followers. The content being 

posted can be useful information from time-to-time, but their posts tend to be rather outdated and 

irrelevant. Another issue with the Facebook page is engagement. The content that is being 

displayed does not give much opportunity for the viewer to click-through to the company’s 
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landing page (St. Bonavenue website). While they do post useful information regarding 

upcoming events, they do not really give much insight on what St. Bonavenue offers in terms of 

utilization for prospective visitors. By incorporating what St. Bonavenue has to offer in their 

posts, we believe this will make the page much more appealing to viewers and will help increase 

both likes & followers. 

External Audit 

Performing an external audit gives a company the option to view their surrounding 

environment and helps them focus on opportunity. Competition is often viewed as the most 

important detail of an external audit. Understanding your competitors’ strengths and weaknesses 

will help your company develop competitive advantages and strategies that are vital in a 

competing market. St. Bonavenue’s top competitors who offer event services are mainly 

universities and entities that are also located in the Western New York region, such as; Beaver 

Hollow Conference Center, Niagara University, Holiday Valley Mountain Resort and 

Conference Center, Hornblower Cruises & Events, Asbury Camp & Retreat Center, Camp 

Findley, Alfred State College, and more. 

St. Bonavenue’s top competitors’ services actually differ from what we offer. The bigger 

conference centers including Beaver Hollow Conference Center, Holiday Valley Mountain 

Resort and Conference Center, Hornblower Cruises and Events, Asbury Camp & Retreat Center, 

and Camp Findley all offer a lot more than our university can. They offer team building 

programs, spa services, transportation, and guest services that St. Bonavenue is not equipped to 

provide, considering the fact that we are a university. In regard to the other universities (Niagara 

University and Alfred State College), offered services are quite similar to one another. Each 

university offers catering, housing, and facilities to host events. 
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When discussing the digital marketing strategy that our competition is currently utilizing, 

it is evident that they have a much stronger presence than us. With that being said, their target 

markets seem to be much broader in comparison to St. Bonavenue’s. As we have developed in 

our personas, the need to focus on one geographic location is not as prevalent to our competitors, 

due to the fact that they are nationwide. Another reason these competitors can focus on other 

regions is because their type of venue is much broader, and they are offering more in terms of 

service. These competitors work with hotels, wedding planners, and other types of 

business/events, unlike St. Bonavenue. 

Target Segmentation and Personas 

Finding and understanding our target market was a bit difficult. Since St. Bonavenue 

offers many types of venues on campus, our target market is an (at times) elusive group of 

people to reach. Our target doesn’t all have the same job title, and they will not all respond to the 

same marketing. In order to simplify the process of finding and appealing to these targets, we 

created 3 personas to represent who we think best represents our target markets. Each persona 

corresponds to a different segmentation of customer that are likely to utilize different facilities 

from St. Bonavenue. A quick note is that personas are fictitious people designed to give a 

marketing segmentation a human face in order to pinpoint a strategy to appealing to them. Also, 

for each, we designed display ads to be placed online or perhaps on Facebook to show an 

example of how to reach these personas, which isn’t particularly a Facebook thing, but it is an 

asset that none the less, is useful to have. 

The first segmentation is someone looking to rent out residence halls, fields, and maybe 

even the Richter center for sports camps. This segmentation consists of coaches or athletic 

directors and will most likely live in the area, but potentially reaching Buffalo or Rochester. The 
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persona we created for this segmentation is Billiam Southington. Bill is 46 years old, and his 

current occupation is the Athletic Director at Clarence High School in Akron, NY. This job 

comes with many responsibilities, such as coordinating school sports events and allocating funds 

towards travel, camps, and tournaments. With a master’s degree in Education, Bill makes 

$61,000 annually. Bill values safety, inclusiveness, and teamwork. 

The marketing message for this particular persona should be one that focuses equally on 

the message of a worthwhile experience and also noting the cost, as that would be a large 

concern for an athletic director. The banner ad (Figure 1) we created is an effective use of the 

limited space, aiming to show the message first, and the cost second. The text will hint towards 

the amazing value aspect, and the cost will be an added bonus once the ad is clicked and 

followed to the landing page. We chose a photo of a basketball team, because basketball is our 

most popular sport, and Bill values inclusiveness and teamwork. To make the connection with 

Bonas sports, we chose the classic brown and gold color scheme, and a large “learn more” button 

to encourage that next step. 

This ad will be featured only on sites that Bill would frequently visit. MaxPreps is an 

example of a site that would benefit us to advertise on. It is safe to assume that he is a sports fan, 

so utilizing sites such as Buffalo Rumblings and Buffalo News is a sure-fire way to reach him. 

Lastly, we would like to focus on local news publication sites that he is likely to be on as part of 

their personal or family interest. In bills case, this would be Akron news sites. 

Our next market segmentation is for religious camps and events. Because SBU is a 

Catholic school with a church and a ministry building on campus, this is an important piece of 

our target market. The exact people we would be targeting include pastors, priests, and leaders of 

youth group organizations that schedule events for church members. The persona we created is 
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Craig Holmdale. Craig is a vibrant 51-year-old pastor of a church in East Aurora, New York, 

called St. Nicodemus Lutheran Church. With a master’s in theology and Ministry, Craig makes 

$49,000 per year. He is a good public speaker, and extremely service oriented. As a pastor, he 

provides spiritual leadership to members of the church. His duties also include preparing 

sermons and organizing spiritual outings and camps. 

The message to this persona should focus mainly on advertising the highlights that Craig 

would like in a venue for a youth group retreat. The ad (Figure 2) will also emphasize the cost 

advantages that would appeal to a pastor. Because Craig values simplicity, our ad will be simple 

as well. There will be no gaudy pictures, and it will be a small banner ad displayed on the side of 

the page, as to not be too flashy, but will still grab his attention. We wanted to stay on theme 

with SBU colors, so we chose a bright yellow background with brown and white lettering. It is 

important to accentuate the value proposition: inclusive use of the university chapel, residence, 

and dining halls. We chose the biggest words to say “A truly sacred, educating, spiritual and 

fulfilling experience” because those are values that Craig holds higher than others. 

The banner ad for this target market will be on sites that Craig would visit. Since he lives 

in East Aurora, the local news sites would be a safe bet. Websites like LocalPrayers.com have 

links for different towns, including East Aurora, that Craig, and other pastors, would be likely to 

use. Another example of a site would be BibleKnowledge.com due to Craig’s value of educating 

others in regard to spirituality. 

Our last target market includes businessmen and women looking to rent one of the many 

conference rooms on the SBU campus. These businessmen will most live in the area and be in a 

high enough position to schedule and hold conferences. The persona created for this 

segmentation is Justin Winters. Justin is a 40-year-old Bonas grad with a degree from the school 
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of business. He is the head of marketing at Beacon Light Behavioral HealthSystems in Bradford, 

PA. His current salary is $91,000. 

The message we convey to Justin should include the highest points of why SBU is the 

right pick for him. This banner ad (Figure 3) features a photo from the St. Bonavenue website, 

and pushes the viewer to click on the link to learn more. We chose a gray color scheme so as to 

not cloud the message we want Justin to see. The “Looking to hold a conference?” headline will 

draw the viewer in, and the photo will seal the deal. 

The advertisement will be featured on business sites that Justin is likely to visit, such as 

Business Insider and Copy Blogger, which is a blog for marketers looking to enhance their 

techniques. We will also include this banner ad on local news sites in Bradford, as well as the 

surrounding area. The last place we will put this advertisement is on the SBU home page. 

Because he is in the area, he may visit the SBU website and be pleasantly surprised with what St. 

Bonavenue has to offer.  

 

Facebook Page Layout 

Figure 4 is an example of what the Facebook page for St. Bonavenue would look like. 

We created a new logo (Figure 5) that represents that St. Bonavenue is full circle: all your needs 

for a venue in one place. The colors align with SBU colors, with hold writing and a brown circle. 

The circle is scratchy and not totally complete, which aligns with the rustic and older vibe of 

SBU, but also features the beautiful writing in the middle, which represents the beauty that is St. 

Bonaventure. The logo will take the place of the profile picture, with a banner photo of 

Devereaux Hall, which is available as a venue. The previous name on the Facebook page was 

“St. Bonaventure University Events and Conferences” but we decided to shorten that to “St. 
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Bonavenue” to stay continuous across the platforms. The longer name will still be featured as a 

subtitle, so former users will still be able to find the page. 

Right at the top of the page will include all information needed to contact or visit St. 

Bonavenue. The posts and pictures should include a healthy balance of pictures of the available 

venues, as well as people using the venues. We will also include the hashtags 

#StBonavenueforYou and #SBVenue in every post. While analyzing the Facebook page, we 

found that posts that did not relate to St. Bonavenue received few or no likes, and very few 

views. Posts were also outdated, not showcasing the newest parts to our campus, so future posts 

will be relevant, and updated. The posts that got the most views and reactions included the 

venues actually being used, such as reunion weekends and alumni celebrations. St. Bonavenue’s 

future Facebook posts need to reflect what we found to be the most effective. 

New styles of posts should also be explored and implemented. The fact that many 

renovations are taking place on campus should be taken advantage of. Posts with before and after 

photos, or even videos, would generate a lot of interest, especially with people looking to rent 

out the newest parts of campus. 

Consumer-Generated Content 

Another type of thing the Bonavenue Facebook page could implement for the future 

could be consumer-generated posts. A Facebook carousel post or ad is a creative way to get more 

content into a smaller space. You can feature five unique images, each with different headlines, 

descriptions, and URLs all within the same story. We could encourage our clients to send us the 

pictures they take at our events so that we could post the carousel pictures on our Facebook page 

to give the consumer perspective of what our facilities with the events can generally offer and 

what they look like. This could help to achieve our objectives of developing a brand image 
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across different social media platforms that illustrates what St. Bonavenue does and represents, 

and it would allow prospective clients to visualize what their event would look like. Through 

these carousel posts, the prospective client can get multiple photo views of our facilities and 

what kind of experience Bonavenue can offer.  

Some examples of things that could be made into these carousel posts on Facebook 

would include the Richter Center. We could use pictures taken for example at a basketball camp 

held at the Richter Center. Other than the newest updated courts, the client could possibly take 

other pictures within the facility to show what else the Richter offers as well. The page should 

also use pictures taken from past events utilizing the Swan Business Center, and pictures taken at 

a conference or meeting event held at Swan would also be a good representation of the types of 

business related meetings we offer and what they would look like to prospective clients that are 

looking to hold more business-oriented conferences and need a place to do so. Another example 

of a facility that we can use pictures from could be the University Chapel. If we wanted to show 

a consumer perspective to appeal to our more religious audience, we could use pictures taken in 

our chapels from past events such as youth group retreats for example, to become more 

appealing and show what the chapel can offer and what the event generally looked/felt like for 

our past clients with their intended use of the facility. The last example of something to think 

about to make a carousel post out of would be the Reilly Center Court. From this we could use 

pictures from Women’s and Men's basketball games to show the atmosphere that the Bob Lanier 

Court provides on game day, along with other events held there such as graduation, the Keynote 

Speaker event, and etc. This would give prospective clients a look at what this venue would 

provide and the space that is given, along with the enjoyment that it brings. 
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Creating these carousel posts on a Facebook account is actually quite simple. All you 

would have to do would be to click “Create Post”, which will then take you to the option to click 

on “Photo and Video”. After clicking on these, the user would then click on “Photo Carousel”. 

Following this, a search bar will pop up on the screen where the user can paste in the URL to the 

first image, he/she would want other Facebook users to see first in the order of images posted. 

After this, it should bring you to a preview showing the first pic you chose with a “plus” button 

beside it so that the account’s user can add up to 4 more pictures on their device that you would 

be working from (See Figure 6 to see what it would look like). It will then make a preview of the 

pictures in order that you chose, giving the ability to click the arrow and see the multiple pictures 

put on the post. Going further, at the top of the post showing the preview, there will be a box to 

write something (See Figure 7). So, in this case, that would be something describing what 

specific event the carousel ad is showing. There should also be a call to action in this part to 

either give the user the ability to contact the events department to register or to bring the user to 

our main events webpage (Should also include our hashtags we created such as 

#StBonavenuesForYou or #SBVenues). The Facebook page user will also have the ability to 

change the destination link on each of the photos including the first photo you chose for the 

carousel post. These links can bring other users (prospective clients) to a specific products page 

for that certain product, or otherwise in our case, the specific venue we offer if we wanted to post 

a carousel ad with photos all differentiating to the certain facilities we offer.  

To go even more in depth, we chose a set of pictures that could be used as examples to 

make a carousel post showcasing the Swan Business Center (See Figure 8). For this example of 

photos to use for a carousel ad, a potential caption for this could be something like, “A goal 
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without a plan is just a wish... Join us at the Swan Business Center for a truly productive and 

elaborating experience! #SBVenues. 

Understanding & Harnessing the Facebook Algorithm 

         Like any other platform for social media, the Facebook platform offers (though not 

explicitly stated) ways that advertisers and publishers can get their content to as many possible 

viewers as they can. This involves strategic content planning and an understanding of the way 

that the platform itself, scores and rates content. This is done through a complex and ever-

updating algorithm that I will go into below. 

         The first issue we as publishers face with the new algorithm is Facebook’s commitment 

to prioritize person-based and friend-based content. What this means is the priority of the content 

displayed on the user’s newsfeed typically goes to the content posted by their friends or other 

real people, not publishers. The reason for this was to avoid reports of ad-spamming and other 

annoying factors that are detrimental or at least considered as ‘obstacles’ in the user experience 

of Facebook as a social networking platform. This presents a clear and present problem for a 

publisher such as St. Bonavenue, because we want the content we publish to be seen and acted 

on. Thus, in order to in a way, circumvent this initial handicap, we must understand the general 

operation of the way the algorithm scores content. 

         This algorithm, while complex, operates very simply based on four main factors of 

content-scoring. These are: Inventory, Signals, Predictions, and Score. Inventory quite plainly 

refers to all the content that could be visible to the user’s News Feed, this of course is not limited 

to just publisher content, this inventory is all-encompassing, so friend’s content is also stored and 

recognized here. Signals refer to the information that Facebook can gather about the content 

inside that inventory. The key point of these signals here is whether or not Facebook sees this 
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content as meaningful. Thus, Facebook essentially asks itself the question: is this content going 

to generate meaningful and positive interaction? The more positive the signals, the more the 

content will be likely to score higher. The third of the four algorithm pillars is predictions. These 

predictions refer to the furthering projection of the question asked in signals. In other words, the 

prediction of what content will generate a positive response by the user. While this is entirely 

based on Facebook’s internal workings as well as user preference, it is something to keep in 

mind while planning content. Lastly, the fourth pillar is score. Score is very simple and refers to 

the final score of the content that is awarded by Facebook based on the likelihood of a positive 

response generated by the user. 

         Now it is very important that we dive a little deeper into the signals or second pillar of 

this algorithm because it is the only one of the four that publishers have some sort of control 

over, and it is here that we will be able to understand and possibly circumvent the 

aforementioned handicap associated with not being a human user. These signals are sorted into 

two main categories: passive and active. Passive signals refer to non-active metric qualities that 

content may have, as an example: let’s say we post a video; view time, time of day posted, and 

type of video are all referred to passive signals (among many others). These are quite obviously 

controlled by the publisher. The other of the signals (also the most important) are active signals. 

These active signals act a bit differently than the passive ones and also serve as the most direct 

path to better predictions and better scores from the Facebook algorithm. These ‘meaningful 

reactions’ that are essentially what the likelihood of a good prediction live and die by, are 

controlled by achieving great signals on these active metrics. These are your comments, replies, 

likes, and shares – with a huge emphasis on the word ‘positive’. The more of these, the more 

meaningful your content is, and therefore the more prevalent and visible you and your content 
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are. Thus, if these factors are controlled and planned in accordance to, your organically 

generated content is already likely to perform better than one without these signals being 

accounted for. This does offer the need for a quick disclaimer that there is no one true way to 

always bypass this handicap as an advertiser, however, a knowledge of how the algorithm works 

in conjunction with your published content can save time, money, and headaches associated with 

getting your organic content to your target audiences. 

Updates to Video Rankings on the Facebook Platform 

         Another update to always keep your eye on with the Facebook platform is how it ranks 

videos, as videos are your content that you will spend the most time making, editing, or 

purchasing – so it is only natural that you are going to want to make sure that you are getting as 

much bang for your buck as you can. Noting that compared to the changes made in 2019, the 

2020 update doesn’t offer changes as much as they are ‘enhancements’ to those core changes 

made in 2019. Keep in mind that these fit into the signal category of the algorithm as they are 

things that we as a publisher can control. 

         The overall rankings of video are based on three key principles: loyalty and intent, video 

and viewing durations and originality. Loyalty and intent pays attention to repeat viewership. 

More weight on the overall video score is awarded to videos that are actively sought out by users 

that have already seen it. This means that they are engaging again in a positive way and are 

potentially looking to share or consider taking further action, this is huge for publishers like 

yourself because it could mean an impending sale or conversion. Video and viewing duration 

refers to an interesting view on an active signal and a passive signal in the video scoring process. 

The active signal is the principle of keeping the viewers’ attention for at least one minute during 

the video. However, a new passive signal was added in that more weight will be added to these 
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videos that can keep a user’s attention for more than 60 seconds on videos that are at least 180 

seconds, or three minutes long. In terms of content planning this is something that can be easily 

monitored by making our organic content (as long as it merits this time duration) at least three 

minutes long. Quickly, originality is something Facebook began cracking down on in recent 

years, this refers to the controlled effort by Facebook to limit the spread of not original content. 

Also, there is now the added demotion of video content from pages that participate in sharing 

schemes, they are cracking down even further on this. Though that really shouldn’t be much of a 

problem for our page as our video content should never be not original to us as we plan to 

generate video content in-house. 

         One last update to keep track of is the new autoplay feature on the Facebook platform. As 

users scroll through their page, the videos they arrive at will begin to play even if sound is turned 

off. So, this is important in our content strategy that if we decide to post videos, they have to 

have a consistent and brand-conscious introduction in which the logo is flashed so it may 

command the attention of the user and also it will have the added professional look of having 

synchronous content formatting. 

Targeted Spotlighting Videos 

         Spotlighting and showing off the facilities that you have to offer is a great way to having 

a Facebook profile that builds brand awareness and potential conversions or contact from the 

consumer on the Facebook platform. Facility spotlight videos are a great way to meet this clear 

need on your Facebook page, their objectives are best split into the two categories: showcasing 

what St. Bonavenue has to offer in an engaging and credible way; and getting meaningful 

impressions and generating more followers. 
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         Going into the need to showcasing your content should be simple. You have something 

that you want people to see, your facilities are that something, and a video is a great way to 

present what you have in a neat and organized way. This can be simplified down to a framework 

which is displayed for you in a how-to video attached to this file. However, this framework is 

very important because it not only works as a tool for you to making one video, it is one that can 

be followed for all of your buildings, including residence halls. This makes the process more 

time-efficient as well as more professional-looking because all the content is synchronous with 

the others, contributing to your overall brand image on the platform. 

         In terms of getting those meaningful reactions, videos are already set up to do so better 

than pictures or static text posts because of the way Facebook ranks them, videos are predicted to 

convert on those active signals that Facebook is interested in, you pair that with an engaging 

video that can keep the attention for more than one minute as well as a 3+ minute long time 

duration, you are looking at a post that can hit the limit of your organic reach right off the bat 

and that is a very important feature to have on your Facebook page. 

         Also, another factor that these videos should have, which was touched briefly in the 

Facebook algorithm section of this report: have an eye-catching intro that is the same or almost 

the same for all these videos that are alike. This is, again, due to the autoplay feature playing 

videos automatically as users scroll through content on the page. 

         After the video is introduced through the introduction, the video should be broken up into 

two parts. 

• Videos clips of the facilities with voiceover explaining what is to offer 

• 2 30 second testimonials from either you or an event staff member, the other can be you 

again or perhaps someone from the school or faculty depending on the video. 
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The video prepared for you should offer a bit more of a detailed visual understanding of this 

framework, however, the objective of the clips of content is to show off what you have in a very 

professional, easy to listen to, and above all, eye catching and attractive way. The testimonials 

however, are to break up the clips of the content and add a human aspect to the videos, hearing 

from a professional such as yourself not only ads credibility, but in these testimonials if you 

explain why the facility is so special – hearing that from a human being is overall better than just 

a voiceover, the human element is not to be overlooked. Overall, following this framework 

should give you the opportunity to produce videos that are set up to do absolute work for St. 

Bonavenue organically before the potential added boost from paid promotion that we will dive 

into near the end of this report. Steps and format is shown visually through a how-to video (See 

link in Figure 9). 

Boosting Organic Content & Budgeting 

         There is a common argument that is seen, and it assesses the effectiveness of running ads 

on Facebook. As advertisers it is important to eliminate cognitive dissonance in the decision-

making process, which refers to the reluctance of potential consumers to act on an ad or a 

purchase presented in front of them. How does this apply to St. Bonavenue? Well it could shed 

some insight on where you are going to want to spend your ad budget of $1000.00. 

         While making ads is great, it is time consuming, and may provide inconsistent results. 

Also, in terms of potential consumers finding your page it adds an extra step in the process that I 

will go into below. Thus, if ads aren’t the way to go – what should you do with the ad dollars? If 

the goal is to extend your reach beyond the organic reach you get by posting your content 

normally, it would be a far better option in our opinion to use the boost feature to increase the 

reach of your well-performing organic content. This refers to your videos that spotlight your 
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facilities in a beautiful way. These posts are set up to do a lot of work for you organically 

because they: 

• Are original content 

• Have the capacity to keep viewers’ attention for more than one minute 

• Have duration of three minutes or longer 

• Obey the signals of the Facebook platform 

• Have a higher likelihood of meaningful interaction than other posts do 

So how can you promote these videos? The simple answer is the boost post button. With costs 

starting at $1 per day, you can add reach to these posts beyond the initial organic reach that they 

got in the first place, you can also do this for as long as you want so if you want the video out 

there past its organic audience for 10 days, you can do 10 days, if less, go for it. It offers a 

unique way to boosting the content you worked hard on but also it is the content that represents 

you and your message the best. 

Why is boosting organically well-performing posts better than creating and spending on ads? 

Well, better isn’t necessarily the right term. Less expensive, less time-consuming, and more 

efficient are more accurate terms for it. Let’s start with cognitive dissonance: I present you with 

two scenarios. 

Scenario 1 (Ads): You work hard to post content that does well organically. Next, 

you spend money on creating and promoting ads beyond your organic reach, the 

user sees this ad and has to decide whether or not to click the ad to follow to your 

page or your website. After clicking the ad and getting redirected to your page, 
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he/she is simply going to go searching for information and most likely watch 

these same videos that you worked hard on posting. 

Scenario 2 (No Ads): You work hard to post content that does well organically, 

you decide to (instead of making ads) boost these videos that have great organic 

reach and increase their reach. The potential customer sees the video (he does not 

have to go looking for it) after seeing that the consumer now has an easier 

decision, he can like or share or comment the video if he likes it, also he can visit 

your page and website already knowing the great services and facilities you have 

to offer. 

The objective of these scenarios is to show the fewer steps in the process of boosting your posts 

as opposed to the scenario in which you create ads. I mean, why waste the time on ads when you 

can just send the content that they are just going to see anyway to the reach that you want. 

Facebook also offers ways that you can filter the audience of the boosted post including location 

and interests. Also, there are helpful step by steps everywhere that can assist with the process 

itself, but at the end of the day you hit the big blue boost button and choose how much you want 

to spend and where you want it to be shown. 

         So, what does this mean in terms of your $1,000.00? Well, a lot. If you can spend only a 

dollar a day on your post, and you want it boosted for 20 days, you’ve only spent $20. Let’s say 

that you turn out these facility videos once every two months, and that means in one year you 

will be spending at a minimum of $120.00 per year. Which this is not definite, but it serves as a 

baseline and also a bit of a showing off point for how cost effective this process can be for you. 
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Conclusion 

         Over the course of auditing and analyzing the advantages that St. Bonavenue can 

capitalize on, we are confident in the plan and proposal we have enumerated for you in the 

sections above. In terms of showing your brand as separate but still involved with the university 

you should always have a good flow of content from your own business as well as university 

events to stay up to date on. Also, through reaching out to your customers to share their 

experiences on your page you add credibility and  personal aspect to your Facebook strategy. 

Lastly, with this understanding of the Facebook algorithm, as well as the framework provided in 

the how-to video, you will be able to hit the peak of your organic reach as well as boost those 

posts to reach the audiences that you did not know you could before. Again, we thank you for the 

opportunity to assist in your development of Facebook strategy, and we are excited to see the 

results of your pending implementation of our guidance and recommendations. 

-- 
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Appendix of Created Content: Figures 1-9 

Figure 1

 
 
 
 
Figure 2 

 
 
 
 
 
 
Figure 3 
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Figure 4 
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Figure 5 

 
 
 
 
 
Figure 6 

 
 
 
 
 
 
 
 
Figure 7 
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Figure 8  

 
 
Figure 9 
https://youtu.be/x3FUWSomJyY  -- Link to How-To video. 


