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Before you start: who put this together, and
how to use it

A quick bit of honesty up front. The person who compiled thisisn’t afamous marketer
oranagency. He’s anormal guy who has been seriously growing a Facebook page for
about sixmonths, got some real results, and then went down a rabbit hole — reading
every free resource he could find, paying for a consultation with someone far more
experienced, and working through a couple of in-depth courses. This guide is the result
of meshing all of that research together with what he’s actually seen work on his own

page.

Sotreatthisas “here’s how I'drecommend getting started, based on what I've learned and
what the people with years of experience say,” not as gospel from an authority. Where the
guide shares a personalresult, it’'ll switch to “I.” Everywhere else it’s written as general
instruction, because most of itisn’t really up for debate — it’s the same playbook the
experienced operators all describe, just organized in one place.

For context on the personal side: I'm currently making somewhere between $200 and
$1,000 in extrarevenue per month from a single Facebook page, and I'm now in the middle
of spinning up my next two pages in the same broad niche. So thisis written from the seat of
someone who’s done it once, is doingit again, and wanted one document he could handto a
virtual assistant, reference himself, ordrop into ChatGPT or Claude to brainstorm against.

Good ways to use this document:

« As a training manual for a VA who’ll handle posting, scheduling, or page setup.
» As areference you can paste into an Al assistant (“here’s my playbook — help me apply
step 5tomy niche”).

 As a start-to-finish read for a beginner who wants the whole picture before touching
anything.

One assumption baked in: most people reading this already have some content-publishing
experience, often from Pinterest. If you know how to publish consistently, keep a schedule,
and space out yourlinks, you're already most of the way to being dangerous on Facebook.
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The Results So Far

Numbers do the convincing. Here are real, anonymized stats from one publisher
running this exact playbook — the kind of growth, earnings, and traffic spikes the rest of
this guideis built to create. (Dollar figures on the revenue table are redacted on
purpose.)

Revenue per 1,000 sessions, by traffic source

Revenue by Traffic Source

Pinterest - 59.9% Facebook -32.3% Direct - 6.6%

: Rev i RPM(@+ Sessions+ + PM@+

Pinterest $51.56 $2.10

Facebook $75.48 $2.27

Direct $33.22 $2.11

Other $56.25 $2.74

Facebook delivered the highest RPM of any traffic source — well above Pinterest's
$51.56. The assumption that Facebook traffic monetizes poorly simply wasn't true here.



Facebook content-monetization earnings - last 28 days
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About $787 in a month from on-platform earnings alone — and notice how a single spike
day near the end of May did much of the lifting. That's the spike effectin one picture.

Facebook referral sessions to the website - last 30 days
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Afullmonth of Facebook referral traffic to the site — powered by three big
viral spikes (the arrows). Baseline pays the bills; spikes are the profit.



Facebook referral sessions to the website - last 90 days
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Zoom out and the patternis clear: arising baseline punctuated by ever-larger
spike days as the page matured. This is what "growing a page" actually looks like on a chart.

) The big picture: why Facebook, and why
traffic comes first

The model behind this entire guide is simple to state. A person builds a niche Facebook page,
grows it to a critical mass of real followers, posts content that resonates, and uses that page
to push a steady stream of visitors to a website they own — where the actual money gets
made through display ads, affiliate links, digital products, and an email list.

Thereason traffic-to-a-site sits at the center of the strategy is ownership. Awebsiteis an
asset that belongstoits owner. AFacebook pageisrentedland. If abusinessis built entirely
on Facebook paying out for content, and Facebook changes the rules orremoves the page,
everything disappears at once. But when the page mainly exists to send people to an owned
site, the page becoming unavailable is a setback rather than an extinction event — the site,
the adrevenue, the affiliate relationships, the product buyers, and the email list all survive.



It’s worth being fair here, because the landscape shifted recently. Facebook’s Content
Monetization program (whichrolledits olderin-stream ads, Reels ads, and performance
bonusesinto one) has become a genuine income stream — Meta reported paying creators
close to $3 billionin 2025, up about 35% year over year, and has added fast-track payouts
for creators with large followings on other platforms. So on-platform earnings are real and
worth taking if a page qualifies. The pointisn’t that content monetization is worthless; it’s that
it should be the bonus, not the foundation. Prioritize the channel you own.

There’s one more thing a beginner should internalize about how Facebook traffic behaves,
becauseit’s different from search or Pinterest. Pinterest traffic tends to arrive in a slow,
steady drip. Facebook builds a baseline too, but the real money on Facebook comes from
viral spikes — the occasional post that takes off and sends a flood of visitorsin a single day. A
page owneris, in areal sense, always fishing for those spike days. The steady baseline pays
the bills; the spikes are where the profit concentrates.

) step 1— Choosing a niche

Alot of beginners freeze here, agonizing over picking the “perfect” niche. The more
experienced view is much more relaxed: the large majority of niches work on Facebook. One
practitioner who has run this model across many pages estimates that roughly 80% of niches
are viable — the main exceptions being dry, low-emotion topics like legal services, B2B,
banking, or pure utility/calculator content. The niches that tend to fly are the ones with built-
inemotion or curiosity: pets and animals, human-interest stories, history and nostalgia, food
and cooking, travel, DIY and home, health and fitness, and quizzes.

The practical takeaway is that volume varies by niche, but very few niches are flat-out dead. A
lower-volume or “unusual” niche simply demands more content and more creative angles to
find whatlands. In my own case, the niche I'm growing didn’t look, on paper, like an obvious
Facebook niche — andit’s performing well anyway. The skill that matters more than niche
selectionis learning to spin a niche into the kinds of posts Facebook’s audience reacts to. If
the topicisn’t naturally viral, the answer is usually more volume and more unique angles, not a
different topic.

There’s one hardrule that the experienced voices all repeat, andit’s worth treating as non-
negotiable: the website’s niche and the page’s niche must match. A page that funnelsto a



site about a different subject will never convert cleanly. The page is the front door to the site;
they need to be the same house.

&) step 2 — Naming and structuring the page

Apage’s name does more work than most beginners realize. The single mostimportant
naming principle, drilled in by people who’ve named dozens of successful pages, is this:
name the page after an emotion or a shared identity, not after a personal brand.

Apersonal orclever brand name (“Jane’s Tidy Tips”) asks strangers to care about a person
they’ve never heard of. Anidentity-based name asks people to recognize themselves. The
strongest page names describe alarge group — potentially millions of people — who share a
feeling, alife stage, an age, a situation, or a self-image. When someone reads the name and
instantly thinks “that’s me,” they follow, they engage, and they share. That recognitionis the
engine.

This advice is specific to the viral-traffic model, and it’s worth knowing that mainstream “how
to name your page” articles often push the opposite (brand recall, keywords, SEO). For
building a page meant to go viral and funnel traffic, the identity-first approach wins. It pre-
qualifies the audience automatically: the right people feel spoken to, and the wrong people
scrollonby.

A structural note that becomesimportant later: think of each page as a doorway into one
emotional “room.” If, down the line, the goal is to serve a meaningfully different audience or
emotional state, that’s almost always areason to build a second page, not to pivot the first
one. Keeping a page tightly aligned to a single identity is a big part of what keepsits
engagement high.

) step 3 — Seeding the page to its first
10,000-15,000 followers

Here’s the part that quietly discourages most beginners and shouldn’t. Abrand-new page
with a few hundred or a few thousand followers will feel completely dead, and thatis normal.
Facebook only shows a given post to a small slice of apage’s existing followers —in 2026,



the realistic organic-reach figure sitsin the low single digits, somewhere around 1.6% to 6%
of followers per post, and median engagement on typicalimage and link postsis a fraction of
apercent. Sountilapage has areal base, even strong content canlook like it’s flopping.

That’s why the experienced operators all aim for a critical mass — roughly 10,000 to 15,000
followers — before leaning on organic reach to do the heavy lifting. Below that threshold,
there simply isn’t enough of a base for the algorithm to pick up an early-engagement signal
and start amplifying a post beyond the page’s followers.

The way thatinitial base gets builtis deliberate, and it’s where beginners most often go
wrong. The recommended approachis to buy the first several thousand followers through
Facebook’s own ad platform — specifically Page-Like / engagement ads — targeting high-
quality, niche-aligned followers in tier-one countries (US, UK, Canada, Australia, New
Zealand). Done well with strong creatives, publishers report acquiring tier-one page likes for
roughly one to two cents each. What a page owner must avoid is the temptation of cheap
bulk followers from third-party “followers for pennies” services. Those followers are often
inactive, irrelevant, or fake, and they drag down a page’s engagement rate — which the
algorithmreads as alow-quality page and responds to by throttling reach. It’s not a formally
documented “death penalty,” but the practical effectis real enough that every serious
operatorwarns against it: a page stuffed with junk followers can become one whose posts
reach almost no one.

The deep mechanics of running those ads (audiences, creatives, budgets, the pixel-to-
lookalike method) deserve their own dedicated walkthrough and aren’t the focus of this
overview. The principle to lockin at this stage is the shape of it: acquire areal, aligned, tier-
one base cheaply and patiently, then switch your energy to organic posting. Seeding well
usually takes a few weeks, and that’s fine.



) step 4 — The daily engine: post, watch, cut,
repeat

Thisis the heart of the whole operation, andit’s almost embarrassingly simple once a page
hasits base. The loop looks like this:

1. Publishregularly — areasonable starting cadence for this modelis six to eight posts a
day. (The publisher community runs hot; some of the biggest pages post a dozen or more
times daily. This is very different from general brand-marketing advice of roughly once a
day — high frequency is specific to the viral-traffic game.)

2. Watch what performs. A minority of posts will earnreal reach, engagement, and clicks.
Mostwon't.

3. Cut what doesn’t work and make more of what does.

4. Repeat, indefinitely. Overtime, a pattern emerges that is specific to that page and that
audience.

That last pointis the one most worth underlining, because it’'s where people stumble. The
winning patternis yours to discover, not something to import wholesale from another page.
Two pages in the exact same niche can have audiences that behave completely differently —
one loves short-formvideo, the otherignores it entirely, and both are perfectly fine. So the
jobistorunthe test-and-cutloop until the page reveals its own preferences, rather than
forcingitto match what worked forsomeone else.

A couple of mechanics quietly amplify this loop. Comments and shares are the strongest
distribution signals Facebook currently rewards — they’re what push a post beyond its
follower base and into virality. Replying to comments quickly, especially within the first hour,
tends to keep a post’s conversation alive and signals to the algorithm that it’s worth showing
tomore people. So posts that invite areply oratag are doing double duty.

Thisis also where Al earnsits keep. Al is a brainstorming and variation engine: when something
works — on this page orsomebody else’s — a page owner can ask an Al tool to generate ten
variations of it, or to translate a winning idea from an unrelated niche into this one. “Here’s a
post crushingitin a different niche; give me versions my audience would love.” The Aldoesn’t
decide what’s working — the data does — but it dramatically multiplies the ability to produce
more of what’s already winning.
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€D step 5 — Making content go viral

People want a formula for virality, and the honest answer is that the viral posts are all different.
What’s consistentisn’t atemplate —it’s a small set of triggers that, once a personlearns to
spot them, show up everywhere.

The two big ones are the curiosity gap and the emotional appeal. A curiosity-gap post
opens aloop the brain needs closed; the reader has to know what’s on the other side of the
click. An emotional postlands a feeling — nostalgia, warmth, recognition, “oh, that’s so true,”
validation, even mild outrage. Emotionis what drives the comments and shares that carry a
post outward.

The most useful method here costs nothing, andit’s something any beginner can start today:
scroll Facebook as a normal user and pay attention to what stops you. When a post makes
you want to click, react, ortag a friend, stop and interrogate it. Why did this stop my scroll?
Why do Iwant to click? What feeling did it give me? Where’s the curiosity gap or the
emotional hook? Once a person can name why a post worked on them, they canrebuild that
same mechanism for their own audience — that headline structure, that emotional angle, that
“something you didn’t know” framing. It's not copying the post; it’s extracting the lever and
pullingitinanew niche. (Thisis, again, exactly where Al variations shine.)

Step 6 — Researching other pages without
copying them

Competitors and big pages — in and out of a given niche — are a free research-and-
development department. The aimisinspiration and pattern-extraction, never plagiarism.

The practical process: look at another page’s posts and find the ones with disproportionate
comments, shares, and reactions. High engagement is the signal that a piece of content
struck anerve, so those are the ones worth understanding. Then ask what mechanismis
behind the winner — curiosity gap, emotional hook, a “did you know” format, arelatable
callout — and consider how to translate that structure into your own niche, often with Al
generating the variations. Then publish your version and let the test-and-cutloop be the
judge. Acompetitor's successis a hypothesis foryour page, not a guarantee; your audience
always casts the deciding vote.

1



Several tools make this faster. Some schedulers include competitor analysis built in; when
they don’t, many publishers use a Facebook posts scraper to pull acompetitor’'s top-
performing postsin bulk for study. There’s a directory of these in the appendix.

€5 Sstep 7 — Scaling to a second, third, or fifth
page

The trigger for expanding is straightforward: once a first page is reliably producing a
meaningful, repeatable amount of revenue, it makes sense to replicate the result. Proving the
systemworks onceis the greenlight to doit again. I hit that point myself recently, whichis
why I'm now building out my next two pages.

The smart way to expand is horizontally, into adjacent sub-niches of a niche already
understood — not by leaping into a completely unrelated world. If a first page serves one
slice of anaudience, the next pages serve neighboring slices: different emotional angles, life
stages, or sub-topics within the same broad space. This lets a person reuse hard-won
knowledge, cross-pollinate content between pages, and even use an established page’s
audience to help seed the new ones more cheaply. The big operators in this space run
anywhere from a handful to a couple dozen pages across several sites using exactly this
approach.

How many pages can one personrealistically handle? It comes down entirely to systems.
With a good scheduler — especially one that supports bulk or CSV upload — and a content
library that can be recycled and cross-posted, one person can feed several pages. Without
those systems, even a single page can feel like too much. The honest rule is to scale page
count to systems, not to ambition. A starved page is a dead page.

One caution when cross-posting between pages: don’t post the identical thing to multiple
pages at the same moment. Facebook’s authenticity signals don’t love it, and duplicated
content tends to underperform anyway. Stagger the timing, and lightly re-voice content so
eachpage keepsitsownaccent.

12



) Monetization: owned traffic vs. Facebook’s
content payouts

Thisis the strategic fork, and it’s worth being clear about the reasoning rather thanjust the
conclusion.

The priority in this guide is driving traffic to an owned website, not maximizing Facebook’s
on-platform content payouts. The logic is durability plus control. If Facebook removes a
page, orjust removes content monetization for a page, the owner of a site keeps everything
that matters — because the site iswhere the real money and the real relationship live. On an
owned site, a person canrun display ads (and on a premium ad network, at strong rates),
promote affiliate products, sell theirown digital products, and capture emails to remarket to
the same people again and again. None of that is fully possible on the page itself. The page
can’tberetargeted, can’t host products, and can’t build an email list the way a site can.

That said, the recent growth of Facebook’s Content Monetization program means on-
platformincome is now alegitimate second stream, not arounding error. The balanced
position: take content-monetization revenue as a welcome bonus where a page qualifies,
but build the foundation on the channel you own. Diversification, with the owned site as the
anchor.

) The money: RPMs, spikes, and realistic
expectations

It helps to put real numbers on this, with the honest caveat that one person’sresults —
especially someone on a premium ad network with an existing community — are a single data
point, not a promise.

Right now, in roughly month six, I'm earning somewhere in the range of $200 to $1,000 in
extrarevenue per month from one page. That’s the steady baseline. The exciting part, and
the thing the whole content strategy is built to manufacture, is the viral spike day. The best
single day so far sent around 15,000 sessions to the site and generated close to $100in
content-monetization on top of the site’s ad revenue, all from one post taking off.

13



The math behind why spikes matteris simple. Even at a modest $20 RPM (revenue per
thousand sessions), an extra 10,000 sessions on a spike day is roughly an extra $200 that
wouldn’t have existed otherwise. Stack a few spike daysinto a month and that’s the
difference between a nice sideincome and areal business. So the content strategy from
Sections 5 and 6 — the emotional, curiosity-driven, shareable posts — exists largely to create
the conditions for those spikes.

One genuinely pleasant surprise worth sharing: there have been stretches where my
Facebook display-ad RPM ran higher than my Pinterest RPM — Facebook around $70 while
Pinterest sat closerto $45-$50. That’s part of why | think Facebook is underrated as a traffic
source. It’s only fair to add the counterpoint, though: across the broader publisher world the
reverse is often true — major ad networks report that Pinterest’s more intentional, search-
drivenvisitors tend to spendlonger on a page and monetize better than Facebook’s quick
scrollers. So “Facebook can out-earn Pinterest” is real but situational; it depends on the site,
the niche, and the audience. Track RPM by source on your own site and let the data decide
where to push.

€ The biglist of Do's and Don'ts

Most of thisis woven through the guide, but hereitisin one place. If a single idea sits above all
the others, it’s a meta-rule: figure out what’s working, cut what isn’t, and do more of what
is. Over time, that loop reveals the pattern that’s true for your specific page. Aimost
everything below serves that.

14



® po

« Let the datadecide. A page’s own behavior beats any guru’s blanket advice, including
this guide’s.

» Match the page niche to the website niche. Always. They’re one house.
- Name pages after an emotion or shared identity, not a personal brand.

« Build areal follower base (=10-15k) before judging your content. Early “failure” is
usually just a tiny base.

» Seed with quality, tier-one, niche-aligned followers via Facebook’s ad platform.
» Post consistently and at volume (start around 6-8/day) and keep a schedule.

» Chase comments and shares — they’re what carry posts beyond your followers.

» Reply to comments fast, especially in the first hour.

» Study your own scroll. When a post stops you, ask why, then reuse the mechanism.
» Use Al as a variation engine forideas that are already proven to work.

» Keep each page tightly aligned to one identity/emotion.

 Putlinks in the first comment (or rely on the link preview) rather than stuffing raw URLs
into captions.

e Invest in a scheduler with bulk/CSV upload before scaling to more pages.
« Expand horizontally into adjacent sub-niches once page #1is a proven earner.
 Protect the account — two admins, scoped access for helpers, 2FA (see Section 12).

» Follow Facebook’s official best practices as a baseline habit.

15



€ pon't
» Don’t assume someone else’s winning formula will work for you. Two audiencesin the
same niche can behave completely differently. Find what works for your page.

« Don’t buy cheap bulk followers. It's the fastest way to suffocate a page’sreach.

» Don’t build the whole business on Facebook’s content payouts. That's rented land.
Anchor on the owned site.

« Don’t post off-niche content to an aligned audience. It reliably flops, evenif it went viral
elsewhere. If you want that angle, make a new page forit.

» Don’t keep doing something that clearly isn’t working just because it “should.”

- Don’t expect arigid virality template. Chase the triggers (curiosity, emotion), not a fixed
recipe.

« Don’t copy competitors’ content. Extract the mechanism and rebuilditinyourown
voice.

« Don’t post the identical thing to multiple pages at the same moment. Staggerandre-
voice.

» Don’t spin up more pages than your systems can feed. A starved page dies.

« Don’trisk a working asset to save alittle time or squeeze alittle extrareach. The
downside (aban) dwarfs the upside.

« Don’tjudge the business by an average day. Judge it by the shape of the month, spikes
included.

« Don’t treat any income numbers — including mine — as typical. Your network, niche,
and site quality all move the result.

) staying safe: Facebook’s rules and
protecting the account

This deservesits own sectionbecause it’s the difference between a business and a disaster.
The worst outcome isn’t a slow month — it’s building something that genuinely works and
thenlosingit because of an avoidable mistake.
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The core habitis simple: learn Facebook’s official best practices and stay well inside the lines.
Don’t get cute with gray-area tactics. The platform rewards consistency and authenticity and
punishes anything that looks spammy or manipulative. The operators who've done this for
years all say the same thing — they’ve largely avoided painful bans by simply respecting the
rules from day one.

Afew protective measures worth setting up early:

» Keep at least two admins on every page. If a single-admin personal account gets
compromised, recovering the page can be nearly impossible.

« Give any VA or helper scoped, task-based access (content and scheduling), never full
admin or billing control. Use Meta Business Suite / Business Manager to manageroles.

« Turn on two-factor authentication for every account that touches the page.

« Don’t do anything that reads as spammy — like blastingidentical posts across pages
simultaneously, orjamming links where they don’t belong.

» Keep the destination site high-quality and compliant. Facebook does evaluate where a
page sends people, and alow-quality site can hurt referral reach.

) The first 90 days, step by step

Abeginner-friendly sequence that ties the whole thing together.

Weeks 1-4 — Set up and seed. Confirm the niche and a matching website. Choose an
identity- oremotion-based page name. Set the page up properly and add a second admin.
Beginseeding areal, aligned, tier-one follower base, aiming toward 10-15k, with quality over
quantity. In spare moments, study five to ten pages (in and out of the niche) and start a swipe
file noting why theirtop posts worked.

Weeks 5-8 — Post and test. As the page approaches critical mass, start publishing six to
eight times a day. Run the loop: cut the losers, amplify the winners, and use Al to spin
variations of anything that lands. Begin building link posts that send people to the site (link in
the first comment). Check analytics weekly and learn the audience’s format preferences.

Weeks 9-12 — Find the pattern and systematize. By now a pattern specific to the page
should be emerging — lean all the way into it. Put a schedulerin place (bulk upload changes
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everything) so posting stops being manual. Start watching for spike days and reverse-
engineerwhat caused them. If revenue is becoming real and repeatable, begin planning
page #2inanadjacent sub-niche.

€3 Wworking with a VA or an Al assistant

This guide is meant to be operational, not just inspirational.

ForaVA: the most delegable pieces are daily posting and scheduling, sourcing and lightly
adapting content, basic competitorresearch (pulling top posts to study), and reporting
weekly on what performed. Keep strategy, ad spend, and account ownership with the owner.
Give the VA scoped access only, and walk them through Sections 5, 6, and 7 as their core job
description. The test-and-cut loop is exactly the kind of repeatable process a VA canrun
onceit’sbeendemonstrated a few times.

For an Al assistant (ChatGPT, Claude, etc.): pasterelevant sectionsin and put the Al to work
as a brainstorming partner. Good prompts: “Here’s a post that went viral in [other niche] —

LT

give me tenversions for an audience of [my identity-based niche].” “Here are my five best-
performing posts this month — what patterns do you see, and what should | make more of ?”
“Rewrite this winning headline five ways using the same curiosity gap.” The Alis the variation

engine; the page’s datais the judge.

) Appendix: Further reading, tools &
schedulers

A neutral, descriptive directory for going deeper. No affiliations — just genuinely useful
starting points worth searching out. (As always: practitioners who teach this also sell tools
and courses, and theirincome claims are self-reported, so weigh them with appropriate
skepticism.)

Free resources and people who teach Facebook page growth

« Strevio (strevio.com) — co-founded by Hasib Alic. Publishes a free “Challenge” series
documenting growing a niche site to large monthly revenue via Facebook traffic, plus a

18



newsletterand an active Xaccount (@HasibStrevio). Good for seeing the traffic-to-site
modelendtoend.

« Publisher in a Box (publisherinabox.com) — a business that manages large Facebook
pages for publishers and writes extensively about it. Strong free Learning Center,
including an account-setup best-practices article and detailed page-growth threads,
plus a newsletter. Especially good on the operational/setup side.

» HikeYourLikes (hikeyourlikes.com) — run by Andy Skraga. Offers a free “How To Make
Money On Facebook” PDF and runs a free community on X. One of several practitioner
resources; worthreading alongside the others.

 Fat Stacks Blog (fatstacksblog.com) — Jon Dykstra, along-running niche-site publisher
who writes candidly about ad RPMs and traffic sources, including Facebook. Useful for
the monetization/RPM perspective.

 Niche Pursuits (nichepursuits.com) — publishes free case studies and interviews with
Facebook-traffic practitioners; a good neutral place to vet creators before buying
anything.

« Stupid Simple SEO (stupidsimpleseo.co) — Mike Futia. A paid blogging community with
in-depth Facebook-traffic training, but it also offers a free blogging bootcamp /
masterclass video training and opens enrollment only a couple of times ayear.

Paid courses, products, and communities (a broad set)

These tend to confirm and systematize what’s freely available rather thanreveal secret tricks,
whichis exactly why doing the free reading first makes the paid material click faster. Look for
realreviews and, ideally, alower-cost trial or all-access window before committing to an
expensive standalone course.

» HikeYourLikes — a “Facebook Traffic” course (organic traffic to an owned site) and a
“Facebook Monetization” course (on-platform content monetization and Al bulk content),
each with a private mastermind community.

« Introverted Entrepreneur (introverted-entrepreneur.com) — a course focused on
acquiring followers very cheaply (around a cent each), plus an “all-access pass” that
bundles their products at alower monthly cost.
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» Stupid Simple SEO — paid blogging membership that includes a Facebook-traffic
module alongside SEQO training.

« Publisher in a Box — paid consulting and turnkey page-management programs.

« Niche Site Lady (nichesitelady.com) — a publisher who pivoted from SEO to Facebook/
email and built her own automation toolkit; sells a paid Al content/automation product.

Schedulers and automation tools

Posting six-plus times a day across one or more pages by hand isn’t sustainable. The thing
that makes multi-page operation feasible is a scheduler, ideally one with bulk or CSV upload
so aweek canbe planned at once. (Note: third-party auto-posting works for Pages, not
Groups, since Facebook’s 2024 Groups APl change.)

« Strevio (strevio.com) — built specifically for publishers driving Facebook-to-website
traffic; scheduling plus analytics plus competitor “Intelligence.” Handles link-in-comment
and text-background post styles.

e Metricool (metricool.com) — scheduling with strong analytics and competitor tracking;
supports CSV/Drive bulk upload and best-time heatmaps; generous free tier.

e Publer (publer.com) — bulk CSV scheduling (hundreds of posts at once), recycling,
workspaces, watermarking; free and paid tiers.

« Post Planner (postplanner.com) — scheduling, curation, content recycling, bulk
scheduling.

» Hootsuite (hootsuite.com) — enterprise-grade scheduling with a Bulk Composer.

« SocialPilot (socialpilot.co) — agency-oriented, large CSV bulk scheduling, white-label
options.

o FS Poster (fs-poster.com) — a WordPress auto-poster/scheduler plugin across many
networks, with queues, evergreenresharing, and analytics.

« Buffer (buffer.com) — simple queue-based scheduler (note that bulk/CSV has been
deprioritized).

* n8n (n8n.io) — open-source workflow automation; community templates can auto-
generate and post to Facebook pages. Powerful but technical.
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e niche.sh — an Al content/automation toolkit aimed at niche-site owners (built by the
person behind Niche Site Lady).

» Also commonly used: SocialBee, Sendible, Sprout Social, Later, Loomly, Vista Social,
and Facebook’s own free Meta Business Suite (native scheduling, roughly a 30-day
horizon, no CSVimport).

Competitor-analysis tools and methods

» Apify Facebook Posts Scraper (apify.com/apify/facebook-posts-scraper) — pulls
public posts, media, reactions, shares, comments, and metadatain bulk fortrend and
competitoranalysis, with CSV/JSON export. Apify has several related actors for pages,
groups, and search.

« Strevio Intelligence — built-in competitor post analysis (top post types, titles, images).
» Meta Business Suite — native “Businesses to Watch” / page benchmarking, free.

» Metricool and Agorapulse — competitor tracking inside their analytics suites.

» The manual method — sort a competitor’s feed by top engagement (comments, shares,

reactions), identify the recurring mechanism, and rebuild it for your own niche with Al-
assisted variations. Never copy; extract.

Thisis meant to be a living document. As a page reveals its own patterns, add those hard-
won lessons here. The fundamentals will hold; the specifics will be whatever the audience
teaches.
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