
1

An  
Introduction  
to Facebook 

TimelineAs of March 2012



2

Facebook launches 
Timeline for brand pages 
Facebook recently announced the launch of the 
expected new Timeline style for brand pages. All 
brand pages will be automatically migrated to the 
Timeline style on 30th March. However, as with 
personal profiles, there is an option to migrate  
as soon as you are ready. 
Facebook’s changes for brands fall under two areas: 

1. Timelines: 

 a) A new accessible branded look and feel 
 b) Access to pages through mobile
 c) Private messaging capability to communicate with fans (fan initiated)

2. New paid for opportunities to reach audiences: with greater focus on 
 amplifying stories and content from the page across Facebook.
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Quick overview of key 
Timeline features 

Branded cover photo  
(851 X 315) and profile image 
(125 X125) to showcase your 
product or service.

Cover images must be at least 399 
pixels wide and may not contain: 
• Price or purchase information, such  
  as “40% off” or “Download  it at our        
  website”
• Contact information, such as web  
  address, email, mailing address or  
  other information intended for your  
  Page’s About section
• References to user interface  
  elements, such as Like or Share, or  
  any other Facebook site features 
• Calls to action, such as “Get it now”  
  or  “Tell your friends”

‘Tabs’ and applications appear 
under the cover photo as 
thumbnails (four available to 
display at a time).

Pinned posts: Brands 
will be able to highlight 
a key post that will stay 
featured at top of page 
for 7 days or until you 
make a new pin.

3



4

How might this impact my page and what must I do?

Essentially, it is a visual change to how your content is collated and portrayed to users. 
Although it isn’t likely to hugely impact the day-to-day management of the page, it will open 
up new tools for you to use. Timeline for brands also makes brand pages available to mobile 
users (from approximately 30th March). 

The new tools include: 

A new cover image:
This new cover image and profile picture should now be used as a welcome image and tab. As 
you can no longer choose a different default tab for this, all users will land on this page. As such, 
make this image visually arresting, completely on brand, and have some fun with it! Take a look at 
Captain Morgan’s innovative use of the space (http://www.facebook.com/CaptainMorganUSA).

Profile picture:
This space has dramatically shrunk and, with the main header image taking dominance, we 
recommend that you have your brand logo in this space. However, this is still the image that 
will show up next to posts on people’s news feeds so consider this when creating it.  

Organising your 0ff-Timeline content:
All of your tabs listed on your left hand menu will now feature underneath the main header 
image within boxes. You have the choice of highlighting two alongside the photos and 
the Like counter box (which are mandatory). The rest will be hidden and revealed through 
expanding the section. 

Pinned posts:
You will now have the ability to pin one key post to the top of your page. This post will 
be available until you make a new pin or after 7 days if not replaced, it will revert back to 
its Timeline place. This will make it much easier to highlight important message(s) or key 
campaigns especially as the new style will not allow for a default landing page.

Some early examples:  
 
Fanta are using the pinned post feature to communicate their ‘lost in time’ activity. 
It’s a clever initiative that invites fans to find lost characters locked in their timeline. 
(https://www.facebook.com/fanta)

http://www.facebook.com/CaptainMorganUSA
https://www.facebook.com/fanta
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New story types: 
You can now choose to post offers as a new form of status update. These offer updates can 
then be advertised throughout the network and in feeds.   

Private messaging: 
Unless you disable this new feature, fans will be able to contact you via private message. Up 
until now this has not been possible. What this means is that users on your brand page can 
send a private message to the community manager like an email. Please note that this feature 
is only enabled one way and does not allow for you to contact the user unless contacted first. 
It is also, according to Facebook promotion guidelines, prohibited to use this functionality to 
administer competitions or promotions.  

We think this will be a nice user feature that, used in the right way, could take many customer 
queries off of the wall and from public view. We would recommend trialing this functionality 
as soon as possible in terms of volume and use. 

Note that you can turn this off for all users if it isn’t something you wish to use. You cannot 
however turn it off for only a few selected people. 

Milestones:
Timeline functionality allows brands to tell their story in an engaging and visually compelling 
way. These are great features available to communicate a rich heritage or the history of a 
brand. Examples from early brand adopters include:  

   
Great example of a page that leverages Timeline’s  
visual elements to honour its rich history.  
(http://www.facebook.com/manchesterunited)

NY Times are using the Milestones and Timeline features 
to bring archives to life. (http://www.facebook.com/nytimes)

These posts go across your Timeline with large images and break up content in a stunning 
way. You can also choose to make a Milestone by simply clicking a star on existing posts.  

http://www.facebook.com/manchesterunited
http://www.facebook.com/nytimes
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What should we do next with Timeline?

We recommend you follow these 6 initial steps to getting your page up to speed:

1. Create the cover image and new profile picture

2. Line up your apps in the boxes section underneath the headers

3. Put in some basic milestones to add colour to the page (around 10 to 15)

4. Check your settings to ensure you wish to have features like private messaging on

5. Pin an engaging status update to start with

6. Communicate to users about how you are updating the timeline, e.g. NY Times

If you wish to know more, please contact the Drum team or your Account team.
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For more information
 
Dan Van-Leeuwen 
Digital Account Director 
Phone: 020 3037 7071
E-mail: DVan-Leeuwen@drum.co.uk

Jeremy Irving
Head of Drum Studio 
Phone: 020 3023 4642
E-mail: JIrving@drum.co.uk


