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Facebook Key Features 

- Personal Accounts – a personal page is a prerequisite for engaging on the platform. You have 
control over what is shared publicly on your account, but do not need to share personal content 
to use the professional tools (e.g., pages). 

- Pages – vary from organizations, personalities, to brands.  
- Groups – vary from public to hidden (invite-only) and allow for more intimate discussion 

typically. 
- Stories – A way to share some vertical (9:16) video or photo for up to 24 hours. 

 
Types of Posts 

1. Video - Prioritized by the platform over static posts by as much as 5 times currently, with over 
85% of videos being viewed with ‘no sound.’ (Think watching on the toilet or at the desk). This 
can be as simple as a steadily held cell-phone video, or a professionally edited video. The key is 
to engage and connect quickly (i.e., hook them within 3-5 seconds) and deliver value.  

2. Static Posts - written text with or without photos that should be a genuine and authentic update 
or statement that shows just how passionate and how much thought you put into the share. 

 
What to Expect  

1. Sharing valuable and compelling information has to be your priority. Simply posting a job ad and 
expecting to hire talent isn’t how this works, you have to build your tribe and deliver value first. 

2. As your tribe goes, you will need to begin ad spend, which allows you to selectively choose who 
sees your video or static post (e.g., people who like my page, behavior analysts in [geographical 
region]). 

3. Facebook groups and pages can be a great way to get a sense of the “ABA landscape” on 
Facebook. Below are some of my favorite groups and pages to check out, remember each is a 
different “room” and thus a different context.  

 
Where to Engage  

- ABA Therapy Billing and Insurance Help 
- Students of Applied Behavior Analysis 
- Confessions of a Behavior Analyst 
- StudyNotesABA 
- ABA Skill Share 
- #dobetter Professional Development 

Movement 

- Animal Training Academy – Engage 
- ACT for ABA Practitioners 
- OBM/Management Skill Share 
- ABA Business Builders 
- BehaviorMan, BehaviorBabe, BSci21 
 

- PEAK Relational Training System Official Forum 
- Uncomfortable BCBA 

 

Note: there are over 100 different groups I’m aware of and 
1000+ pages. Each of these are great at one or many 
aspects of Facebook, such as: building community, building 
an honest place to share, providing valuable resources, or 
showing how to leverage a private group for your business.   
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Examples of What I Create 
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1 – CREATE: A book review in video format. This 
esoteric topic doesn’t lead to immediate reward, 
but it can build bridges to new people (e.g., 
Kantorians) and open doors to the complexity of 
behaviorism for those not yet aware. 
 
2 – CURATE: Gathering all behaviorally-oriented 
TEDx talks in one place so people don’t have to 
search hard. Takes focus off of my business and 
helps provide a sense of community and lifting 
each other up.  
 
3 – COMMUNITY: A closed Facebook poll gaining 
feedback from supporters prior to allocating 
resources to something new. 
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Things to Consider Avoiding: 

1. You’ll vibe attracts your tribe! Your behavior will model the tone and acceptable types of 
discourse on your social media channels. Engaging in immature, controversial, or disruptive 
behavior is likely to only bring more attention and similar tone.  
 

2. Be aware of where your link is coming from. I upload all of my Daily BA episodes to Facebook 
organically (not linking to YouTube), as this is going to get me far more reach than if I had 
linked to my YouTube link. Why? YouTube and Facebook compete against each other. You’ll 
reach a lot more people and your message goes further by directly uploading content and 
posting as opposed to linking to other platforms. 
 

3. Don’t half-ass things. It will not perform well. Going that extra mile is going to put you in a 
better position to have your content received and engaged with.  

 
 
Things to Consider Doing: 

1. Almost every single post needs to share something valuable. Find your ratio of providing 
value vs. asking for something and recognize that your audience is going to dictate this. It’s 
ongoing and dynamic. 

 
2. The more niche your content, the better it’s going to perform. If people aren’t sure what you 

offer, what to expect, or what they can gain from following you and that isn’t communicated 
directly or indirectly through your brand then you’re likely to miss an opportunity to capture 
and keep their attention over time. 

 
3. Pick your tone, your purpose, and stick to it. The more authentic it is, the better it’s likely to 

be received.  
 
4. Consistency is rewarded on almost any platform. This doesn’t have to be daily, but search for 

a schedule that fits your resources and your audience’s media consumption habits. 
 

5. People have individualized media consumption habits that can be aggregated to better align 
your content type and posting times. Data are available to inform the best times to post, as 
well as help you refine your content by analyzing what is performing well and who is 
engaging with it. 
 

6. Data are available for every platform, schedule a review of the data weekly and monthly for 
improvements.  
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Who’s on the Platform? 

 


