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Facebook has been busy. It likes to keep 
us on our toes by constantly changing 

their rules. So much so that in the last 

few weeks it’s brought in three new 

changes, which have caused quite a stir 
and lots of debate online resulting in 

businesses and marketers alike starting 

to question if Facebook is still 

worthwhile using to promote their 

companies. So let’s try to answer this 
question for you! 

 

Save for Later 

Their first recent change was their 

“save for later” feature which we 

wrote about 

here. We see 

it as a very 

useful feature 

and gets our 

thumbs up! 

It’s had pretty 

positive 

feedback 

throughout the web, with Mashable 

citing: 

The new feature brings a much-needed 

element to Facebook, which has made 

steps toward becoming the go-to-place 

for consuming news. 

 

Like-Gate Ban 

The “like-gate” ban was Facebook’s 

next rule change. And this one has and 

continues to cause huge debate online. 

Facebook announced: 

You must not incentivize people to use 

social plugins or to like a Page. To ensure 

quality connections and help businesses 

reach the people who matter to them, we 

want people to like Pages because they 

want to connect and hear from the 

business, not because of artificial 

incentives. We believe this update will 

benefit people and advertisers alike. 

The ban understandably has caused 

one of the biggest stirs amongst 

marketers, not to mention had a 

massive impact on app providers who 

have enabled people to use “like-gate” 

features in the past. 

 

Now the dust is beginning to settle on 

the announcement of the ban and the 

initial panic has subsided, the general 

thoughts are that it is indeed a good 

thing and the ban is a welcome 

addition. 

 

The truth is that we have been living 

in a bubble of people obsessed with 

numbers. But we have to remember 

that social media is about targeting the 

right people at the right time with the 

right content, not just boosting 

numbers for the sake of it. By having 

the ban in place, we will effectively be 

able to filter out a lot of the crap! 

Facebook Pages will be more targeted 

than ever with genuine people who 

care about and like a brand, which in 

turn will be better for business of all 

sizes and the increasingly important 

social sales (which we wrote about 

here). 

 

Goodbye Click-Bait headlines 

We’re not surprised to see Facebook 

do this. They’re clearly on the 

warpath to prevent like-baiting and 

spammy links. It’s interesting to see 

how Facebook will determine what is 

click-bait: 

One way is to look at how long people 

spend reading an article away from 

Facebook. If people click on an article 

and spend time reading it, it suggests 

they clicked through to something 

valuable. If they click through to a link 

and then come straight back to 

Facebook, it suggests that they didn’t find 

something that they wanted. 

 

This completely makes sense and 

highlights the importance of creating 

valuable content that is targeted to 

your customers and audience. It is 

also a move that Google put into play 

a few years ago, with ongoing changes 

to its algorithm. I recently wrote here 

on why content is becoming more and 

more integral to social media. 

 

Final thoughts 

On the one hand, it’s 

clear that Facebook is 

trying to pave the way for 

ethical marketers and 

eliminate spammers, and 

therefore make the 

experience better for 

their users. But we have to remember 

that they are a multi-billion dollar 

business and it would be naïve for us 

to think that their recent changes and 

ongoing decline in reach are yet more 

ways for them to make money by 

leaving many businesses no choice but 

to invest in advertising. 

 

Sadly, it’s the small businesses and 

start up’s who are likely to be affected 

the most. They are finding that they 

are either having to pay for advertising 

or simply looking elsewhere to 

promote their business. They just 

don’t feel, on the surface, that 

Facebook is a level playing field for 

their business. 

 

Let’s face it, the freemium world is 

ending and ended a while ago, it’s just 

taking time for many businesses to 

wake up and accept the reality. 

Nevertheless, that doesn’t mean that 

businesses cannot get results from 

Facebook. It does however mean that 

they may need to invest in their 

marketing. That can either be via 

advertising or working with an agency 

to help them come up with creative 

and compelling ways to reach and 

engage with their audience.Whilst 

Facebook remains the top social 

networking site and can bring in a very 

good return for brands (both in terms 

of awareness and sales), we should 

learn not to “put all our eggs in one 

basket”. It can be a very damaging 

tactic, as many companies are now 

experiencing and hence panicking and 

becoming disillusioned with Facebook. 

Most importantly, you need to 

determine whether Facebook is 

where your target audience is. You 

need to understand where your 
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Important Notice 
© Copyright 2017, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons – 

such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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customers and prospects are engaging 

– particularly whether they are 

engaging with brands on Facebook. 

We can help you discover which 

social media networks are most 

relevant for your brand, in terms of 

where your audience and customers 

are, through our Social Media Analysis 

service. 

 

What do you think? Are you still 

seeing results from Facebook? Do you 

welcome the latest rules? Or do you 

think Facebook is now a waste of time 

for businesses? 
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