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SUMMARY 

Key findings 

• Organic reach has declined for the majority of survey respondents 
(58%). This means that their Facebook Posts are reaching fewer people. 

• This downward trend isn’t seen across the board. Some organisations 
have seen their organic reach increase. 

• The organisations that post updates more regularly were more likely to 
report that organic reach has either increased or stayed the same. 

• The position regarding web traffic referred from Facebook to an 
organisation's website is more mixed. 

• Despite the drop in effectiveness, 79% of respondents plan to either 
carry on posting updates on their Facebook Page as normal or spend 
more time on it. 

• Only 10% indicated they would post to their Facebook Page less often. 

• 52% of respondents intend to use Promoted Posts to help their 
updates reach a wider audience, with a further 19% open to 
experimenting. 

NB: The survey asked organisations to provide information relating to the 
past six months of activity. 

!
!
!
Methodology 

The survey was carried out using a simple Google Form, with responses 
collected over the course of two weeks in June 2014. 

The survey asked the following multiple choice questions: 

1. How often is your organisation's Facebook page updated? 

2. Have you noticed the ORGANIC reach of your Facebook posts 
decreasing over the past year? 

3. Have you seen traffic FROM Facebook TO your main website decrease 
over the past year? 

4. What are your plans for your Facebook Page? 

5. What’s your attitude/approach to Promoted Posts?  

!
Download and share this report 

You’re welcome to pass this report on to others. Either forward a copy or 
send people to http://bit.ly/FBartsreport where they can download it for 
themselves. Thanks! 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Background 

For some time now, Facebook have been changing the way that content is 
displayed in a user’s News Feed. Content may take the form of updates 
from the user’s friends, updates from Pages they have liked, or adverts. 

It is generally felt that Facebook Page owners have borne the brunt of 
these changes. Facebook made a statement on the issue at the end of 
2013 , explaining that:  1

“People are connecting and sharing more than ever. On a given day, 
when someone visits News Feed, there are an average of 1,500 
possible stories we can show. 

As a result, competition for each News Feed story is increasing. 
Because the content in News Feed is always changing, and we’re 
seeing more people sharing more content, Pages will likely see 
changes in distribution. For many Pages, this includes a decline in 
organic reach. We expect this trend to continue as the competition 
for each story remains strong and we focus on quality.” 

The statement went on to recommend that Page owners use a 
combination of engaging posts and paid advertising to promote their 
messages more broadly. 

This has lead to some consternation among arts and culture organisations. 
If fewer people are reading their updates then are they worth posting? 

Should they pay Facebook to push their updates into more News Feeds 
via the Promoted Posts feature? Can nonprofit organisations afford to do 
that? Is it worth continuing with Facebook at all? 

That last question was the one that Eve Nicol, Digital Associate at National 
Theatre Scotland, was moved to ask her followers on Twitter.  2

!  

I offered to conduct a survey as a way to dig into the issue, the result of 
which is the document you are reading right now. 

Forty-eight organisations completed the survey. They were mostly from 
the UK but with some from the USA, Canada and the Netherlands. The 
respondents are as diverse as the sector itself, from the very large to the 
very small, with theatres, ballet companies, museums, orchestras and 
more. A full list of the respondents is provided later on in the report.  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My take on the situation 

• Marketers had a good thing going for a while. Facebook provided a free 
platform to talk to (or, more frequently, push messages at) audiences. 

• Whether you believe the official explanation (I do, for what it’s worth) or 
whether you think Facebook are just trying to squeeze out more 
advertising money, restricting the News Feed makes sense from their 
point of view. 

• Social networking platforms like Facebook are still growing up and will 
continue to change and adapt. Marketers will need to do likewise. 

It’s not all bad though, and it’s important to remember that Facebook still 
offers excellent opportunities to marketers: 

• It’s still a quick and simple to way to reach an audience (albeit a 
diminished one) for free.   

• Facebook has always been at it’s most powerful when audiences share 
content with their friends independently. Smart organisations will 
continue to give their audiences content worth sharing (and a little 
encouragement never hurts). 

• Facebook's paid advertising platform can be a very targeted and 
effective tool, especially for reaching new audiences - the people that 
don’t already know and love the work that you do. Chances are you can 
already reach your existing audiences through other channels anyway. 

As with everything else, people should experiment, test and make their 
own informed decisions about what to do. There’s no one-size-fits-all 
solution but the tools are out there to help. 

Thanks for downloading and reading this and, if you think it would be 
useful to others then please do share it with them. 

Chris Unitt 
One Further !
PS: I might do more reports like this if people would find it useful. To be 
the first to hear about those (and to be consulted on topics) sign up to the 
One Further mailing list at http://bit.ly/OFnews. !
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HOW OFTEN DO YOU UPDATE YOUR 
FACEBOOK PAGE? 

• 50% of respondent organisations update their Facebook Page 
daily. 

• In total, 77% of organisations post multiple times per week.  

As well as providing some context for the other findings in the 
survey, the answers to this question show that the respondents 
were updating their Facebook Pages on a very regular basis.  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HAS THE ORGANIC REACH OF YOUR 
POSTS FALLEN? 

• 58% of respondents say that their Facebook updates are 
reaching fewer people. 

• 25% report that the organic reach of their Facebook Page 
updates has increased. 

• Organisations that post updates more regularly are more likely 
to report that organic reach has either increased or stayed the 
same. 

!
!
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HAVE REFERRALS FROM FACEBOOK 
TO YOUR WEBSITE FALLEN? 

• 31% of respondents reported less traffic from Facebook to their 
website. 

• 27% said that Facebook was sending more traffic. 

• 19% reported no noticeable change. 

There was no correlation between an organisation’s organic reach 
and traffic from Facebook to their website. That is, organisations 
reporting an increase in organic reach were no more likely to report 
increased traffic from Facebook. 

It’s possible that changes to the News Feed will have made little 
difference here. Not all organisations share links to their websites 
regularly, preferring to engage with the community on Facebook. 

At the same time, it’s very likely that Facebook referrals are being 
driven by users sharing links to the organisation’s web content to 
their own News Feeds. 

It’s interesting that a much larger percentage of respondents were 
unable to answer this question compared to others. The question included 
instructions for finding this out but it may be that it was either a) too much 
hassle, or b) the respondents were nonetheless unable to access the 
information. 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WHAT ARE YOUR PLANS FOR YOUR 
FACEBOOK PAGE? 

• 79% of respondents plan to either carry on posting updates on 
their Facebook Page as normal or spend more time on it. 

• Only 10% indicated they would post to their Facebook Page less 
often 

This shows that, despite the dip in effectiveness, Facebook is still 
seen as a worthwhile channel for communication by the vast 
majority of organisations. 

The organisations planning to spend more time on the platform 
include an even spread of those that have seen organic reach rise 
and those that have seen it dip.  

!
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WHAT IS YOUR ATTITUDE OR 
APPROACH TO PROMOTED 
POSTS? 

Promoted Posts are a form of advertising that allow Facebook 
Page owners to pay for their updates to be shown to a greater 
number of people. 

• 40% of organisations will use Promoted Posts in specific 
circumstances but not as a matter of course. 

• A total of 52% of organisations intend to use Promoted Posts. 

• 25% of respondents have no interest in ever using Promoted 
Posts for whatever reason. 

These findings seem to suggest that Facebook advertising has 
found a market, if a somewhat cautious one, amongst arts and 
culture marketers. More than half of respondents intend to use 
them with another 19% open to experimenting. 

It’s interesting that only two organisations have tried them and 
won’t be using them again.  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ADDITIONAL INSIGHTS FROM 
RESPONDENTS 

The survey ended with an open text field that encouraged respondents 
to provide any further information that they thought was appropriate. 
Many of the contributions were very insightful and included useful 
context to the survey so they have been reproduced here. 

!
“My gut feeling is that it lies somewhere in the content - that good content 
is the only way through. Promoted posts don't feel right, because our 
experiments simply seem to gather clicks and comments from people 
whose names indicate they bear no resemblance to our usual audience. 
And that in turn means that Facebook pushes your account's posts down 
because they deem your interactions to be bogus. Vicious circle there!  

So until such a time that it becomes completely untenable, we will 
continue to only go after the organic interactions with a combination of 
types of posts (image, text, video etc) and interesting stuff that people 
WANT to read. More reading, more like = more visibility in the news feed." 

!
“Lack of budgeting for social media advertising restricts opportunity to 
promote posts.” 

!

“We're actually in the process of switching over to a new company FB 
page, as we got locked into a competition-based page that FB wouldn't let 
us remove. So our experience is based on our previous page - which we'd 
basically given up on. We now plan to tie-it in more with our other comms, 
with a more curated approach.” 

!
“For the past three years we've maintained a casual, conversational tone 
with our Facebook audience that stretches across the globe.  

I would like to see our page run by our Marketing department, running 
only on promoted posts with an assigned budget, taking advantage of the 
segmenting Facebook allows in the same way we alter our emails by 
location. 

With the developments Facebook has been making it no longer feels a 
good company fit for our playful and provocative identity.” 

!
“It seems like the feedback we get from visitors is that they want to use 
Facebook to keep them updated as to what events and programs are 
happening, along with other news, but it is the events and programs that 
we post that the algorithm seems to weed out most aggressively. “ 

!
“There is a definite discrepancy between FB's reported views and actual 
hits - is this something other people are reporting too?” 

!
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“I don't use the page much. I don't get much interaction from it when I do. 
My twitter network is much richer. 

I also have a Facebook 'person' account that was established before they 
invented pages, which has more 'friends' than the page. So the audience is 
a bit split. 

But in general, I think my network is more active and I think useful on 
Twitter.” 

!
“Our answers above are in the context of a very recent, concerted effort to 
reinvigorate our Facebook presence, in order to finally ascertain what 
value it gives us as an organisation that connects children, young people 
and schools with the best of arts and culture in London. So our upward 
trend might be skewed due to us just spending more time on it (note: prior 
to the past month, our answers will have reflected a downward trend in 
organic reach, as we were losing the faith and spending less time and 
energy in getting it right with our audiences.)  

We are a niche organisation, we are not a venue and are not about selling 
tickets to punters. Our numbers on Facebook reflects this, as we are trying 
to use it to connect up communities around ideas, rather than flogging our 
wares as such (although obviously the odd bit of self-promotion is 
inevitable). 

We have recently refocused our Facebook page away from A New 
Direction (AND) as an organisation, giving emphasis over to our community 
(young people in London) as a way of passing on ownership and testing 

whether this improves engagement. We are testing the notion that 'young 
people are deserting Facebook' in favour of other platforms. In fact, we 
have seen a sharp increase in engagement over the past month due to 
this 'relaunch', with minimal paid for promotion bumping our followers 
from 440 (achieved over 3 years) to 1,400 in a month with minimal spend. 
We have found that organic reach increases naturally alongside paid-for / 
promoted activity.” 

!
“Our traffic from Facebook to our main website has increased since we 
started promoting our posts. In the last two years our traffic from Facebook 
has increased by over 500% but this is primarily from our promoted posts.” 

!
“Increasingly I think we use FB as a low-cost advertising option - which we 
can use effectively to target very specific audiences.” 

!
“Promoted posts proved to be highly effective for us.” 

!
“The kind of ads that Facebook pushes at me as an individual are woefully 
incorrect / not my demographic; it doesn't fill me with confidence for it as 
an advertising platform. “ 

!
“I do have occasional doubts about whether amount of time spent using is 
reaching enough or right people.” 
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!
“Some of Facebook's Insights have definitely shifted over the past year or 
so - and reporting is never quite consistent with what you think it will be. 
There's been several posts within the past year that have gone completely 
'viral' and I've been surprised by the Likes, comments and shares. I also 
think that there's a certain 'knack' to creating Facebook posts that will be 
engaging.” 

!
“These days we only tend to use FB to share photos of a show, blogposts 
or ticket links. We've never really found it to work conversationally (like 
Twitter does) but I'm also (individually) a fairly apathetic FB user and it is 
mostly my responsibility - although I've passed authoring responsibility for 
it with the other two company members (who are far more active on FB 
individually than I am) they aren't posting masses either.” 

!
“We first experimented with paid Facebook ads last year for 2 distinct 
strands to the Lumiere light festival - an open call for donations of plastic 
bags (we needed 3,000) and for tickets to our conference.  They proved 
really successful for our plastic bag campaign but less for the conference, 
perhaps a reflection of the ways people use Facebook (less for 
professional purposes).” 

!
“Currently trying to decide whether we should move forward with greater 
integration / Facebook App.” 

!
“We've found it to be very effective and increasing engagement in posts 
and in increasing the number of likes for our page.” 

!
“It seems that now unless you pay to boost a post your reach is very 
limited. 

It's annoying that unless someone has engaged with you in the past three 
months an organisations posts do not appear in the person who has like 
the pages feed.  Effectively this means that you disappear from their 
minds.” 

!
“I'm just starting to take over these accounts so some of this information is 
news to me as well. I suspect that our reach is actually staying the same 
relative to the number of likes we have, but the graphs and numbers are 
going up. This may be down to using Facebook better too - tagging 
people, adding photos, etc. 

Promoted posts don't feel like they help tickets sales but they do highlight 
our work, and the small experiments we've done with promoted posts 
seem to work much better with videos, photos and other posts saying 
what we have done rather than inviting fans to come to a concert. So it 
feels like we should continue nurturing the fans within Facebook to build 
awareness of what we do and not expect them to click through to our site 
with every (or any!) post.” 
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!
“We have had a Facebook page for less than a year so can't see trends 
clearly.  As a programme that's about engaging new people with the arts, 
we have found. Facebook reaches a different demographic from other 
social media sites and is popular with small voluntary and community 
organisations so it is useful for is in terms of reach.” 

!
“For me, I now use my market FB page more as a sort of scrapbook to 
remind me what happened when - i don't think it is really very useful in 
expanding the reach of the market. In all honesty, FB kind of pisses me off 
most of the time!” 

!
“We have only been using it for a year but don't have as many followers as 
on Twitter running same time.” 

!
“Facebook works well for participants of our classes who are late 30s to 
70s (and our work with people aged 55+ is growing) and for sharing info 
with and from other pages. Personally I kind of loathe it these days but it 
does work for some specific projects. It's the easiest social for media for 
everyone within the organisation to use if they want to, and for them to see 
clear and measurable data.” 

!

“I would rather pay for Google PPC than Facebook: we maintain a 
presence because it is pretty much expected, but without spending a 
disproportionate amount there we will not get anything close to decent 
traction, so we are maintaining our presence but not spending any extra.” 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SURVEY RESPONDENTS !
!
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A New Direction Compton Verney London Symphony Orchestra Stoke-on-Trent City Council (Culture 
Team)

Aldeburgh Music Culture24 mac Birmingham Talking Birds

Artichoke Trust Dancefest National Theatre of Scotland The Burlington Magazine

Artsadmin De La Warr Pavilion Newhampton Arts Centre The Marlowe Theatre

Berkshire Museum Faber & Faber Ontario Arts Foundation The Other Way Works

Birmingham Royal Ballet Fuel Radio Arts The Stirling Smith Art Gallery and 
Museum

Bocs Hereford College of Arts Royal Central School of Speech and 
Drama

Theater Ins Blau

Bramall Music Building (University of 
Birmingham)

Horniman Museum and Gardens Royal Opera House Theatre Bench

Britten Sinfonia Ideas Test Shakespeare's Globe Vivid Projects

Chorlton Art Market Kenwood House Showcase Wellcome Collection

City of London Sinfonia Kodime (Student Pulse) Sound and Music Wigmore Hall

Cloud Dance Festival London Calling Arts Ltd Spitalfields Music Worcester Historical Museum



THANKS 

Firstly, a huge thank you to the survey respondents listed above for taking 
the time to contribute, especially those who left thoughtful and insightful 
comments. 

An equally huge thank you goes to all the people who helped to get the 
spread the word about the survey. I kept an eye out for people who did 
that publicly and have put together a Twitter list of those people here and 
strongly recommend you go and follow all of them (and if I missed anyone 
then please accept my apologies): https://twitter.com/OneFurther/lists/
of-facebook-survey 

Thanks also to Eve Nicol for providing the spark for this and to all the 
posters on this thread: http://culturaldigital.com/t/facebook-advertising/ 
for sharing their experiences and keeping the subject in view. 

Finally, thank you very much for downloading and reading this report. 
Please share it far and wide, or just with anyone you think may find it 
interesting. 

Licence 

This work is licensed under the Creative Commons Attribution-ShareAlike 
4.0 International License. To view a copy of this license, visit http://
creativecommons.org/licenses/by-sa/4.0/. 
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ABOUT ONE FURTHER 

One Further is a digital consultancy based in London that works with arts 
and culture organisations. 

Our main areas of expertise include digital content strategy, web analytics, 
search engine optimisation and social media. We’re very passionate about 
the arts and most enjoy applying our knowledge to help organisations in 
the cultural sector to thrive. 

We’re fortunate to work for forward-thinking clients such as the 
Southbank Centre, English National Opera, Rambert, Fuel and Britten 
Sinfonia. 

Get in contact 

Chris Unitt is the person to talk to and you’re very welcome to get in touch: 

• Email: chris@onefurther.com 

• Website: onefurther.com 

• Twitter: @OneFurther and/or @ChrisUnitt.
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