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3The Photographer’s Guide to Facebook

Try PhotoShelter 
FREE for 30 days!
Build a stronger photo business with a 
PhotoShelter website. 

With PhotoShelter, you also get powerful features and resources to 

market your photos, such as SEO and social sharing capabilities, in 

addition to the most options for licensing photography, selling prints 

online and pro-strength file delivery tools to please your clients. 

Get Started
Learn more & join PhotoShelter today!
Or, visit photoshelter.com/signup and enter

Questions? Contact us anytime at 
212-206-0808 or support@photoshelter.com.

Offer only valid for new PhotoShelter users. 

FACEBOOK

SPECIAL OFFER

http://www.photoshelter.com/tour/
https://www.photoshelter.com/signup/subscriber?CPN_CODE=FACEBOOK
https://www.photoshelter.com/signup/subscriber?CPN_CODE=FACEBOOK
https://www.photoshelter.com/signup/subscriber?CPN_CODE=FACEBOOK
https://www.photoshelter.com/signup/subscriber?CPN_CODE=FACEBOOK
https://www.photoshelter.com/signup/subscriber?CPN_CODE=FACEBOOK


The Photographer’s Guide to Facebook

With Beam you get a cutting edge photography 
website platform combined with PhotoShelter’s 
industry-leading tools to help you get, do and 
keep business.

Welcome to Beam by PhotoShelter.
Your photography portfolio - elevated.

www.photoshelter.com/beam
http://www.photoshelter.com/beam/
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“People are 44% more likely to engage with 

content on social media that contains pictures.”

Part I:

Introduction f you want to attract an audience on Facebook, shar-
ing great content—including your images—will 

help you get there. As Hubspot, an inbound marketing 
software platform, said, “People are 44% more likely to en-
gage with content on social media that contains pictures.” 

But why do you want engagement in the first place? As 
a photographer looking to bring in revenue, you want 
to grow your reach. A strong Facebook presence that 
you promote across channels like your blog, or news-
letter, for example, will help build your reputation and 
increase opportunities for word-of-mouth marketing. 
While Facebook isn't likely to not offer a pool of cus-
tomers who will convert directly after interacting with 
your page, it will broaden your audience and help get 
your name out there better than ever before. 

That said, in our recent guide, the 2013 Survey: What Buy-
ers Want From Photographers, we learned that is it possible 
to attract real clients through Facebook. 35.4% of buyers 
we surveyed told us they have discovered new photog-
raphers through social media. Of that group, 56.1% said 
they discovered those photographers on Facebook. 

Because you’re a photographer with stream of new and 
old images in your portfolio and archive, this gives you 
an enormous advantage to engage with potential clients 
and expand your reach online. 

You can already get a sense of how important Facebook 
is to your marketing efforts. But just like everything 
else, if you want to see results, sharing great content 
on your page should be part of your daily workflow, 
not an afterthought. Facebook is the #2 most popular 
website worldwide (after Google), with 700 million 
unique visitors a month. This means that there’s a very 
good chance that your target audience is already there, 
and also receptive to great content they encounter—
including yours.

In this guide, we’ll break down tips to help you en-
gage your audience and optimize your Facebook page 
to attract more potential clients and increase awareness 
about your photography business. Keep in mind, we’ll 
focus only on how to optimize business pages, as per-
sonal profiles are less accessible to the public (they re-
quire that someone request to be your friend and cap out 
at 5,000 friends total). Business pages are less restrictive 
and are available for anyone to follow. 

Facebook and Search Engine 
Optimization 
If you’re on Facebook (which we hope you are!), you 
already know that the platform transforms constantly, 
becoming a more fine-tuned tool to help you connect 
better through your personal profile as well as your busi-
ness page. Today, Facebook is also optimized for search 
engines. This is important to keep in mind because one 
of your biggest marketing goals should be to raise aware-
ness about your photography business and rank highly in 
a Google search. Factors including the number of likes 
your business page has, a well written About section 
(Google often pulls this information to populate their 

http://www.photoshelter.com/mkt/research/2013-photo-buyers-survey/
http://www.photoshelter.com/mkt/research/2013-photo-buyers-survey/
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II

search descriptions) and a flow of engaging content on 
your timeline can all affect your search engine rankings. 
For more on how your Facebook page can help influence 
your search engine rankings, check out 4 Ways to Opti-
mize Your Facebook Page For Search. 

Facebook Advertising 
To reach your audience, you can also pay for Facebook 
advertising including Marketplace Ads, Page Post Ads, 
Promoted Posts, Sponsored Stories, and Sponsored Re-
sults. These range from more typical display ads to the 
‘social ads’ that let you promote posts from your own page.

Facebook ads can be paid as pay-per-click (PPC), 
which requires that someone actually click on your ad 
before you are charged. Keep in mind that each adver-
tiser, whether that be an individual or large company, is 
competing against others as they bid for placements to 
target a specific demographic. 

Advertising on Facebook can be one of the most tar-
geted channels to reach your demographic, so we rec-
ommend you experiment with an ad or two and track 
performance. For more information on Facebook adver-
tising, check out A Comprehensive Guide to Facebook 
Ads by MOZ, a leader in SEO consulting. 

Facebook Pros and Cons
Like the adage “if you build it, they will come” implies, 
before developing a Facebook presence, you first need 
an awesome website to act as the central hub of your 
photography business. But if you have a website and 
don’t tell anyone about it, you’re doing yourself a dis-
service by creating obstacles which prevent you from 
expanding your client base. 

This is one of the primary arguments to use Facebook 
in the first place. For photographers, it’s one of the best 
ways to share your work where your clients already are. 

A great example of Facebook’s influence on traffic to 
your site is from Fstoppers, a resource for industry news 
for photographers, which we here at PhotoShelter check 
out almost daily. According to Facebook’s own Success 
Story Bulletin, Fstoppers gets 50% of its traffic directly 
from Facebook. 

One argument against using Facebook, and most so-
cial media platforms to promote your photography, is 
the potential for image theft, copyright infringement, 
and image devaluation due to downloading and shar-
ing. Some photographers believe that sharing images 
dramatically increases the chances that photos will be 
illegally reposted elsewhere without permission. Oth-
ers fear that Facebook itself might use your photos for 
commercial use. What you will have to do is decide 
whether the visibility you gain through Facebook is 
worth the potential risk. 

As Richard Kelly, former president of the ASMP—
American Society of Media Photographers—put it, 
“The safest thing to do is to put your photos in a black 
box in your office and never show them to anyone. But 
that’s not why we’re photographers. There’s a balancing 
act between how much protection you take to how much 
you want to share your photographs with the world.”

However, there are ways to mitigate image theft on 
Facebook:

>> Always read the Terms of Service (TOS), before 
uploading your images and sharing other content. 
Facebook’s TOS can be found here: https://www.
facebook.com/legal/terms. Check out additional 
insights from ASMP on Facebook’s TOS and 
what those terms could mean for you. 

>> Consider watermarking your images. This is an 
aesthetic choice, but many photographers choose 
to watermark images before sharing them as a 
tactic to reduce the chance of theft. 

>> Downsize and optimize your images for the web. 
Posting lower-res images can prevent the chances 
that your photos may be illegally reprinted.

For more tips to keep your work safe online, check out 
The Photographer’s Guide to Copyright. The American So-
ciety of Media Photographers (ASMP), is also a great 
resource to help you understand the fine print when 
joining a site like Facebook.

III

I

IV

V

VI

“For photographers, Facebook is one of the best ways 

to share your work where your clients already are.”

http://www.bruceclay.com/blog/2013/07/optimize-facebook-page-for-search/
http://www.bruceclay.com/blog/2013/07/optimize-facebook-page-for-search/
http://moz.com/ugc/a-comprehensive-guide-to-facebook-ads-a-30-minute-crash-course-in-facebook-advertising-17132
http://moz.com/ugc/a-comprehensive-guide-to-facebook-ads-a-30-minute-crash-course-in-facebook-advertising-17132
https://www.facebook.com/facebookforbusiness/success/fstoppers
https://www.facebook.com/facebookforbusiness/success/fstoppers
http://asmp.org/
https://www.facebook.com/legal/terms
https://www.facebook.com/legal/terms
http://asmp.org/fb-tos#.UpPvB2Siczh
http://asmp.org/fb-tos#.UpPvB2Siczh
http://www.photoshelter.com/mkt/research/photographers-guide-to-copyright
http://asmp.org/
http://asmp.org/
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ou may have your business page set up and are in 
the routine of posting news, photos, and updates 

regularly. The big question, though, is how do you know 
if what you’re sharing is effective and reaching your tar-
get audience? Fortunately, there are many tools, some 
built right into Facebook, to help you track success and 
optimize your efforts to increase your reach. 

Facebook Insights
Facebook Insights is built directly into Facebook and can 
be accessed through the administrator panel on your busi-
ness page. For a short walk-through of the admin area of 
your page, check out Facebook’s own resource center. 1 

Part II:

Tracking Success
on Facebook

Among various features, the admin panel lets you ex-
plore how many people have clicked on your posts, 
which one saw the most engagement, and what day and 
times your posts were looked at. A new version of Face-
book Insights was recently rolled out in October 2013, 
and designed to give admins deeper insights into fol-
lowers who interact with their page. See more informa-
tion about the new Facebook Insights here.

One of the biggest advantages of the updated tool is it 
now allows administrators to see not only who you’ve 
reached but also who you’ve engaged through com-
ments and shares. This will be useful for figuring out 
how your content resonates with different audiences. 

1 PhotoShelter's Facebook Admin Panel

https://www.facebook.com/help/search/?q=insights
https://www.facebook.com/help/search/?q=insights
https://www.facebook.com/help/346464412051491
https://www.facebook.com/facebookforbusiness/news/pageinsights
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Google Analytics
One of the most robust and widely used metrics track-
er, Google Analytics, allows you to plug in a url and 
track visits to your website, including where visitors 
came from, how long they stayed, and how they navi-
gated between pages. 

Google Analytics is also an essential tool to under-
standing how your Facebook page is funneling your 
fans to your website and any other social platforms 
that you use to promote your photos and business. To 
find out if Facebook is driving people to your website, 
just log into your Google Analytics account and go 
to Acquisition —> Social —> Network Referrals. 2 

If you’re not set up with Google Analytics to help track 
your site’s traffic, check out our guide, Google Analytics 
For Photographers. 

Shortened URLs
Even when you share photos, you should always link 
out to your website or blog. As we mentioned, images 
get shared more than other content on Facebook, which 
works in your favor. We recommend that you include 
a link with each photo, so if a follower is interested in 
learning more about your work, they don’t have to do 
any extra digging. When you link out, be sure to use free 
services like bitly or the Google URL Shortener, which 
let you easily shorten URLs and track their performance 
to find out the number of people who clicked on your 
link, or even the time of day they clicked. 

Facebook’s Algorithm 
Facebook also has an internal algorithm that deter-
mines which posts you’ll actually see in your News 
Feed. “Edgerank” is what this algorithm used to be 

called, though technically the term is now used more 
as a nickname. But regardless of its name, the frame-
work for determining what you see or don’t see in your 
feed still exists. 

So what does that mean? What Facebook decides to 
share with followers is important because once someone 
has liked your page, statistics show that they are unlikely 
to ever revisit your page again. Instead, they will only see 
your posts that show up in their News Feed—and there 
is no guarantee that your post actually will. 

However, if your post is engaging and has garnered a 
good number of likes, comments and shares, your chances 
of exposure in others’ News Feeds increases. And lucky 
for you, posting photos hugely increases your chances for 
engagement. For example, as compared to text-only posts, 

Mashable, a major technology and social media blog, 
points out, “Posting photo albums, photos, and videos get 
180%, 120% and 100% more engagement respectively.”

Although Facebook notes there are over 100,000 factors 
that can affect what a follower sees in his or her News 
Feed, this article from Marketing Land sheds light on 
a few factors that do play an influential role in helping 
your content get out there.

2 Google Analytics: Example 
Social Referral traffic
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http://www.google.com/analytics/
http://www.photoshelter.com/mkt/research/google-analytics-for-photographers
http://www.photoshelter.com/mkt/research/google-analytics-for-photographers
https://bitly.com/
http://goo.gl/
http://www.whatisedgerank.com/
http://marketingland.com/r-i-p-edgerank-how-to-optimize-for-facebooks-newsfeed-algorithm-61226
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4 Ways Photographers Can Rock Facebook

Check out our top 4 strategies you can use today to engage people on Facebook and ultimately 
help get more potential clients through your door.
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egardless of Facebook’s transformation over the 
years, its use is still rooted in friends sharing infor-

mation with friends. Although the platform today serves 
as a key tool for businesses, it’s still important to ap-
proach Facebook as a channel that can help you connect 
and give those who follow you a sense of who you are.

From a photo buyer’s perspective, potential clients also 
want to know who they’re hiring, so Facebook can be a 
great way to help them find out more about a photogra-
pher’s work ethic and personality. Buyers also told us that 
they look for personal qualities before they hire includ-
ing a great attitude, creativity and flexibility. 

The takeaway: buyers do turn to Facebook to find tal-
ent, so if your page is bare, and you give a poor sense of 
your business and personality, there’s a chance you may 
be overlooked. 

#1:

Show Off Your 
Personality

So, how do you show off your personality Facebook? 

Then think about the type of content you can offer up 
that matches those traits. 

>>Do you have a sense of humor? 

>>Are you intellectually curious? 

>>Are you dedicated to great customer service? 

>>Are you a gear-head? 

>>Do you closely follow the photo industry?

“A person's social media 'voice' should be a combination 
between the needs of the audience and the personality 
of the individual,” says fashion and portrait photogra-
pher Lindsay Adler. “In other words, figure out what 
is useful, engaging information for your target audience 
and provide them with this content. This helps draw the 
relevant group of potential clients to your work. Then, 
use your personality to help these potential clients con-
nect with your work and business. People need to feel 
they can trust and be comfortable with the photogra-
pher they hire, and your personality in social media can 
help achieve this.”

If your page is bare, and you give a poor sense 

of your business and personality, there’s a 

chance you may be overlooked.

http://www.lindsayadlerphotography.com/#p=-1&a=0&at=0
http://www.lindsayadlerphotography.com/#p=-1&a=0&at=0
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Tips to show-off your personality: 

1. Be a person. 
This is probably the most important rule of social media 
behavior in general. On Facebook, you want to operate as 
you would in the real world. This means you should refrain 
from constantly selling your services, use language that is 
approachable, and share content that is interesting. If you’re 
not sure what constitutes as interesting content, ask your-
self if you’d be inclined to like, share or comment on that 
post if you saw it on your News Feed. See example from 
freelance travel photographer Gavin Gough (right). 3

2. Tell a (short) story or interesting one-liner 
about your latest shoot and include an image. 
Keep in mind that Mashable says, “Posts between 100 
and 250 characters get 60% more likes, comments and 
shares than posts over 250 characters.”

3. Give a behind-the-scenes look at your 
shoots: the set-up, the gear, yourself shooting 
on location. 
This can give people an idea of how you work. Also think 
about giving a shout-out to the people you worked with 
that day. This shows you’re a team player. Adventure 
photographer Corey Rich does a great job at this. Check 
out his page here.

4. Have a consistent voice when you post. 
This means that the general tone, content and visuals are 
recognizable and don’t feel random. Regularly posting 
in this way will also let your audience know to expect 
content from you, which will improve engagement.

3  Travel photographer Gavin Gough gives insight into his personality and lifestyle.

II

III

I

IV

V

VI

https://www.facebook.com/corey.rich.photography


12The Photographer’s Guide to Facebook

5. Pick the right photo. 
This should be a photo that strengthens your voice (which 
you’ve thought about and defined)—it adheres to your aes-
thetic by way of style or content, etc., and shows off work 
you love. We recommend sharing at least one photo per 
day, versus creating an album of photos to share. One im-
age often has a greater impact than multiple images strung 
together because a single photo is easier for your followers 
to consume and engage with (e.g. like share, repost) 4

6. Choose a great Facebook cover that highlights 
your unique shooting style. 
For those who like your page for the first time, it will likely 
be one of the first things they notice, so you want to make 
a great first impression. Read over Facebook’s guidelines 
for appropriate cover images before choosing yours. 5

 4 Example: Single Image - Nico Morgan

5 Example: Cover Photo by food photographer Jonathan Gayman
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https://www.facebook.com/page_guidelines.php
https://www.facebook.com/page_guidelines.php
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ngaging others and sharing their content on 
Facebook is just as important as posting origi-

nal content from your own blog and portfolio. Shar-
ing blogs, stories, videos, or images you find interesting 
shows that you’re not self-consumed, and you also have 
a real interest in the industry.

Keep in mind that Facebook is an “inbound” marketing 
tool, which means you’re drawing your audience in by way 
of the things you’re offering. What you share should al-
ways be interesting tidbits that would appeal to your target 
audience, and these tidbits can come from outside sources. 

For example, do you photograph dogs? Is there an article 
you read in the New York Times about dogs’ emotional 
lives you could share? Or, do you aim to provide edu-
cational resources to help your audience expand their 
Photoshop skills? Who in the photo or tech industry—
individuals or companies—do you admire and is posting 
interesting work or stories on their own Facebook pages 
that you could share?

And whenever you can, team up with a brand, company 
or a vendor to cross promote. If you’re a wedding pho-
tographer shooting a wedding cake, find out who the 
bakery is and tag them in your Facebook photos. If they 
share your work, you’ll be reaching a whole new group of 
people in a related market. 6

#2:

Share content 
from others

Tips to share content from others: 

1. “Like” pages from leading photo blogs, and 
other photographers you follow.
For inspiration of blogs to keep tabs on, check out our 
own wrap-up of the best photography blog posts of 
2012. Keep in mind that once you like their Facebook 
pages, their content will start to appear in your own 
News Feed. When you see a post that you think might 
interest your audience, hit “share.”

2. Sign up for newsletters and subscribe to feeds. 
Some examples include Pro Photo Daily, plus other photo-
industry weekly newsletters like PDN. That way, you won’t 
miss posts from publications and industry thought leaders 
that are most important to you. A service like Feedly will 
also let you aggregate your favorite blogs in one spot so you 
can quickly skim for interesting news and updates. 

6 Example: Share work from other pages - Gavin Gough

Sharing blogs, stories, videos, or images you find 

interesting shows that you’re not self-consumed, 

and you also have a real interest in the industry.

http://blog.photoshelter.com/2012/12/the-best-photography-blog-posts-of-2012/
http://blog.photoshelter.com/2012/12/the-best-photography-blog-posts-of-2012/
http://www.ai-ap.com/publications/pro-photo-daily/
http://www.pdnonline.com/index.shtml
http://cloud.feedly.com/#welcome
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3. Let people know you’ve shared their work. 
If you share content without using the share function 
(so, instead, by simply linking to an article, resource, or 
gallery, consider shooting that photographer or blogger 
an email or Facebook message to let them know that 
you’ve shared their content. People appreciate when you 
help them spread the word about their work, and taking 
a quick moment to let them know may leave a lasting 
impression and make them more likely to share your 
own content sometime down the road. 7

7 Example: Share other's work - Andy Biggs
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eing active on Facebook doesn’t solely mean push-
ing content to your audience—what you’re trying 

to do is build a community, or a conversation, around 
your photography brand or what inspires you. With 
that in mind, think about how you can generate con-
versations that will last. Conversations can help produce 
more likes, shares, and of course, comments, which all 
help increase your Facebook exposure.

But how do you get the ball rolling? 

To encourage people to actively engage with your con-
tent, try asking questions or feedback from your com-
munity. Most people like to help and give opinions, so 
open-ended questions are an opportunity to let them do 
that. For example, is there a portfolio review you want 
to ask if your community thinks is worth signing up 
for? Is a photographer battling a copyright lawsuit and 
you want to ask people their thoughts on the issue? Are 
you curious to know what people are shooting over the 
weekend? In the same vein, you can also offer your opin-
ion about these same topics. If your opinion is different 
than most, your post may attract even more attention. 

Whenever you do pose a question, make sure you keep 
tabs on comments so you can respond in a timely fashion. 
Nature photographer and PhotoShelter member Mike 
Cavaroc says, “It's best to respond promptly whenever 
someone communicates with you on Facebook. This 
gives the follower a sense that they're communicating 
with someone who’s actively listening. People want to 
know that there's a real human behind the screen, and 
they’re not talking to a brick wall.”

#3:

Be social The advantage to real dialogue on Facebook is that you 
may also make some excellent connections that can 
translate offline. You may even connect with your favorite 
established or emerging photographers by keeping tabs 
on how they’re evolving both their businesses and tech-
niques. If you feel comfortable engaging in a dialogue 
about these issues, share your opinion and ask for theirs.

Also keep in mind that posting content and asking 
questions that are relevant and timely will likely guar-
antee your post a spot in your followers’ feeds. Examples 
of relevant posts may be a big sports event (think the 
World Series or the Super Bowl), an event of interest 
(the Royal Wedding or an election), or the death of a 
beloved celebrity (Farrah Fawcett, Michael Jackson). 
Is there a way to reference these topics that can relate 
to your photography business and what interests you? 
How can you talk about these subjects in a way that will 
engage your followers in conversation?

Most people like to help 

and give opinions, so 

open-ended questions 

are an opportunity to let 

them do that.

http://archive.freeroamingphotography.com/
http://archive.freeroamingphotography.com/
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8 Example: Tagging - Lisa Devlin

Tips to be more social on facebook: 

1. Respond to comments, react to your audi-
ence and actively engage whenever you can. 
Also visit other pages and engage with their own con-
tent through likes, comments, and shares. For example, 
check out this post from the photography blog, Pet-
apixel, asking “which type of photographer are you?” 
The question asks you to engage with the link they’ve 
posted and respond. When you read through blogs or 
share your own posts, think about what questions you 
can ask in connection to an article that would open the 
floor and encourage responses. Also see this great ex-
ample from wildlife photographer Elliot Neep.

2. Use hashtags. 
A more recent feature, Facebook hashtags operate in a 
similar way to Twitter. By adding hashtags that are rel-
evant to your Facebook posts (ie: #photography, #pho-
tojournalism, or the hashtag of a specific photo event 
you attended), this will move your content into a larger 
conversation that others can look for in the Facebook 
search bar. Here’s a short beginner’s guide to optimizing 
hashtags on Facebook.

3. Tag people or vendors you’ve worked with. 
A great way to keep people interested in your page is by 
making them literally a part of it. By tagging your clients 
in session images, or a vendor you worked with, you’ll 
give the friends of your clients a chance to see your post 
(friends of friends can usually see the image you posted 
of them once it has been tagged) even though they may 
not follow your page. Because of this, images that are 
tagged are far more likely to be shared. Not sure your cli-
ent wants to be tagged? Send them an email first and ask.

Award-winning wedding photographer Lisa Devlin has 
mastered tagging her clients, and also vendors like floral 
shops, make-up artists, shoe stores, parks, and locations, 
which all dramatically increase engagement. 8
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https://www.facebook.com/petapixelcom/posts/10151795661443124
https://www.facebook.com/NeepImages?hc_location=stream
http://mashable.com/2013/10/08/what-is-hashtag/
http://devlinphotos.co.uk/
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f you sell directly to consumers, one great way to 
get people engaged with your business is to offer 

them a sales incentive. Giveaways and coupons are one 
of the most effective ways to get people excited about 
making purchases and signing up for your services. 

For example, running a discount for a limited time can 
be a great way to create buzz and draw in customers. 
Do you want to offer a special 20% off holiday print 
sale during the first two weeks of December? 30% off 
for New Year's Day? What about 15% off your products 
to the first 10 people who share your post? There’s lots 
of room to get creative. To run a promotion, Facebook 
also has specific Promotion Guidelines which let you 
know what you can and cannot do. Those are important 
to check out before you get started. 

While directly offering products and services for sale can 
be an effective way to convert Facebook visitors into pay-
ing customers, this strategy should be handled with tact. 
Social media is intended to be a two way dialogue, and 
regularly screaming “Buy my photos!”, even at a discount, 
will turn people off fast. However, people do know that 
this is a hub for your business, so they should expect some 
level of promotion, which you should take advantage of.

#4:

Offer giveaways 
and coupons

Giveaways and coupons are one of the most 

effective ways to get people excited about making 

purchases and signing up for your services.

If you first build trust and credibility by participating 
and listening, and adding value, your followers will even 
appreciate some self-promotion on your end—especial-
ly if they have an affinity for the brand you’ve created. 
The common rule of thumb? You should promote your 
sales and services about 10% of the time. That’s 1 out of 
every 10 posts.

Tips on promoting giveaways and 
coupons

1. Think about what day of the week and time of 
day you want to promote your giveaway. 
The best time to post is the time your audience is on-
line, and this will differ from photographer to photog-
rapher. The “posts” tab available in your own Facebook 
Insights has an option to see exactly when most of your 
fans are online. Check out this article, FAQ: What’s the 
Best Time To Post On Facebook?, for more information 
about relying on your page’s own data to inform you of 
what day and time you should post your promotions (or 
posts in general). 9

https://www.facebook.com/page_guidelines.php#promotionsguidelines
http://socialmediatoday.com/jenpicard/1724026/faq-what-s-best-time-post-facebook
http://socialmediatoday.com/jenpicard/1724026/faq-what-s-best-time-post-facebook
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3. Experiment. 
For any giveaways or coupons you promote, we also sug-
gest you try the option to “Boost Post”, which is a choice 
on the bottom right hand corner of every post you share. 
Experiment by spending $5 on your next post and see if 
your likes, comments, and shares increase. 10

2. Map out your calendar and note major holidays, events, or personal 
mile-markers that happen throughout the year. 
Brainstorm all occasions from New Years to Thanksgiving to the Valentine’s Day to the 
Olympics. How can you brand your sales discount to sync up with relevant upcoming 
events? Facebook puts greater weight on content that’s relevant or newsworthy, so at-
taching a promotion to these occasions will likely increase your posts’ exposure.

Also think through how you can surprise and delight your Facebook fans with free 
stuff. See this great example from advertising photographer John Keatley.

When nature photographer Jim Patterson spent $5 to 
promote this post, it received 671 likes and 52 shares—
the most he got all year. This boost can be particularly 
helpful when applied to a promotion or discount you’re 
hoping to spread the word about.

10 How to boost your posts
9 Example: Surprise your Facebook followers - John Keatley

II

III

I

IV

V

VI

https://www.facebook.com/help/promote
https://jimpattersonphotography.com/
https://www.facebook.com/photo.php?fbid=10151088275526644&set=a.10150469026541644.361070.125313031643&type=1&theater
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ow that you have a sense of why you should have a Facebook page for your photography business, check out some 
awesome examples of photographers who are doing it right—posting content regularly that is engaging and in-

teresting to their audience. We selected a handful of photographers’ pages who we thought do a great job of showcasing 
how the platform can help illustrate your brand, engage an audience, and drive people back to your website. They're us-
ing great tactics including: posting regularly, asking interesting questions, showcasing compelling photography, tactfully 
promoting their work, and providing their audience with an excellent sense of their personality. Take a look:

Part IV:

Examples of 
Great Facebook 
Pages

Neil Weaver Photography Tomas van Houtryve Photography

Caught the Light Photography Brighton Dog Photography

https://www.facebook.com/tvh.photo
https://www.facebook.com/brightondogphotography
https://www.facebook.com/neilweaverphotography
https://www.facebook.com/tvh.photo
https://www.facebook.com/CaughttheLight
https://www.facebook.com/brightondogphotography
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Fine Art by Yew Kwang 

Brooke Shaden Photography

Elliot Neep Wildlife Photography

Brian Smith Photography

John Keatley PhotographyLindsay Adler Photography

Michal Fattal Photography

Corey Rich Productions Jade Bealle Photography
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https://www.facebook.com/FineArtByYewKwang
https://www.facebook.com/brookeshadenphotography?ref=br_tf
https://www.facebook.com/NeepImages?hc_location=stream
https://www.facebook.com/Corey.Rich.Productions
https://www.facebook.com/BrianSmithPhotography
https://www.facebook.com/keatley
https://www.facebook.com/lindsayadlerphotography
https://www.facebook.com/michalfattalphotographer
https://www.facebook.com/JadeBeallPhotography
https://www.facebook.com/FineArtByYewKwang
https://www.facebook.com/brookeshadenphotography?ref=br_tf
https://www.facebook.com/andreawilsonphotography?fref=ts
https://www.facebook.com/NeepImages?hc_location=stream
https://www.facebook.com/BrianSmithPhotography
https://www.facebook.com/keatley
https://www.facebook.com/lindsayadlerphotography
https://www.facebook.com/michalfattalphotographer
https://www.facebook.com/Corey.Rich.Productions
https://www.facebook.com/JadeBeallPhotography
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Carli Davidson Pet Photography

Jimmy Williams Photography

Robin Moore Photography

Jim Patterson Photography

Solas Weddings and Portrait PhotographyJim Jordan Photography

James Bourrett Fine Art Photography

Lisa Devlin Photography Quintin Lake Photography
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https://www.facebook.com/Carli.Davidson.Photography
https://www.facebook.com/JimmyWilliamsPhotography?fref=ts
https://www.facebook.com/pages/Robin-Moore-Conservation-Photographer/289887370741?fref=ts
https://www.facebook.com/JimPattersonPhotography?ref=ts&fref=ts
https://www.facebook.com/solasweddings?fref=ts
https://www.facebook.com/jimjordanphoto
https://www.facebook.com/LisaDevlinPhotography?fref=ts
https://www.facebook.com/Mountain.Image.Gallery?ref=ts&fref=ts
https://www.facebook.com/QuintinLakePhoto?fref=ts
https://www.facebook.com/Carli.Davidson.Photography
https://www.facebook.com/JimmyWilliamsPhotography?fref=ts
https://www.facebook.com/pages/Robin-Moore-Conservation-Photographer/289887370741?fref=ts
https://www.facebook.com/JimPattersonPhotography?ref=ts&fref=ts
https://www.facebook.com/solasweddings?fref=ts
https://www.facebook.com/jimjordanphoto
https://www.facebook.com/Mountain.Image.Gallery?ref=ts&fref=ts
https://www.facebook.com/LisaDevlinPhotography?fref=ts
https://www.facebook.com/QuintinLakePhoto?fref=ts
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Matt Brandon - The Digital Trekker

John Dunne Photography

Gavin Gough Photography Nico Morgan

Free Roaming Photography

Alexa Miller Photography
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VI

https://www.facebook.com/digitaltrekker?fref=ts
https://www.facebook.com/JohnDunnePhoto
https://www.facebook.com/gavingoughphotographer
https://www.facebook.com/nicomorganphotography
https://www.facebook.com/FreeRoamingPhotography?fref=ts
https://www.facebook.com/pages/Alexa-Miller-Photography/164484310250526
https://www.facebook.com/digitaltrekker?fref=ts
https://www.facebook.com/JohnDunnePhoto
https://www.facebook.com/gavingoughphotographer
https://www.facebook.com/nicomorganphotography
https://www.facebook.com/FreeRoamingPhotography?fref=ts
https://www.facebook.com/pages/Alexa-Miller-Photography/164484310250526
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ow that you know the benefits of having a Face-
book page for your photography business, it’s time 

to put it to the test. Experimenting is the key to finding 
out what works (and what doesn’t) to ultimately help 
you optimize engagement and grow a quality following.

Test out running promotions, follow other photographers 
and publications on Facebook, and join the conversation. 
Also, remember to plan ahead. Check the calendar for 
potential holidays, personal mile markers or big seasons in 
your market that would be a good time to leverage some-
one else’s audience. For example, if you’re a portrait pho-
tographer can you find a local makeup artist who might 
want to get some portfolio shots of kids faces painted in 
the early autumn? Then maybe you can both run the im-
ages on your Facebook pages in time for Halloween. 

Also keep in mind that although images are highly 
sharable, like any content, if there’s an overabundance it 
loses that “special” quality, and runs the risk of becom-
ing white noise. When you launch your page, you don’t 
need to fill it up with all of the images in your gallery, 
or use it as a dumping ground for everything you can’t 
fit in your portfolio. Instead, aim to post at least once a 
day. If you’re an avid Facebook-er already, try to reduce 
to posting three times a day at most.

Part V:

Conclusion In the end, don’t forget these takeaways: 

>> Facebook is a huge community and it’s important 
for your business to have a presence there. Why? 
Because it’s likely a go-to destination for your tar-
get audience.

>> Facebook is optimized for search engines, which 
means someone searching for your business will 
have an easier time finding you if you have a 
Facebook page that is updated and full of engag-
ing and shareable content. 

>> Facebook is an opt-in platform, which means that 
by liking your page, fans and clients are agree-
ing to receive whatever information you want to 
present them with via their News Feeds. Balance 
sharing information you think will be interesting 
to your audience with news and promotions rel-
evant to your own business. If you provide great 
content, when you decide to promote yourself di-
rectly, people will be more inclined to listen and 
follow through.

Ready to get started? When you feel like your page is in 
a good place, shoot us the link at marketing@photoshel-
ter.com. We'd love to take a look.
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Part V:

Resources MASHABLE: Facebook Marketing: Why Less Is More

INC.: How to Create an Effective Company Facebook Page

MASHABLE: The 10 Most-Liked Brands By U.S. Facebook Users

Hubspot: Demystifying How Facebook’s EdgeRank Algorithm Works

Fstoppers: How To Size Your Images So They Show Their Best on Facebook

Search engine watch: Facebook Photo Sizes Cheat Sheet for Marketers: Apps, Ads, Albums & More

Digital Photography School: How to Promote Your Photography Using Facebook

Zenologue: 7 Reasons Why Your Photography Business Needs A Facebook Page

populist Photography: How I Use Facebook To Market My Photography

Digital Photography School: What Every Photographer Needs to Know about Facebook

Photoshelter: The Photographer’s Social Media Handbook 

Photoshelter: SEO for Photographers: Bootcamp & Guide

Photoshelter: Google Analytics for Photographers

Photoshelter: The Photographer’s Guide to Copyright

Tool: Bitly URL Shortener

http://mashable.com/2012/04/26/facebook-marketing-strategy/
http://www.inc.com/guides/201103/how-to-create-an-effective-company-facebook-page.html
http://mashable.com/2013/09/06/facebook-brands-likes/
http://blog.hubspot.com/marketing/understanding-facebook-edgerank-algorithm-infographic
http://fstoppers.com/how-to-size-your-images-so-they-show-their-best-on-facebook
http://searchenginewatch.com/article/2262165/Facebook-Photo-Sizes-Cheat-Sheet-for-Marketers-Apps-Ads-Albums-More
http://digital-photography-school.com/promote-photography-using-facebook
http://www.zenologue.com/blog/7-reasons-why-your-photography-business-needs-a-facebook-page/
http://www.populistphotography.com/business-of-photography/how-i-use-facebook-to-market-my-photography/
http://digital-photography-school.com/what-every-photographer-needs-to-know-about-facebook
http://www.photoshelter.com/mkt/research/social-media-for-photographers
http://www.photoshelter.com/mkt/research/seo-for-photographers
http://www.photoshelter.com/mkt/research/google-analytics-for-photographers
http://www.photoshelter.com/mkt/research/photographers-guide-to-copyright
https://bitly.com/
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Tool: Google Analytics

Facebook: How To Set Up Your Facebook Page

Facebook: How To Optimize A Business Page

Facebook: How To Use Hashtags

Facebook: Marketing Classroom 

http://www.google.com/analytics/
https://www.facebook.com/business/build
https://www.facebook.com/business/overview
https://www.facebook.com/help/587836257914341
https://apps.facebook.com/marketingclassroom/pages/bc4291fcf61517bde6b2d20178fc490b


Check out PhotoShelter's 
library of free photo business 
and marketing guides

Get them all: www.photoshelter.com/mkt/research

http://www.photoshelter.com/mkt/research/seo-for-photographers
http://www.photoshelter.com/mkt/research/photo-assistant-handbook
http://www.photoshelter.com/mkt/research/email-marketing-for-photographers
http://www.photoshelter.com/mkt/research/2013-photographers-outlook
http://www.photoshelter.com/mkt/research/
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