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Executive Overview 

“Social commerce” is more than just a branded storefront within the Facebook canvas. It’s 
growing increasingly important as 800 million consumers become Facebook users—but it’s not 
the only part of the equation. The largest opportunity in social commerce today is to use the 
mountain of freely available, self-maintaining consumer data from Facebook Insights and the 
Open Graph to personalize experiences across channels. This white paper outlines seven tips 
for a successful multichannel social commerce strategy. 

Introduction 

We’ve all heard both sides of the social commerce debate: “Facebook doesn’t work,” on the 
one hand, and “Why wouldn’t retailers experiment with Facebook?” on the other. But online 
businesses are missing the potential of social commerce. True innovators are thinking beyond 
channels and building programs that leverage Facebook data to drive conversions and 
engagement both on and off Facebook. The following tips will take you through a step-by-step 
roadmap toward building a successful social commerce program. 

.
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Tip 1: Have Clear ROI Goals 

The goals for Facebook integration and its role in an overall strategy will be different for every 
organization. Think about how Facebook integration plays into your overall brand strategy. Too often 
organizations think that the only way to measure the success of a social commerce program is to track 
sales completed on Facebook or tally their “like” count, but what about influence? Objectives, goals, 
and program metrics need to be clearly defined and could include 

• The number of total impressions 

• The acquisition of new customers  

• The new data points captured 

• Loyalty program growth 

• Website referrals 

• Customer sentiment measures 

• The sales generated from transactions on Facebook 

Be sure to lay out goals and how success will be measured.1

Tip 2: Implement an On- and Off-Facebook Strategy 

 

On-Facebook means having a storefront embedded within the Facebook canvas. This method has 
received the most attention in the social commerce conversation to date, but there is another approach: 
off-Facebook, which presents an immediate and larger opportunity for most online businesses. Off-
Facebook describes utilizing Facebook data to drive elements of an organization’s own Website(s) and 
mobile environment(s). By leveraging Facebook data from Facebook Insights and the Open Graph 
behind the scenes of their own environments, retailers can deliver targeted, personal experiences across 
all touchpoints. 

 
 
 
1 Augie Ray, Forrester Research Inc., “The ROI of Social Media Marketing: A Balanced Marketing 
Scorecard Thoroughly Validates Social Media Value,” July 2010. 

JUST BECAUSE YOU BUILD IT, DOESN’T MEAN THAT THEY’LL COME. Give users a reason to continually engage via 

Facebook. Extend time-based offers, exclusive content, or an in-app experience that’s so personal that they keep coming 

back—and tell their friends about it. 
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Figure 1. A successful social commerce strategy leverages both on- and off-Facebook opportunities. The left-hand 
image shows a branded storefront on Facebook. The right-hand image shows how Facebook data can be incorporated 
into a retailer’s Website. 

Tip 3: Put Facebook Data to Work 

To set realistic goals for a social program, organizations must identify the opportunity and where they’ll 
derive value. There is an incredible amount of data available on Facebook, and it’s free for the taking. 
Facebook has the following two sources of data: 

• Insights: Facebook’s built-in analytics dashboard gives retailers access to more than 50 usage 
metrics, ranging from most viewed and most liked pages to anonymous demographic information 
such as user age and location. 

• Open Graph: This Facebook datasource ties activity to the individual via the Open Graph API. The 
Open Graph protocol organizes interactions across the Web, including what products or brands 
particular users have liked and their demographic information, in addition to tracking their 
Facebook-related activity.2

 
 
 
2 Find more information about the Open Graph protocol at 

 The Open Graph also houses product information, so when a “like” 

http://developers.facebook.com/docs/opengraph/. 

http://developers.facebook.com/docs/opengraph/�
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button is clicked, an object is created on the Open Graph with a Facebook-generated ID and 
associated keywords. 

There are billions of pieces of data available on Facebook Insights and the Open Graph, but it’s 
valuable only if you can put it into action. Invest in technology to make this data accessible and usable 
in real time, and be sure to utilize proper Open Graph tags, which can triple the click-through rates of 
shared content.3 Start small. For example, enable customers to see what items friends have browsed or 
purchased within your Website and enable customers to view wish lists and upcoming birthdays with 
personalized suggestions for each friend. With the right strategy, organizations can use these 
datasources to personalize customer experiences within Facebook and on the Website and in the 
mobile environments where their customers are already comfortable browsing and buying. 

 
Figure 2. Facebook has two sources of data, Insights and Open Graph. Insights gives a detailed dashboard view of 
on-Facebook activity. Open Graph logs relationships between people, brands, products, and content across the Web. 

Tip 4: Don’t Create Another Silo 

When building a social commerce program, think about touchpoints like a customer does. Customers 
expect to be able to glide between your Website, mobile apps, and Facebook and have a consistent 
experience. Early missteps of many social commerce programs involved outsourcing Facebook store 
creation to a new vendor, which resulted in a disjointed experience for customers and left retailers 
without access to valuable Facebook data or control over the customer experience. Instead of creating 
a new silo or treating social commerce like an ancillary project, make sure your social commerce 
strategy integrates Facebook data across your organization and links all your touchpoints. The greatest 
value of Facebook integration is access to consumers and their data. Therefore, make sure your 
organization has the technology to access Facebook data and use it to drive decisions that have an 
 
 
 
3 Facebook, July 2011. 
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impact on sales across the enterprise and personal experiences for customers. Integrating social 
commerce tightly with your existing tools, programs, and processes will mean greater consistency for 
customers and greater visibility for the organization. 

Tip 5: Use What You’ve Got  

Gaining net-new traffic, net-new sales, and net-new datasources from your social commerce program 
will not replace what you have today. Use Facebook Insights and Open Graph data to supplement 
proven data and content you currently rely on. Marry Web analytics data used to promote popular 
products in tandem with Facebook data to further personalize merchandising. Supplement your 
valuable customer profile and segmentation information with Facebook data to fine-tune targeting and 
increase the accuracy of your database. Remember, all users on Facebook create their own profile, 
indicate their interests, and leave a trail of activity—so it’s self-maintaining. Even if some customers 
don’t have a Facebook account, you can still use the vast amount of data from Facebook to improve 
customer insights, monitor trends, and create customer segments to ultimately deliver better 
experiences. 

Tip 6: Be Social by Design 

Delivering a consistent core experience is critical for your brand. But be sure you’re following 
Facebook’s “social by design” principles to engage more users and make experiences more personal 
with proven tactics. “Social by design” principles include the following:  

• People first, content second: Put people at the center of your experience. Welcome them, adjust 
their experience so it’s relevant, and then focus on what products and content will be delivered. 

• Make sharing easy and fast: A few people using social features on your Website and Facebook 
store can influence their friends to start engaging through the News Feed, Timeline, and Ticker. 
Enable customers to evangelize your products with a feature such as postpurchase sharing, which 
can double a friend’s likelihood to buy.4

• A few can activate many: Make interactions lightweight and simple. Make it easy for users to like, 
comment on, and share products and content with Facebook social plug-ins. 

 

 
 
 
4 Facebook, July 2011. 
 

Postpurchase sharing of messages amplifies your reach and can double a friend’s likelihood to buy.4  



Seven Tips for Social Commerce Success Across Channels 

6 

• Your friends are there: Facebook friends shape our online experiences and inform our decisions 
just as friends do in the real world. To make your experience more social, find ways to show users 
how their friends are engaging with your brand.  

Take advantage of Facebook behavior to turn your loyalists into your marketers and virtual sales force. 
Take a note from Facebook (which has 800 million different versions of its Website personalized for 
each user) to tailor every experience. Be sure your internal teams have a scalable way to automate 
personalization of content, with tools that enable merchandisers to exert influence along the way. 

 
Figure 3. Center experiences on people and let them activate more users with Facebook social plug-ins. 

Tip 7: Have Control and Iterate Often 

As social commerce continues to evolve, things will change fast. Be sure you have the tools in-house to 
iterate often and deliver fresh experiences without consuming too many resources focused on 
traditional e-commerce touchpoints. Give merchandisers and marketers tools to monitor usage, test 
new strategies, create campaigns, and get to market quickly. Monitor Facebook Insights to measure 
activity and analyze trends in demographic data and engagement and to help identify where to optimize 
social interactions. Get ahead of the competition with an integrated approach, reap the benefits of 
first-mover advantage, and apply knowledge across your channels. 

Leveraging Facebook Opportunities with Oracle Endeca for Social 

Oracle Endeca for Social can help you implement and execute these social commerce strategies across 
channels. It enables businesses to integrate with Facebook in order to enhance the customer 
experience across channels and to capture additional sales with a transactional Facebook storefront. 
Oracle Endeca for Social also provides tight integration with your back-end technology and Oracle 
Endeca Experience Manager, making it easy to deliver and optimize personalized experiences wherever 
friends browse, share, and buy. 
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Conclusion 

These seven tips can help organizations gain access and control over Facebook data to automate the 
delivery of tailored promotions, merchandising, product assortments, and recommendations shown to 
each visitor. With the right strategy and technology in place, you can meet customer needs and deliver 
a more personalized experience now and in the future. 

Contact Us 

For more information about Oracle Endeca Web commerce solutions, visit oracle.com/webcommerce 
or call +1.800.ORACLE1 to speak to an Oracle representative.  
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