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Advance Praise for Twitter Marketing: An Hour A Day

If you’ve been struggling—as I have—to figure out what exactly Twitter is for and how it can be used to build a business, this terrific book by Hollis Thomases is a god-send. It’s filled with practical advice and hands-on exercises that will help companies of all sizes tap into Twitter’s marketing potential. Best of all, it’s a really good read and sheds much-needed light on what the excitement is all about.

—BO BURLINGHAM, editor-at-large, Inc. magazine, and author, Small Giants: Companies That Choose To Be Great Instead of Big

 

At last: A friendly Twitter handbook specifically for the unique needs of marketing professionals in the corporate and non-profit worlds! It’s practical, pragmatic, and, best of all, packed with case studies and real-life illustrations. I’ve already been inspired to try a few new ideas from it.”

—ANNE HOLLAND, founder, Marketing Sherpa; publisher, WhichTestWon.com; one of the ‘Top 25 Businesswomen on Twitter’ in 2009

 

Are you listening to your customers? On Twitter?

If you’re not participating yet in social listening, welcome to your new textbook. Hollis Thomases lays down the plan for you to follow in the Hour-A-Day “eat-an-elephant”-  style, so you can be facile in minutes, effective in hours, and an expert in days. Whether Twitter is king in two years makes no matter; the technology is rewriting the future of customer interaction. You need to know this right now and for your future.

—SUSAN BRATTON, CEO, Personal Life Media, Inc.; host, DishyMix show; author, Masterful Interviews

 

Think Twitter’s more hype than substance? Think again.

 

Hollis Thomases, who’s guided online marketing campaigns during boom and bust years alike, lays out a compelling case for businesses to tap this social network. Hollis, a ClickZ columnist for five years, embodies the best that Twitter has to offer; she’s tuned into this online community. And in this book, she shares practical advice for marketers, public relations practitioners, and others to consider before plunging into this channel.

—ANNA MARIA VIRZI, executive editor, ClickZ

  

Hollis Thomases has created an extremely practical guide to Twitter for neophytes and serious marketers alike. She clearly and completely demystifies the service. Chapters build from very basic topics, such as setting up an account, to more advanced areas, such as branding, direct response marketing, and PR crisis management. And Thomases “walks the walk;” her insights and advice are drawn from daily experience on Twitter as well as close study of successful (and unsuccessful) Twitter campaigns.

 

There are an increasing number of books on Twitter, but this one is an indispensable B2B guide for large or small businesses seeking to build effective social media marketing - campaigns on this rapidly growing platform.

—GREG STERLING, principle, Sterling Market Intelligence

 

What is the Twitter phenomenon, and how can you capitalize on it for business, marketing, employee relations, crisis management, and sales? How have companies such as Dell used Twitter to account for more than $3 million in sales? This book walks you through Twitter processes and strategies step by step: from setting up an account to setting actionable business goals. Whether you’re a Twitter newbie or a seasoned power user, there’s something in here that will help you use Twitter more effectively—and more profitably.

—REBECCA LIEB, VP, Econsultancy, and author, The Truth About Search Engine Optimization
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Dear Reader,

Thank you for choosing Twitter Marketing: An Hour a Day. This book is part of a family of premium-quality Sybex books, all of which are written by outstanding authors who combine practical experience with a gift for teaching.

Sybex was founded in 1976. More than 30 years later, we’re still committed to producing consistently exceptional books. With each of our titles, we’re working hard to set a new standard for the industry. From the paper we print on, to the authors we work with, our goal is to bring you the best books available.

I hope you see all that reflected in these pages. I’d be very interested to hear your comments and get your feedback on how we’re doing. Feel free to let me know what you think about this or any other Sybex book by sending me an email at nedde@wiley.com. If you think you’ve found a technical error in this book, please visit http://sybex.custhelp.com. Customer feedback is critical to our efforts at Sybex.

Best regards,
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 Vice President and Publisher
 Sybex, an imprint of Wiley
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Foreword

When I first met Hollis in New York, we were both writing for ClickZ (http://www.clickz.com), an online publication for digital marketing profes sionals. We were getting ready for the ClickZ session at the Search Engine Strategies conference and talking about how social media had become a factor in search optimization programs. Hollis was presenting a set of case studies on the use of Twitter in the context of search and practical, applied business marketing. It was at this session that I saw in Hollis a source, a real insight into how to use Twitter effectively. Mostly what impressed me was the way in which she was able to simply and clearly convey what she knew, to show the people in the audience how to do what she had done. Those are the keys to mastering the “Hour a Day” writing approach.

Since that time, Hollis has continued to press her knowledge into further uses of Twitter as the service has literally exploded. This book brings her knowledge to you, in the characteristically practical, hands-on way for which the “Hour a Day” series is known.

I know what some of you may be thinking (although you’re at least far enough down the purchase funnel to be reading this foreword!): “Twitter is a fad.” You may have heard that a lot of the “accounts” are abandoned. Suppose that’s true. Suppose that only 25% of the current installed base—something approaching 100 million—are active. That’s 25 million people who are talking among themselves. Think “I’m standing in line at Starbucks…” is idle banter? Ask Howard Schultz, founder and returned CEO of the best-known coffee chain in the world. He literally “stopped the line,” to borrow a term from Toyota, when he closed Starbucks for three hours partly out of concern for exactly what it was that was being talked about as people waited in those lines at Starbucks.

The bottom line is this: As a marketer, I don’t really care if something is a fad or not; what I care about are sales, this quarter. If a powerful fad lasts two or more quarters and I can tap into it and build my business, I’m going to do it. For those keeping track, as of this writing, Twitter is in its 15th quarter, and millions of people are using it daily. That’s what gets my attention, as a marketer, and that is what Hollis has captured and written about in Twitter Marketing: An Hour a Day. Minimum, it’s worth understanding how Twitter can contribute to your marketing program. Maximum? That’s up to you.

What Twitter brings to a marketing program, in my mind, was summed up nicely by blogger Jeff Jarvis when he stressed the importance of a “natural voice.” Look at India’s Kingfisher Airlines, or any of the Dell Twitter accounts. You’ll find ordinary people, like “StefanieAtDell” that are … simply talking to customers. Customers are talking back, and a conversation is forming. Airline tickets and computers are being sold as a direct result. Hollis shows you, step-by-step, how to do what these brands and dozens of others have now discovered: Twitter, used smartly, can contribute to your success.

Dive into this book. Do the exercises. Put what you learn to work in your business. Then test it, measure it, refine it, and grow it. Most of all, enjoy it. And thank you for choosing to explore Twitter from a business and marketing perspective.

 

—Dave Evans

Author, Social Media Marketing: An Hour a Day, and founder of Digital Voodoo




Introduction

Hello, my name is Hollis Thomases (@hollisthomases), and I’m a Twitter addict. There, I said it. Like most Twitter addicts, however, there was a time when I was instead a Twitter skeptic. I’d been practicing online marketing for 11 years and couldn’t for the life of me understand why I would want to answer the question “What are you doing?” for the world to read. Better yet, why would they care? I viewed Twitter as a place for the trivial and the mundane—a place that attracted people with time on their hands or those who had nothing better to do.

Today, nothing could be further from my perception. I have seen the proverbial light and I evangelize Twitter whenever and wherever I can. These days, the most common question I’m answering for others is not “What am I doing?” but “Why should I Twitter? I don’t get this thing or how it can help my company.” The turning point came for me in early 2008 when a colleague pointed me to a brief about how the tax-preparation firm H&R Block was using Twitter to help answer tax-return-preparation questions as a means to woo new customers. Reading this brief made me realize the potential of Twitter as a marketing tool. As an online marketing practitioner, the dots were connected, and I haven’t looked back since.

Each day I’m reminded how valuable Twitter is as a marketing tool. It’s a place for research, for customer service, for product promotion, to distribute news, to build customer loyalty, and to get ideas. In fact, the use of Twitter for marketing is constantly evolving, where almost weekly one can read about a unique strategy or application of Twitter for marketing. Yet, at the same time, as a user representing either yourself or your brand, the daily use of Twitter can be overwhelming and mind-numbing. How are we supposed to process all this information, read everything people write, and just where and how are we supposed to allocate our time and resources, and for what end?

What I hope to accomplish by writing this book is to show you the marketing power of Twitter so you will truly believe the end justifies learning about the means. In college I majored in a funny little interdisciplinary field combining the study of psychology, sociology, and anthropology called social relations. In a class of 4,000 students, only two other people majored in social relations and, at the time, I put up with much ribbing: “What kind of major is that? Are you majoring in partying?!?” In hindsight, I now think I was quite prescient in my decision, but the reality was that I loved (and still do) to understand what motivated people. I wanted to understand both the internal forces and external ones, and social relations isn’t a study so much of data as it is of what forces form and influences people. I believe that Twitter is one of these forces.

You see, Twitter helps foster one of social media’s most powerful examples of collectivism. Collectivism, as defined by Wikipedia, is

...any moral, political, or social outlook that emphasizes the interdependence of every human in some collective group and the priority of group goals over individual goals. The philosophical underpinnings of collectivism are for some related to holism—the view that the whole is greater than the sum of its parts/pieces. Specifically, a society as a whole can be seen as having more meaning or value than the separate individuals that make up that society.



Now, in no way am I claiming that everyone using Twitter is only out for the collective good, but there is a soul to Twitter that speaks to, nurtures, and prides itself on this kind of interdependence. The creators of Twitter unwittingly tapped into something much larger than a mere means to provide instant status updates of people. They tapped into the soul of this modern collective and gave everyone a means to communicate within it.

I have often joked that I am a “twanthropologist,” my own Twitterese for someone who studies humans on Twitter. Part of the reason I chose to write this book was to further this observation, but moreover I wanted to use my abilities to write, educate, and train people on how to use Twitter by speaking in a way with which they’d feel comfortable (also known as plain English). It would have been clever to have written this book in 140-character bits, the limitation imposed by Twitter, but the reality is that such writing would be disjointed and hard to follow—even if the end result were not a printed book. Instead, I’ve used old-fashioned prose to walk you through logical processes, with my goal being that you come away feeling more fully informed than if you had tried to absorb all of this information in tiny-sized nuggets.

This book was written not as a simple primer; there are other great books that have taken this approach. Instead, Twitter Marketing: An Hour a Day is for the serious marketing and business professional seeking more in-depth and detailed information. Beyond teaching the basics, I hope that this book provokes thought and new creative ideas for using Twitter. If you execute these ideas, please don’t hesitate to let me know through Twitter!




How to Use This Book 

For cover-to-cover readers, Part I of this book will provide the background of Twitter, statistical information to offer perspective, common uses of Twitter, and information about how Twitter is being used by so many varying types of people and entities. In Part II, I want you to become familiar with Twitter, first as an individual user, before you start using it to help you market your company. In Part II, I introduce you to the hour-a-day format found in this popular series of online marketing books. You’ll have daily exercises to guide your progress. Think of Part II as your warm-up. If you’re already a fluent Twitter user,  you may want to skim or altogether skip Part II and head straight to Part III. By Part III, you’ll have your business marketing hat on, and we’ll cover the kinds of details and concerns that commonly arise among marketers. Finally, in Part IV, we review some particular circumstances for using Twitter in a business context. Throughout the book, I’ll also drop reminders because, although very versatile, the daily use of Twitter is somewhat routine.

You will also see #TMHAD along the book’s outer border where you’ll find the chapter title and page number. This #TMHAD is called a “hashtag,” which you’ll soon learn all about. We’re including this particular #TMHAD hashtag because we’re hoping when you discuss this book on Twitter you’ll also use our hashtag in your tweet. That way, you, all the other book readers, Twitter users, and I can easily locate and join the conversation. Please give it a try!

Twitter is a real-time medium and one that’s still experiencing rapid growth. Some of the material in this book may change completely by the time it is published, and I apologize in advance for any outdated content. None of us in this dynamic social media space, however, would expect otherwise, so I hope neither do you. The most important take-away, however, is that you learn and actually have fun. Yes, fun and business marketing—it is possible to combine the two!




I

Get to Know Twitter

Here’s your mission: Read and use this book to help your company engage in Twitter marketing. This is not a CliffsNotes-Your-Way to-Twitter Marketing; it is packed with information and exercises, and it will require your attention and rigor. When you are through, you’ll have the tools and knowledge needed to help you make wise decisions and succeed at Twitter marketing.

Part I of this book is designed to give you the historical background and statistical information you need to determine if Twitter marketing is right for your organization. It also gives you plenty of examples of how other companies have been using Twitter to help support their brands and generate action.

You’re probably eager to start reading, learning, and using Twitter for marketing, so without further ado, let the class begin!






1

 Understand Twitter

In so many ways, many people still don’t get  Twitter. Bring up Twitter at any casual or business gathering, and you’re bound to start a lively conversation. Most of the time, nonusers flat out and emphatically proclaim, “I just don’t get Twitter!” Others, who just view Twitter as a crude tool to broadcast your every action, curl their upper lips with the challenge, “Why should I waste my time with Twitter?” The more timid or truly curious befuddledly ask, “Just what the heck is Twitter?”

If you’re among the curious, the first chapter of this book should satisfy your curiosity and then some. If you fall into the cynical, doubting Thomases (pun intended) or perplexed categories, be prepared to read beyond this first chapter to learn about and understand the true business value of Twitter.






Twitter History and Definitions 

In early 2006, a young software engineer named Jack Dorsey approached the media syndication company Odeo with the idea of finding a simple way to share what his friends were doing—that is, their status at any given moment. Drawing on his previous work programming web-based emergency dispatch software and finding inspiration in instant-messaging applications, Dorsey was interested in developing a real-time status-communication platform with a social spin. Entrepreneur and Odeo founder Biz Stone, liked the idea. Stone and Dorsey collectively decided that short message service, or SMS (the technology used by mobile phones to send and receive text messages), would be ideally suited to this concept. They decided on a maximum message size of 140 characters, because it was fewer than the maximum 160 characters permitted by SMS text messaging, which would leave room for a user name and a colon.

In only two weeks’ time, the first prototype of what would become Twitter was born. The service quickly grew popular with Odeo employees and other insiders, and attracted the attention of ex-Googler Evan Williams, who initially funded the project. Twitter was launched to the public in August 2006, and by May 2007, Dorsey, Stone, and Williams officially cofounded Twitter, Inc.


Twitter Defined 

So what the heck is Twitter, anyway?

The common definitions of Twitter are mired in industry jargon such as “social networking” and “micro-blogging,” so if you don’t understand those terms, we need to take a step back for a minute. I find myself explaining Twitter to newbies as something akin to instant messaging or chat—that is, Twitter is a platform that allows you to share, in real time, thoughts, information, links, and so forth with the Web at-large and to be able to communicate directly, privately or publicly, with other Twitter users. The main difference, however, is that each Twitter communication cannot exceed 140 total characters.

I am also frequently asked questions about who can see these messages and if someone has to join Twitter to communicate. I stress that most Twitter posts, known as tweets, can theoretically be viewed by anyone with an Internet connection at any time. No one needs to have a Twitter account to view someone else’s tweets. The public accessibility of Twitter makes it somewhat unique among social networking websites, where normally you can’t see people’s information without them first accepting your invitation. If you do want to communicate privately with other individuals on Twitter, though, you will need to join and create an account. (I’ll tell you more about how you can send private messages through Twitter a little later.)

Twitter is based on the simple question “What are you doing?” and encourages users to answer exactly that. But if you use Twitter only to broadcast your commonplace activities, you’re missing out on its real potential. After all, if all you ever write  is “Going to the grocery store now,” or “Just fixed the office copier,” you’re not really opening up the door for much conversation, are you?

Conversations of many kinds and the ease with which Twitter facilitates them compose the hidden power of Twitter, particularly as a branding and business marketing tool (Figure 1.1). Twitter has given the public unprecedented direct access to companies, celebrities, and power figures in a way that hasn’t previously been seen. Conversely, Twitter enables unfettered and immediate direct access to the masses. For a brand, Twitter can rapidly reduce the timeline and costs of research, product launches, pilot tests, incentives, and promotions; plus Twitter offers a number of other possibilities that we will explore in depth later in this book.

Figure 1.1 Twitter is a real-time looking glass into what people are doing, saying, observing, and thinking.
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Why Should I Use Twitter? 

Twitter humbly asks, “What are you doing?” Perhaps the more appropriate question for Twitter to ask would be, “What interests you?” Try thinking in this context as you begin marketing yourself or your business through Twitter. Remember that tweeting is like having a conversation. Imagine yourself at a conference or a business-networking event. If a perfect stranger came up to you and blurted out, “I’m eating the empanada hors d’oeuvres right now,” you would probably look oddly at this person, give them an awkward smile, and move swiftly on your way. On the other hand, if a different person came up and said, “I found the information provided by the last speaker very valuable for my business. How about you?” you’d probably be more interested in what this person had to say, and more inclined to respond yes or no. That’s how you should treat every Twitter interaction. The most successful people and brands using Twitter are the ones who treat Twitter as an ongoing, open, and thought-provoking conversation rather than just a broadcast medium. These users are knowledgeable about their business, responsive to feedback, and respectful of the community.


Some Important Twitter Vernacular 

Before we go any further, it’s important to familiarize yourself with the most common Twitter terminology as it will be used throughout this book to describe the process of Twitter marketing.

Twitter Terminology

Handle. A user’s Twitter name (e.g., hollisthomases).

Tweet. The message, consisting of 140 or fewer characters, sent by a Twitter user. On Twitter, these tweets are tracked in your user profile as Tweets.

Tweeting or Twittering. The act of composing and sending a message.

Retweet (RT). When someone forwards your tweet, or retweets, they put RT in front of it to give you proper credit.

@ reply. The @ symbol directly in front of someone’s name (@hollisthomases) indicates you’re sending them a public message or responding to a message they sent you. It’s a pub licly visible type of Twitter messaging between two users or more.

Direct message (DM). A DM sends a private message to another Twitter user. In order for them to receive this private message, they need to be following you. In order for you to receive a DM back, you need to be following them. To send a DM, use “D,” plus a space, plus the recipient’s Twitter handle. Do not use the @ symbol when you send a DM.

Tweep. A nickname used to describe a Twitter user. (Tweep is shorter name than Twitterer and originates from the terms “Twitter” and “people,” or “peeps.”) Tweeps describes more than one tweep.

Follower. Someone who has opted in to receive your tweets in their Twitter Steam.

Following. Those who you have opted in to receive tweets from.

Friend. When a mutual Follower/Following relationship exists between two users.

Twitterverse. Describes the Twitter community at large—i.e., the Twitter universe.

Hashtag. The hashtag is a way of identifying a tweet related to a particular subject. The hashtag protocol is the hash or pound sign (#) directly followed by the word, words, or characters someone has assigned to that subject—the fewer characters, the better. For example, the hashtag for this book will be #TMHAD, an abbreviation for “Twitter Marketing: An Hour a Day.”



Twitter by the Numbers 

Twitter does not currently release the number of active accounts using the service. Independent market research companies, however, continually analyze Twitter’s traffic and growth, which has been substantial. If understanding the definition of Twitter is any indication, Twitter most certainly has a lot of people’s attention. Sites that monitor Wikipedia traffic show that the Twitter definition page, or article, jumped from being the 70th most accessed page in February 2009 to being in the Top 25 of all accessed pages on Wikipedia for March and April 2009, the latest statistics available at the time of this writing. Another source estimates that over a million people viewed the Wikipedia article for Twitter in May 2009. This is substantial when you consider that there are over three million articles on Wikipedia. The Twitter article on Wikipedia was created March 11, 2007 and has been repeatedly edited—2,183 times as of this writing. Nielsen statistics indicate that Twitter experienced an unprecedented 1,382 percent growth rate between February 2008 and February 2009, leaping from 475,000 to 7 million unique monthly visitors in the span of one year. This makes Twitter the fastest-growing social network for that time period (Figure 1.2). As of May 2009, Compete.com estimated Twitter to have 19.7 million unique monthly visitors, which ranks Twitter as the third-largest social network, behind Facebook and MySpace.

Demographically, Twitter is split closely between male and female audiences. As of May 2009, Quantcast reported that 55 percent of Twitter users were female (Figure 1.3). In June 2009, Sysomos, a social media analytics company, measured the gender breakdown of Twitter at 53 percent female and 47 percent male. For that  same time period, Hitwise, a service that tracks data passing through Internet Service Providers (ISPs) and measures Twitter.com traffic, came up with similar numbers, citing the gender breakdown of Twitter as 51.5 percent female and 48.5 percent male. But a Harvard Business School study released around this same time argued that Twitter is very “male-centric,” despite the larger number of female users. The study found that both sexes are more likely to follow more men than they are to follow women on Twitter, and that men are almost twice as likely to follow other men than women. Men have 15 percent more followers than women, and men are more likely to have reciprocal Twitter relationships (Male A follows Male B, who in turn follows back Male A). Study authors find these results so atypical that they describe them as “stunning … on a typical online social network, most of the activity is focused around women—men follow content produced by women they do and do not know, and women follow content produced by women they know.”

Figure 1.2 Twitter’s year-over-year growth
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Figure 1.3 Twitter’s narrow gender divide
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Personally, I question whether the Harvard findings will stand up over time, and I would also like to see a study that analyzes gender and “tweep affinity.” Men may have more followers, but I think that’s because they view these relationships in either a casual or business way, whereas women take their Twitter relationships more seriously, and more loyally and frequently tweet among themselves. There’s a whole community of interconnected moms on Twitter. I believe the strength of these tweep affinities is going to matter more over time than sheer numbers indicate.

When it comes to age, there’s some disparity in the statistics. Some say that Twitter, like other social networks, is rooted firmly in the 18-to-34 demographic, claiming this bracket accounts for approximately 47 percent of all its users. Other sources say that Twitter users predominantly fall into the 35- to 49-year-old age bracket, which accounts for 35 percent. In the meantime, a surprisingly large number of seniors tweet, accounting for 21 percent of the Twitter population. Almost all researchers agree, however, that Twitter is not for the youth set, with only 1 percent of Twitter users falling under the age of 17.


What Twitter Is Not 

Sometimes explaining Twitter in the context of what it’s not helps to clarify things.

Twitter isn’t accessible only on the Web. Twitter users can communicate via cell phone, mobile devices, or desktop applications.

Twitter isn’t the “new” email or cell phone. Twitter’s 140-character limitation is just that—limiting. For rapid-fire, short communications, Twitter is useful. However, email and telephones can still do a lot more than Twitter can. Twitter is just another tool in the digital communicator’s toolkit.

Twitter isn’t a form of instant messenger. Although it’s true that Twitter shares many of the same characteristics as instant messaging or chat applications, the two operate using different technology, offer different functionality, and serve different purposes.

Twitter isn’t a micro version of your blog. Although many users exploit Twitter to tease and link to every new blog post, using Twitter only in this manner is considered poor practice. Your tweets should be varied, with original content. Otherwise, why would anyone else want to read them?

Twitter isn’t private by any means. Unless you lock them down, be prepared for your tweets to be read, responded to, and possibly forwarded (retweeted) by perfect strangers. It’s almost pointless to be on Twitter and lock down your tweets unless you never want to be engaged by the greater community—the Twitterverse. This piece of advice, however, does not apply to direct messages, which are private.

Twitter isn’t a replacement for Facebook, MySpace, or other social networks. Rather, Twitter can be a complement to social networks, as well as a different, albeit powerful, standalone tool.

Twitter isn’t a competition. Having more followers does not equal having more authority, influence, or expertise. As you’ll learn soon, many different types of people with different agendas are using Twitter to seek different types of personal gain. Don’t get sucked into making Twitter a popularity contest.

Table 1.1 provides a quick look at how Twitter is similar to and different from other communication platforms.

Table 1.1 Twitter Compared to Other Popular Platforms
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Twitter’s Technology 

Twitter uses a proprietary message-routing system that processes text-based messages from the Web, SMS, mobile Web, and instant messages. It also allows outside entities, known collectively as third-party applications, to access its servers via its open-source application program interface (API) to pass data (messages and user information) back and forth. Twitter’s flexible, extensible platform has given it wide reach as developers create new applications, tools, directories, functions, and the like. All of these Twitter solutions attract attention, trial and use, and subsequent mention by the Twitter community at large, which then helps to further broaden interest in Twitter. Many users prefer such third-party apps as their primary means of using Twitter, which often replaces entirely the need to go to the Twitter website.

On a simpler level, Twitter’s technology can be divided into two key components: the Web and its mobile counterpart.


Twittering on the Web 

The Twitter website itself is programmed using the Ruby on Rails web application framework, which is popular with Twitter’s developers due to its facility for rapid development and ease of maintenance. Twitter users who tweet from the Web at http://www.twitter.com. need only a basic web browser to use the service and access all of its features.


Twittering on the Go 

Tweeting from a mobile phone while on the go is a slightly more complicated process. Twitter provides a special web-based interface at http://m.Twitter.com. It is a pared- down, faster-loading version of the original that works particularly well with browser- enabled mobile devices. If your device does not have a browser, mobile tweeting will require learning a few special keypad commands. It’s important to note that using Twitter while on the go is possible from any mobile device with SMS capability. Just remember this: although using Twitter is free, text messaging (receiving and sending) is not. If you plan to use Twitter via text messaging, you might want to monitor your cell phone bills and upgrade to an unlimited text-messaging plan if your tweets really start to add up.


Follow the Leader 

Twitter’s unique subscription system allows you to follow (or unfollow) other users’ tweets, similar to subscribing to or unsubscribing from a blog or email list. Among the statistics that Twitter displays prominently on every user’s profile page (Figure 1.4) are a followers count (the number of people following someone) as well as a following count (the number of people someone follows).

Figure 1.4 Not surprisingly, Jack Dorsey (Twitter cofounder and chairman) is a very popular guy on Twitter.
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Twitter’s very public statistics promote something of a popularity-contest atmosphere within Twitter. People may pass instant judgments about the caliber of a user based on their followers/following counts, and not necessarily on the quality of their tweets. There are some who have gone so far as to propose that Twitter do away with these followers/following statistics for this very reason.

Almost unilaterally, however, Twitter users aim to avoid losing followers. The best way for users to retain followers is by maintaining an active, engaging tweet stream that remains relevant and beneficial to their audience (Figure 1.5).

Figure 1.5 Sephora’s tweet stream demonstrates active, engaging, and varied tweets.
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The authentic side of the Twitterverse is an ecosystem that respects and rewards quality over quantity—both with tweets and tweeps—and reduces the signal-to-noise ratio when it comes to producing quality tweets. Most respectable tweeps frown on spammers, annoying tweeps, those who tweet too much, and those who take “What are you doing?” too literally. The objectives for brands utilizing Twitter should be the same: produce great content, be engaged with your community, seek out those with like-minded interests, and the followers will come. Ultimately, this kind of interaction-attraction will help support your brand.


Twitter’s Open Source API 

From the start, Twitter facilitated its rise in popularity by opening itself up to integration with other tools and applications built by web developers. Twitter’s open-source API, the means by which these developers access Twitter’s server to pass information back and forth, has led to the continuous development or upgrading of solutions that improve how people use Twitter or extend its functionality. Many such applications are simple. They are designed to do just one thing and do it well. It’s, therefore, typical of tweeps to use a wide variety of specialized applications that suit their needs to improve the overall Twitter experience.

There are hundreds of Twitter applications, and new ones are constantly being developed. There are some common ones, however, that will be mentioned throughout this book, so they’re worth listing here:• TweetDeck is a popular downloadable desktop application with higher functionality to receive, read, respond, manage, group, and search tweets.
• Twirl is another early front-runner in downloadable desktop applications.
• Seesmic is a desktop application giving TweetDeck a run. It has now come out with a web-based version of its app.
• TwitterFox is a Firefox browser add-in application.
• Tweetie is a popular iPhone Twitter application.
• Twitterfon is another popular iPhone Twitter client.
• Tweetlater is a web-based application that lets you schedule tweets for future posting.
• Hootsuite is similar to Tweetlater. It combines with URL shortening and tracking metrics.
• CoTweet is an application that manages multiple users responding to single or multiple accounts with multiple users.



Obviously, there are many reasons why Twitter has grown so popular so quickly. The industry now questions if it can sustain this growth and, if so, what Twitter plans on doing to monetize it. In the meantime, we’ll focus this book on ways in which you can monetize Twitter for business marketing gain.


Twittering on the Go 

Tweeting from a mobile phone while on the go is a slightly more complicated process. Twitter provides a special Web-based interface at http://m.Twitter.com, a pared-down, faster-loading version of the original that works particularly well with browser-enabled mobile devices. If your device does not have a browser, mobile tweeting requires a few special keypad commands due to the lack of a Web-based interface (see Table 1.2). It’s important to note that using Twitter while on the go is possible from any mobile device with SMS capability.

Table 1.2 Twitter Mobile-Only Commands



	Command	Syntax	Purpose
	Turn On	ON	Turns all mobile-device notifications on.
	Turn Off	OFF	Turns all mobile-device notifications off.
	Turn On User	ON username 	Turns all notifications/tweets from a specific user on.
	Turn Off User	OFF username 	Turns all notifications/tweets from a specific user off.
	Stop (same as QUIT)	STOP	Stops all Twitter messages from being sent to your phone.
	Quit (same as STOP)	QUIT	Stops all Twitter messages from being sent to your phone.
	Follow	FOLLOW username 	Follow a user and begin receiving their notifications/tweets.
	Leave	LEAVE username 	Stop receiving notif ications/tweets from a specific user.





Twitter’s Rapid Ascent 

Despite the enthusiasm among early adopters when Twitter was first launched, most of the public struggled to understand Twitter’s appeal. At first, many users wondered, “Do people really want to know every little thing I do?”

Part of the initial hurdle in attracting users to Twitter was that people were just tweeting about the mundane. In its first few months before today’s tools, applications, and enhancements arrived, it was hard to recognize Twitter’s real value. As Twitter began to catch on, however, clever users started to use Twitter to share links and news and to integrate Twitter feeds into their blogs via RSS. Twitter’s technology allowed developers to access its servers, and then they released new tools that made Twitter more manageable and interesting to more people.

As is common with unanticipated growth spurts in web technology, Twitter’s increased use led to problems. By midyear 2007, Twitter began experiencing server-capacity problems related to its growing number of users, prompting the creation of the now infamous Fail Whale, which was both a humorous graphic and quick-to-catch-on description of the recurring circumstance (Figure 1.6).

Figure 1.6 Twitter’s infamous Fail Whale
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Despite its technical problems, Twitter cultivated a bold and fiercely loyal user base, while developing its own sense of culture, etiquette, and even vocabulary. Twitter is one of the most unique social networks in this respect, as many of its social mores developed out of its requirement for brevity. Twitter users tend to be very matter-of-fact when it comes to tweeting, and very vocal about other users’ faux pas. Because of this, new users, particularly big brands who by their very nature are targets and tend to be called out faster by the Twitter community, should be well aware and respectful of Twitter’s unique culture so as to avoid engaging recklessly. That said, Twitter is also known to be one of the most honest, helpful, and welcoming online communities, and its reputation is perhaps one of the main reasons behind its surge in popularity over the course of 2007.

In 2008, Twitter attracted the media’s attention when some American presidential candidates began using it on the campaign trail, most notably Barack Obama. According to Hitwise, on election day 2008, traffic on Twitter.com alone rose 43 percent. Later that year, Twitter users in India live-tweeted the horrific events of the 2008 Mumbai attacks as the tragedy unfolded. It was a significant turning point in Twitter’s history, as people began to rely on this simple but effective service as a source for breaking news. In the summer 2009, Twitter again influenced history during the after-math of the Iranian elections, which resulted in national tumult, culminating with the Iranian government’s ousting of the traditional news media. During that time, the only breaking news came from tweets from the Iranian opposition.

Because Twitter is mobile, tweeps who are first on the scene of breaking news are able to get the word out quickly and efficiently. Smart phones not only let people tweet; they can also take and upload photos, enriching the value of a tweet. These  days, news often breaks first on Twitter, and the media follows suit. Not to be usurped, many media outlets now deliver their news feeds via Twitter, as well as directly engaging with readers.

By the start of 2009, Twitter’s popularity reached critical mass. Once thought of as a trivial fad, Twitter was now making headlines and becoming a household word. More brands began integrating Twitter into their social media strategies. Realizing its importance, entities from large corporations to small businesses were also racing to claim their Twitter handles, hoping to avoid the domain-squatting issues of the late 1990s.

Twitter has also become wildly popular in the mainstream media as more celebrities have joined the fray, reaching a pinnacle in April 2009 when Oprah (@oprah) signed up for Twitter live on her show with the already popular actor and producer Ashton Kutcher (@aplusk) in the role of guide, and drawing 76,000 followers to her account within less than 15 minutes of her first tweet! Popular tech blog TechCrunch estimated that Oprah’s show alone may have brought more than one million new users to Twitter. Not long after, Kutcher laid down a challenge to acquire more than one mil lion users before CNN’s Breaking News (@cnnbrk). (See Figure 1.7.) Since then, Kutcher has completely surpassed Breaking News and is currently the Number One “most popular” Twitterer, as measured by the number of followers.

Figure 1.7 Ashton Kutcher’s progress against CNN’s Breaking News

[image: 012]




Twitter’s Financial Future 

Twitter’s popularity has also attracted potential mega-buyers. In November 2008, there were multiple unconfirmed reports that Facebook offered to acquire Twitter for $500 million of its stock, which included a cash component. The offer was roundly  rejected. In April 2009, rumors furiously swirled that Google was also going to make an offer to acquire Twitter. Google squarely denied the rumor. In May 2009, Apple too, it was rumored, was interested in acquiring Twitter. To date, Twitter has rejected all offers to be acquired, stating on its blog that it intends to go it on its own:

http://blog.twitter.com/2009/04/sometimes-we-talk.html


All of these rumors have many of us wondering, “What is the future of Twitter?” Twitter seems to be investing in its future by courting investors, hiring experienced players, and keeping the media grasping at every publicly announced nuance or teased piece of information. For example, in March 2008 the Wall Street Journal  reported that Twitter cofounder Biz Stone alluded to companies paying for more features in the future because Twitter had hired a product manager to develop these yet-to-be-defined features. In June 2009, a general partner of a firm that invested in Twitter hinted to The New York Times that Twitter’s monetization lay in ecommerce, namely “links to products and turnkey payment mechanisms” and “filters and feeds to sort tweets by whom they are from and what they are about.” That same month,  Bloomberg.com reported that Biz Stone said that Twitter could make money by verifying corporate accounts. In August 2009, Biz Stone taped a television interview on the PBS show Tavis Smiley and alluded to the company’s plans to monetize itself by selling more robust data-analysis features to brand companies. In September 2009, The Wall Street Journal reported that Twitter was close to raising as much as $100 million from multiple investors who valuated Twitter at $1 billion!

However Twitter plans to make money in the long run, one thing’s for certain: plenty of people in Twitterdom will have an opinion about their decision.




What Makes Tweeps Tick? 

Twitter creates value because it can be used in many clever and innovative ways to serve many different purposes (Figure 1.8).

Figure 1.8 How and why Twitter is being used
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For a marketer, it’s just as important to understand the motivations behind why people use Twitter as it is to understand how Twitter serves as a marketing tool. What makes people want to follow and be followed? Why have so many people reluctantly joined Twitter, only soon to become Twitter addicts (#twitteraddict)? In short, what makes Twitter users tick? Let’s take a closer look at some of the reasons why Twitterers use Twitter; understanding this will in turn help explain why Twitter continues to gain such widespread popularity.

Keeping in Touch Twitter is great for socializing. You can socialize with friends, clients, customers, prospects, the media, and anyone else with whom you might regularly be in touch. A single tweet is broadcast to all of your followers at once, making it easy to let everyone know where you are and what you’re up to.

Making New Friends Some people want to use Twitter strictly to find new friends and contacts with whom to cyber-socialize. Twitter’s low barriers to connecting make this especially easy.

Connecting with Like-Minded People The majority of Twitter users are people looking to connect with others who have similar interests and discuss the latest news and trends in their circles. Enthusiasts of all types are connected through Twitter.

Example: There are tons of online gamers on Twitter who tweet about all things video games, love to “talk smack,” and find new opponents.


Voyeurism Twitter’s open system allows anyone—even non-Twitter users—to view whatever you tweet. Someone might want to keep an eye on another tweep’s goings-on without the other knowing it. Twitter makes this possible.

Event Planning Twitter can be an easy way to organize an offline gathering of like-minded people. In fact, a TweetUp is Twitterese for “meet up” in which a group of tweeps interested in meeting face-to-face plan to congregate at a determined time and place, usually associated with an existing event or subject matter and usually in an informal setting.

Example: I initiated the idea of a TweetUp at the 2009 Search Engine Strategies conference in New York and passed my idea on to the conference organizers, who then suggested the time and place and tweeted about it to all their followers. A healthy-sized group of people turned up and stayed several hours—networking, talking about the conference, and “stimulating the economy” of a local watering hole.


Activism On Twitter, it’s easy to find and/or recruit people willing to support or work your cause, whether charitable, medical, environmental, or political.

Example: Barack Obama’s campaign managers used the @barackobama Twitter account as an essential tool for finding and organizing support for their candi date. They were obviously very successful. Twitter has also been used to help  severely ill people find donors or get medical assistance they might otherwise not be able to afford.


Entertainment There’s no shortage of entertainment on Twitter, whether it’s celebrities who tweet; bands updating their fans; comedians telling 140-character jokes; links to YouTube videos; sports scores; or otherwise fun, funny, or interesting people and entities using Twitter to amuse or be amused.

Example: Shaq O’Neal (@THE_REAL_SHAQ), Britney Spears (@britneyspears), and Ellen DeGeneres (@TheEllenShow) all use Twitter to both inform and goose their fans.


It is noteworthy that there are so many Twitter imposters posing as celebrities that Twitter had to create a verified accounts system that consists of a seal on a user’s pro file page once Twitter confirms that the user is who he/she/it claims to be. Currently, Twitter’s Verified Accounts are offered only to high-profile individuals likely to have “impersonation problems or identity confusion,” and not businesses. The only infor mation Twitter currently offers about its verified accounts can be found here:  http://twitter.com/help/verified. Twitter has hinted at selling Verified Accounts to busi nesses down the road, however, as a revenue stream.

Getting a Company’s Latest Tweets Brands often use Twitter as a trumpet for news, developments, and promotions—even before press releases or official blog posts. Many consumers like to follow the companies that matter to them and connect with brands on a more personal level.

Example: Tony Hsieh (@zappos), CEO of Zappos.com, one of the Web’s largest footwear and accessories stores, tweets regularly about new products, company news, and special promotions. He also shares tidbits from his exciting, always- on-the-go personal life.


Marketing and Business Development Twitter is an invaluable tool for businesses of all sizes. In fact, Twitter’s level playing field gives small businesses and entrepreneurs an edge they can’t necessarily get otherwise. Customers and prospects get to know the face behind the company, which can be helpful in building a brand. Through Twitter, entrepreneurs don’t have to spend thousands to launch a new product or service, promote a marketing campaign, or drive traffic to their websites.

Example: @smbusinesses is a user who follows only small businesses on Twitter, serving as a portal to connect and network with similar users.


Monitoring Brands and Reputations Most tweeps aren’t shy about speaking their minds, especially when it comes to things they like or dislike. Twitter makes it possible to monitor and measure what they’re saying about you or your brand in real time.

Example: Comcast Cablevision, the company behind the Twitter handle @ComcastCares, often responds promptly to tweets about service interruptions and other complaints.


Keeping Up with the Latest News News breaks often on Twitter, especially tech-related news originating from tweets by people within the industry. Some traditional media have begun using Twitter as an additional broadcast medium.

Example: @CNNbrk is CNN’s official Twitter account for breaking news. It con tinually tweets the news network’s latest headlines to over 1.5 million followers.

Example: When a US Airways plane crash-landed in the Hudson River, the first photo was submitted by a Twitter user who posted it to the Web (see  http://twitpic.com/135xa) and tweeted, “There’s a plane in the Hudson. I’m on the ferry to pick up the people. Crazy.”



Simplicity 

Twitter’s genesis sprung from the idea of serving as a status update tool, and at its most basic level, that’s what it still is (Figure 1.9). Although its usage has evolved well beyond the “What are you doing?” premise, Twitter’s simplicity makes answering the status question a common first activity for newcomers.

Figure 1.9 A few examples of simple status update tweets
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Short and Sweet 

Although Twitter limits messages to a meager 140 characters (Figure 1.10), many would argue that this seemingly strict limitation is one of Twitter’s greatest strengths. Limited length means that every word counts. In an Internet age of information overload, most Twitter users relish in the brevity.

Figure 1.10 As you compose your tweet, once you get down to 20 characters remaining, Twitter’s character “countdown” will turn red to warn you. If you exceed your character limitation, you will receive Twitter’s warning.
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Writing pithy yet informative tweets that convey the full value of your meaning is a skill. I think of it almost as the art of great copywriting or in a similar way to how I view writing a killer email subject line or news headline. If I don’t get all the key information up front and with as few grammatical articles as possible, I might miss the opportunity to convince my reader to go any further.

Later in this book, we’ll be going over the art of composing great tweets. Now, for fun, let me share a term first introduced to me by a colleague (@dwplanit): twoosh, which refers to a perfect and still sensible 140-character tweet. (It’s cheating if you shorten or abbreviate words in your twoosh.) Intentionally trying to write a twoosh is almost as challenging as writing haiku, although twooshes do frequently occur on their own! (See Figure 1.11.)

Figure 1.11 A twoosh is a perfect 140-character tweet.
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Low Barriers to Entry 

Twitter makes it easy to join: It’s free! Using the web-based version of Twitter is still 100 percent free, although users accessing Twitter via mobile SMS might incur standard text messaging rates and users who elect to use third-party Twitter management solutions might also have to pay for those.

Twitter knows very few divides. Anyone of any nationality, race, or gender, anywhere in the world, is welcome to create a Twitter account (or more than one). (See  Figure 1.12.) For the low price of your name and a valid email address, admission to the Twitterverse is granted. Email addresses are not validated, but using a false one prevents the user from being notified by Twitter about things such as new followers or direct messages.

Figure 1.12 Twitter users come from all over the world.
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Account Creation 

Talk about simplicity; Twitter’s three-step account-creation process couldn’t be easier (Figure 1.13):1. Create a username and password.
2. Enter your email address to find contacts.
3. Start following people.


(You can even skip steps 2 and 3.)

Figure 1.13 Creating a new Twitter account
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Users are encouraged to share their real names, but doing so is not required. Twitter user profiles can be completed and customized, but they do not have to be to allow someone to use Twitter. Currently, there’s no user agreement to read and sign or email confirmation link to click. (Although there is no user agreement, Twitter does have Terms of Service, which you can find at http://twitter.com/tos.)


Just Start Typing 

Once your account is created, you’re ready to start tweeting. You may simply tweet your status, or you may create a welcome tweet introducing yourself to the Twitterverse by telling a little about yourself and your reason(s) for joining Twitter. This is good practice for the art of pithy writing! You can also hang back and lurk  a while. The term lurking has been around since the early days of the Internet, and it merely means to hang back, become familiar with the process and culture of the Internet channel you’re about to get involved with, and look a little before leaping. On Twitter, lurking is reading other people’s tweets before venturing out to post your own. The eager new user may seek the help of a willing friend who’s already on Twitter to act as an accomplice, introducing you to their tweeps. Most Twitter users are warm and welcoming of new users who acknowledge their “newbiness,” although these same experienced users might be less tolerant of newcomers who don’t take time to learn or who intentionally ignore better twetiquette, and some might even make a point of calling the offender out. A very funny YouTube video showcases actor Kevin Spacey’s appearance on the Late Show with David Letterman, in which he shows Dave how to use Twitter: http://www.youtube.com/watch?v=2Z1aZ7Gs46A.


Find Friends 

Twitter has several tools to help you find friends and start building your Twitterverse. We’ll cover this topic more in-depth in Chapter 4, “Week 1: Get on Twitter;” for now you just need to know that Twitter’s friending functionality is both simple and without boundaries. If you find someone you want to follow, you do not need to send this person an invitation or even get their permission to start following them. Simply click the Follow button, and you will officially befriend this person (Figure 1.14).

Figure 1.14 Twitter makes following as simple as one click.
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When someone chooses to follow you on Twitter, Twitter sends you an email notification with the new follower’s name, handle, and their followers/following/update stats. This not only alerts you to the fact that you have a new follower, but you can also click on the link in the email to view this new user’s Twitter page (Figure 1.15).

Figure 1.15 Twitter alerts you by email when you have a new follower.
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Unlike other social communities, however, friending on Twitter is not a two-way arrangement. Following someone does not ensure that they are going to follow you, nor should you expect them to do so. Because Twitter has basically no barriers to friending, you will find yourself being followed by total strangers—and because you don’t know these people, you may be reluctant to follow them. Some people have no problem with follower reciprocity and they might even use automated software to instantaneously follow you back; on the other hand, others are far more discriminatory about this practice. These latter types of Twitter users will usually visit your Twitter profile page to learn more about you and make their follow-back decision based on how follow-worthy they feel you are. Regardless, following someone back is just as easy: all anyone has to do is click the Follow button, and they’ll become a new follower.


Ease of Use 

Twitter’s simplicity doesn’t stop once you’ve gotten started. Twitter’s clean interface and easy-to-understand activities make it incredibly accessible to anyone. Because, in theory, there are very few technical things you can do directly on Twitter, it has left little room for functional error.


Straightforward Design 

Twitter’s web interface is clean, attractive, and user-friendly, with little to detract from its purpose (Figure 1.16). You can really do only a handful of things on Twitter.com, and even listing them makes it all sound more complicated than it really is.

• Read tweets from your followers (your tweet stream).
• Mark a tweet as a Favorite. 
• Send a message or reply to your followers.
• Read your direct messages.
• Send a direct message.
• View your followers.
• View who you’re following.
• View your tweets (you also have the option to delete your own tweets individually).
• View your favorites.
• Conduct a search (you can also save a search as an option).
• View your saved searches.
• View Trending Topics.
• Subscribe to your feed by RSS.
• Modify your profile.
• Change your settings.
• Find friends.

Figure 1.16 Twitter’s finite activities
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Simple Controls 

Having such limited activity options reduces the room for confusion or error. For example, all of the View functions just require that someone click on the desired link. Twitter makes most of its links very easy to see—they’re just ordinary underlined blue links. Twitter is so easy, in fact, that newbies first trying to get oriented through third-party tools commit more errors than those just using the simple Twitter interface, particularly when it involves responding. For example, if you receive a direct message via your cell phone’s text messaging and just press Reply, a message you intended to send to a single person will be broadcast to the world. Oops! (See Figure 1.17.) It’s tempting to reply via email to a direct message, but that just doesn’t work. If you’re trying to use some kind of third-party application that has built-in retweeting functionality, a new user might retweet everything instead of writing a simple @ reply, which really adds unintentional meaning to the tweet. Because of all these faux pas, I usually recommend that people get their feet wet by using Twitter.com before they venture into other platforms.

Figure 1.17 If you want a reply to be a direct message, you have to change the @ to a D.
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Low Level of Commitment 

People use Twitter for all kinds of reasons. In Twitter’s “Getting Started” Help section (http://help.twitter.com/forums/10711/entries), there isn’t any stipulation about how often you have to use Twitter or for what purpose. As a result, Twitter meets people’s needs differently and, at its core, Twitter requires nothing of its users—not even active use. This low level of commitment has led to some criticism of Twitter. In April 2009 Nielsen Online claimed that 60 percent of Twitter users quit after their first month’s use, so Twitter’s rising user counts might be misleading (Figure 1.18).

Figure 1.18 Nielsen’s analysis of Twitter user retention
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Does this matter to the marketer? Is this a trend that will continue or just a hiccup as people rushed to register for Twitter but then didn’t find value in it? Let’s remember how Twitter is being used.

Casual Conversations Because of its casual atmosphere, Twitter has become the water cooler of the Web, a popular hangout where users pause to shoot the breeze, catch up on things they may have missed, and gossip with friends.

Easy Come, Easy Go On Twitter, users can follow and unfollow people at will, with no real consequences. See someone tweet something interesting? Start following them and see what other cool things they might share. Don’t like what someone has to say? Make a clean break and unfollow them. Most users don’t take it personally.

Blogging, But Not Twitter is an easy way to jump-start blogging without a whole lot of effort. Blogging takes a lot of work: bloggers not only have to come up with content ideas, but they have to find time to flesh out and write these ideas into actual blog entries. Twitter users, on the other hand, can share news, opinions, links, music, and more—all without even knowing how to start a blog, let alone having to write a lengthy blog post.

Although I don’t really question Nielsen’s research, I somewhat disagree with its conclusions about why people might be abandoning Twitter. To begin with, accounts are created for many reasons: for preservation’s sake (“I don’t want someone else registering my name even if I don’t plan on tweeting”); for creativity’s sake (“I love this name as a Twitter handle, and there’s no cost to creating a Twitter account, so why not just create the account just in case I ever want to use it?”); for marketing’s sake (“We are eventually going to have a Twitter strategy where all our employees tweet, so let’s  have all our employees register a Twitter account [company name + their first name] now to get that out of the way.”).

After ruling out possibilities like this, I’m still left thinking that success with Twitter, as with all other social networks, is directly related to engagement. Does anyone remember what it was like to have a pen pal, someone who committed to write you whenever you wrote them? You looked forward to having a letter in your mailbox from your pen pal every so often, and receiving that letter was possibly the highlight of your day. You may never have met this pen pal who might have resided in a foreign country, but through the relationship of writing, you and your pen pal grew very close and remained close through the years. Twitter reminds me of having pen pal, but with Twitter I’m lucky enough to have many pen pals (Figure 1.19). Still, in my earliest days on Twitter, I could count on a few reliable tweeps who always responded to my posts. Thanks to them, I am writing this book today. So if you’re using Twitter for marketing, remember to create a pen pal-like relationship with your customer base. That relationship is the equivalent of brand loyalty, and every brand strives for this kind of customer loyalty.

Figure 1.19 Twitter relationships can be like pen pal relationships…but better!
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High Level of Control 

For the small amount of commitment that Twitter requires, it offers a remarkably high level of individual user control. This is another feature that has led to its rise in popularity.


You Own Your Message 

You are what you tweet. Other social networks generally summarize who you are with a one-shot profile and give you tools and features to embellish that profile with pictures, graphics, links, and so on. Twitter, however, has few distracting add-ons; it’s pretty much stripped down to a singular focus: your tweets. Twitter and the Twitter community of users place a high value on what you have to say; by primarily using only words, a user can increase the authority and influence he or she has within the community. Tweet interesting things, and gain followers. Tweet uninteresting things, and lose them. Don’t tweet much at all; don’t expect much in return. Twitter not only gives users total control over their messages, but also gives them the opportunity to wield clout in the community.


Interact with Who You Want, When You Want 

Twitter puts you in the driver’s seat of who you interact with; whether that’s the act of following, replying, @ or direct messaging, or retweeting, Twitter allows you to do so at a pace that’s individually controlled. Certainly, the norms of twetiquette encourage reasonable response times; however, nothing dictates or even forces a user to respond in any particular timeframe.

This control is both very powerful and empowering. It also gives the user the ability to build a personalized network of people; that is, people selected by the user for the user’s own reasons. Advanced third-party tools and a soon-to-be launched feature on Twitter called Lists, further help the individual user by organizing this network of users in customized, meaningful ways (Figure 1.20).

Figure 1.20 Third-party applications like TweetDeck can be used to organize groups.
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Block Unwanted Users 

If you really don’t care for another Twitter user or suspect they’re a spammer, Twitter’s built-in block function enables you to silence them. They will be unable to send you tweets and blocked followers will not appear in your follower list. Additionally, blocked users will be unable to read your tweets in their Twitter stream. Blocking makes it appear as if you do not exist to each other.

Like everything else with Twitter, blocking someone is easy.

1. Identify the undesirable follower, and click the Block button (Figure 1.21).
2. Confirm the block (Figure 1.22).
Figure 1.21 Identify the undesirable follower.
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Figure 1.22 Confirm the block.
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Privacy Protections 

Twitter has several built-in privacy protections that let users control who sees their tweets. By default, these protections are disabled. It’s easy to enable them, however, with Twitter’s simple Protect My Tweets checkbox in the Settings console. (See  Figure 1.23.)

Figure 1.23 Twitter’s privacy settings
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Protected tweets mean that none of that user’s tweets appear on Twitter’s public timeline. Only users who are approved by the account owner can see the owner’s tweets (Figure 1.24).

Figure 1.24 A profile with protected tweets
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Twitter also has a Delete My Account option (a rarity for most social networks) that will completely erase all traces of your Twitter profile and every tweet associated with it. This feature is not something most account holders know about or choose to use, but it’s comforting to know that it exists if needed. Remember, however, that even if you wipe out your Twitter identity and all your tweets, your tweets may have promulgated elsewhere in Twitter’s search engine or Google (both of which index tweets) or on other people’s websites or blogs. Watch those late-night drunken rants about your ex. Your tweets may live in infamy long after your Twitter account is gone. Always be mindful of what you’re saying!




Twitter’s Culture 

As Twitter has grown in popularity, it has developed a culture of its own and, as with any culture, it has its own mores, expectations, and intricacies that users become aware of through self-education, regular use, and guidance by the Twitter community at large.


Sense of Community 

Twitter has developed a strong reputation for being an open, accepting community of users who embrace new ideas and are willing to provide help to those who seek it. Twitter users often benefit from crowdsourced help—that is, users turn to the Twitter community as well as their followers to solicit input or to get help to make an informed decision.
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Rhetorical Nature 

Twitter is a one-to-many communication platform. When you tweet, your message is not only broadcast to everyone who follows you, but your tweet is placed out in Twitter’s public domain for anyone to find and read. Responses are welcome, but not demanded. Nobody really expects all of their followers to reply to everything they say. Just because a tweet does not receive a desired level of response, however, does not mean that it was not interesting, valuable, or useful to followers. In fact, if a user were to reply to every single tweet you made, you’d feel that they were odd—almost like a stalker.


Brutal Honesty 

If you’re a newcomer to Twitter, be prepared to have thick skin. Want an honest opinion? Twitter is one of your best bets. Twitter users aren’t afraid to speak their minds, and most will happily tell you how they really feel about something. Because of this, Twitter is one of the best tools available for taking the public’s collective temperature: what’s hot, what’s not, and everything in between. When Twitter users are enthusiastic about something, they tweet about it; when they are less than enthusiastic about something, they tweet about that too. One of the best things about Twitter is that you can tap into the whole community’s crowd wisdom, regardless of who you follow.

Twitter is a real-time gauge of public opinion. Twitter’s Trending Topics (Figure 1.25) aggregates and lists the most popularly tweeted topics at any given time. This shows you what’s on people’s minds. Sometimes it’s nonsense, while at other times it’s a major global event. Oftentimes, topics are hashtagged, abbreviated or coded by the Twitter community’s vernacular. At a glance, Twitter’s Trending Topics can help you stay in the know.

Figure 1.25 What’s hot? To find out, see Twitter’s Trending Topics list.
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Twitter’s Advanced Search also helps inform Trending Topics and the court of public opinion. Chapter 4 will discuss Advanced Search in more detail.


Twetiquette 

The Twitter culture has developed its own etiquette, or twetiquette. Although certain behavior, such as brutal honesty, can be expected from users, the way in which people deliver their tweets and act/react is still influenced by a degree of mutual respect. Twitter users who recognize and operate within the boundaries of good twetiquette will attract more followers, have more appeal to new ones, won’t annoy the Twitter community, and will garner solid responses to their tweets. Those who don’t follow common twetiquette may get called out by other users, ignored, unfollowed, blocked, or worse: reported by the Twitter community as spammers. Twitter does take action against confirmed spammers, removing them from Twitter altogether.
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Common Twetiquette Standards

Some of the most common conventions of twetiquette include the following:• Complete your Twitter profile.It’s the Twitter equivalent of introducing yourself. Don’t expect people to engage you unless they can find out a little bit about you first.
• Upload a picture. Profile pictures are sometimes referred to as avatars. (Only newbies keep the Twitter default avatar, mainly because they don’t know how to change it.) Don’t hide behind some strange graphic. Most people want to see the real person with whom they’re tweeting.
• Basic manners also apply on Twitter. The time-honored Golden Rule line of thinking applies to your Twitter use. (Yes, people have already been sued for libel as a result of Twitter rants.)
• Keep it clean! Keep profanity and questionable language to a minimum. If you wouldn’t say something out loud in public, it’s probably not a good idea to say it on Twitter.
• Don’t just talk about yourself. Self-promotion gets old really quickly.
• Respond to @ or direct messages. If someone sends you an @ message or direct message, it’s courteous to respond. Provide context for your tweets. When publicly replying to a tweep, try to give some context to your tweet so others reading it can understand your message without having to backtrack on the whole conversation. Context in the form of a several-word reference should suffice.





Vocabulary and Acronyms 

Over the years, Twitter users have developed their own vocabulary that cleverly plays on the word “Twitter” itself, appending the letters “T” and “W” to the beginning of the word, or featuring it somewhere in between. (As a friend put it to me, “We all  sound like Elmer Fudd!”) Words that rhyme with “Twitter” or contain the root “twit” are also favored. Twitter users often create new words on the fly, which are tweeted to other users and are quickly adopted and integrated into the Twitter vernacular. Many third-party websites and applications developed for Twitter—such as Twitterholic, Twollow, and Twhirl—perpetuate this trend. There are too many to list here, so they are included in the glossary at the end of this book.
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Observe Tweets for Context

Clever tweeps do a great job of working context into their replies. When reading your Twitter stream, check out how and if different tweeps’ replies convey the greater meaning of the whole dialog they’re having with others and how you find this valuable.

• When retweeting, give credit where it’s due. In other words, use the originator’s Twitter handle to show who sent the tweet originally.
• Be mindful of what you say about others. You never know who is reading your tweets, and it could be the very people about whom you’re making negative comments. (This is especially important for companies empowering employees to tweet on the company’s behalf.)
• Keep self-promotion to a minimum, especially for new followers warming up to you. Nobody wants to follow you and suddenly receive numerous tweets and direct messages about whatever it is you’re selling.
• When you ask a question and receive answers, thank the people who were kind enough to respond.
• It’s courteous to follow people when they follow you, at least at first, to get a sense of who they are and what they’re all about. (You can always unfollow them later.)
• If the number of tweeps you’re following doesn’t balance, to a fair degree, with the number of people following you, and you have very few tweets, you’ll probably be considered to be someone with an ulterior motive (i.e., a spammer, an affiliate sales propagator, or a multilevel marketer).
• Don’t constantly ask your followers to retweet, Digg, Stumble, and so on to get out your message. It’s annoying, and your followers will most likely ignore your requests, or worse, unfollow you.
• Repeatedly reporting the number of followers you have comes across as arrogant. If people are curious, they know where to look for this information. The same goes for constantly touting your rankings on the various Twitter stat/vanity sites (Twitterholic, TwitterGrader, and so forth).
• Don’t take unfollowing personally, and don’t publicly reprimand people for doing so.
• Never violate Twitter’s Rules, which you can find at http://help.twitter.com/forums/26257/entries/18311  .






The Main Points 

• Twitter is a simple, real-time, people-status updating platform turned social community with connections that are built on the concept of followers—that is, people who find you and what you have to say interesting.
• Tweeting is like having (or starting) a conversation and should be treated as such.
• People use Twitter for many different reasons and in many different ways, which has opened the door for different types of marketing opportunities.
• In its short history, the flourishing Twitter community has developed its own unique culture, complete with social conventions (twetiquette) and language.
• Twitter is continuing to grow in popularity and evolve as both a social network and marketing tool.





2

 Who’s Using Twitter for What?

Who, exactly, is using Twitter these days? A gadget-addicted tech geek? A twenty-something born-to-be-wired? Someone who has nothing better to do all day than post mind-numbing tweets?

Of course not! These days Twitter crosses a wide swath of people from all walks of life. This book teaches you how to reach these people and deliver your marketing message appropriately. Let’s walk through some Twitter demographics relating to the kinds of individuals using Twitter. Then let’s break out the various types of individuals and entities you’re likely to come across on Twitter.






Demographics 

As mentioned in Chapter 1, “Understanding Twitter,” Twitter guards its user information and usage statistics closely, so no official demographic data is available from Twitter. To complicate matters, Twitter users who use third-party applications, such as TweetDeck and Twhirl (as opposed to posting straight to Twitter.com’s web interface), are not taken into account by the established data-analysis companies. For Twitter demographics data, therefore, we can rely solely on studies done by firms such as Quantcast, comScore, Hitwise, and Sysomos.


The Data 

Quantcast, whose measurement methodology couples machine learning with directly measured data and a variety of sample-based reference points, claims that Twitter is a Top 50 site (ranked at number 26) and that its estimated reach in the United States was over 26 million people in May 2009. Quantcast describes Twitter’s audience as “young adult, slightly more female than male” and likely to visit pop culture websites.

In May 2009, comScore, one of the Web’s largest measurement analysis companies, estimated that 37.3 million people visited Twitter.com, which is up 16 percent from April 2009. This, however, is a slowdown compared to the 68 percent growth in the previous month. Still, Twitter’s web page views have exploded since the beginning of 2009, going from less than 50 million page views in May 2008 to 900 million page views globally in May 2009. (See Figure 2.1.)

Figure 2.1 comScore shows Twitter’s explosive growth in page views for 2009.
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Erick Schonfeld, writing for popular resource site TechCrunch, reminds us that comScore is analyzing all visitors to Twitter.com, which combines users with accounts and the casual browser reading tweets or finding people. comScore does not measure  users of Twitter who do not use the Twitter.com web interface to read, post, or reply. Some estimates place this kind of use of third-party desktop or mobile applications by active Twitter users at up to half of Twitter’s volume.

Who are these users, numerically speaking?

Hitwise estimated the age breakdown of Twitter users as 39 percent 18- to 24-year-olds, 20 percent 25- to 34-year-olds, 16.5 percent 35- to 44-year-olds, nearly 15 percent 45- to 54-year-olds, and about 9.5 percent 55+ (Figure 2.2). As compared to the year prior, the largest gains being seen in the age brackets for 25- to 34-year-olds and 35- to 44-year-olds, with the 55+ bracket losing the most ground (see Figure 2.3).

Figure 2.2 Hitwise 2009 Twitter gender and age data
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Figure 2.3 Hitwise 2008 Twitter gender and age data
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Where are these tweeters? The Sysomos study found that New York has the most Twitters users, followed by Los Angeles, Toronto, San Francisco, and Boston. Detroit was the fastest-growing city over the first five months of 2009 (Figure 2.4).

Figure 2.4 Locations of top Tweeters in the U.S.
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What does Twitter use tell us about someone? According to a July 2009 study by Anderson Analytics co-analyzed by Ad Age, if Twitter is your favorite site, you’re more likely to be interested in sex than the average Facebook, MySpace, or LinkedIn user. Twitter users also skew particularly high in interest for all news categories, restaurants, sports, politics, personal finance, and religion. They especially like pop culture, music, movies, TV, and reading. They’re more likely to buy books, movies, shoes, and cosmetics online than the other groups. Twitterers are also entrepreneurial multitaskers. They are more likely than others to use Twitter to promote their blogs or businesses, more likely to be employed part time (16 percent versus 11 percent average), and have an average income of $58,000. Survey respondents were noncommittal about Twitter, with 43 percent saying they could live without the service.


The Social Media Framework 

Another way to look at Twitter demographics is to reference the important social media book Groundswell (Harvard Business School Press, 2008), by former Forrester Research analyst Charlene Li and her colleague Josh Bernoff. The authors examined social media users within a framework they named “Social Technographics,” which defines the online population by an individual’s role in a Web 2.0 world. It is from this global view that one can learn how an individual will likely react to the micro-blogging tool called Twitter.

Social Technographics classifies and ladders consumers into six overlapping levels of participation: Creators, Critics, Collectors, Joiners, Spectators, and Inactives (Figure 2.5).

Figure 2.5 The Technographic Ladder
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Creators Creators produce content such as web pages, blogs, photos and video, audio, and articles.

Critics Critics review, rate, comment upon, and contribute to the content produced by Creators.

Collectors Collectors tend to aggregate information. They’re likely to subscribe to RSS feeds, vote for articles and websites, and bookmark or tag web content.

Joiners Joiners sign up for and visit social networking sites, but tend not to fully engage.

Spectators Spectators take in Web 2.0 content (read, listen, watch) but don’t often participate.

Inactives Inactives just plain don’t participate at all.

What do all these statistics and categorizations really mean in the context of Twitter? Though Twitter might be measured in terms of number of accounts, an account does not necessarily equate to a single person. The Twitterverse consists of many buckets of user types, and it’s important to understand these user types as you prepare to develop your Twitter marketing strategy.




Individual Users 

Twitter started out because Jack Dorsey wanted a way to keep up-to-date with other individuals. If only Jack had used Twitter, however, it would have been a pretty useless idea because it would never have served its purpose. Who flocked to Twitter in the early days? It’s probably worth taking a look at the types of early adopters and their  motivations for using Twitter in order to understand how the Twitter marketing channel might continue to evolve.


Twitter’s Early Adopters 

While the rest of us might have been ignoring this silly little texting/chat-like application known as Twitter, some in the cyberworld took a liking to it and soon grasped its potency.


The Geeks 

Those techie types who have affectionately come to be labeled “geeks” embraced Twitter early on. They got it. The potency of Twitter was that it was a kind of unchained instant messenger to communicate your whereabouts and happenings with your buddies. Moreover, you didn’t need to be limited to computer access or tied to a cell phone. One platform could serve all purposes.


The Evangelists 

Twitter had a natural, built-in viral component: in order to have a dialog with your buddies via Twitter, they had to use it too. So it’s likely that the first wave of people to tout Twitter did it for selfish reasons. Given its ease of use and portability, however, Twitter was easy for passionate users to evangelize. Not even a formal company yet, Twitter turned a corner at the March 2007 South by Southwest (SXSW) Conference, where the word about Twitter spread like wildfire. Those in the know used Twitter to find out about the best parties—although in those days, most tweeting occurred via SMS because everyone had their cell phones at hand. By November 2007, at BlogWorld Expo, Twitter was again on everyone’s lips.
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A BlogWorld Expo 2007 Attendee’s Blog Entry about Twitter

“Twitter [has] tipped the tuna. By that I mean it started peaking. Adoption amongst the people I know seemed to double immediately, an apparent tipping point. It hasn’t jumped the shark, and probably won’t until Steven Colbert covers this messaging of the mundane. As Twitter turns 1 on March 13th, not only is there a quickening of users, but messages per user.” (Ross Mayfield of SocialText:  http://ross.typepad.com/blog/2007/03/twitter_tips_th.html)



The Curious 

If you were among the people attending these kinds of conferences and events and hearing about Twitter, chances were great that you were going to at least check it out. If you wanted to be part of the cool, informed crowd, you’d better sign up if you hadn’t already. As bloggers began writing about Twitter, word spread even further, and curiosity struck others beyond technology conference-goers (Figure 2.6). Once bloggers  figured out that they could use Twitter to push blog post links and attract more traffic, they became evangelists—anyone with an active blog had to know about Twitter. As a consequence, Twitter gained more traction.

Figure 2.6 An early blog post from the Twitter curious
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The Reinventors 

Reinventors early on saw the value in Twitter to do more or to do something different. Some reinventors came from a world of entrepreneurship—those who constantly strive to find the next big thing to commercialize. Those who made their living in communications saw the potential for Twitter as a new communication tool, and those in the media saw Twitter as another broadcast channel. Still others came from the corporate world and were just looking for new tools to get things done. Twitter, as it turned out, could help realize multiple realities.

Eventually, enough people flocked to Twitter that it started to take on a life of its own. Twitter became a kind of living organism, evolving from a variety of people using  it for a variety of purposes. The diversity of Twitter users can be broken down further by individual profile types.


Twitter Profiles Types 

Ignoring for a moment that Twitter isn’t simply used by individuals (we’ll get to other kinds of Twitter users in a little while), marketers need to understand the various Twitter profile types.


Newbies and Inactives 

A newbie, quite simply, is a newcomer. A newbie might have joined Twitter out of curiosity or because he or she was encouraged to do so. One of the best things about being a genuine newbie on Twitter is that most Twitter users will gladly help you get acquainted.

Merely signing up for an account, however, does not a Twitter enthusiast make! For that matter, many who sign up for Twitter do not actively use their accounts. Various sources report a good portion of Twitter account holders are inactive. A  Harvard Business Review report revealed that most Twitter users are passive, with 10 percent of all users accounting for 90 percent of the overall number of tweets. Hubspot, another web-data-tracking company, reported that more than 50 percent of Twitter accounts did not do even the most basic activities.

Accounts can remain inactive for a variety of reasons, including a user’s fear of getting started, not really caring to introduce “yet another thing” into an already busy life, and having signed on for inconsequential reasons. For example, after Oprah’s “big join,” Twitter watchers learned that this kind of newly minted user came, saw, and left the building. There are even those who merely want to celebrity-gawk. Accounts are also created without any initial usage in mind, such as accounts created to hold or protect a name, accounts created for automated software (bots), and multiple identities created by a single person with different purposes for each account in mind.

As previously stated, younger users have been deemed a large user pool by some data analysts. Although these users may have Twitter accounts, they really seem to fall into the Inactives category, at least according to a May 2009 study conducted by the Participatory Marketing Network (PMN). This study found that only 22 percent of 18- to 24-year-olds use Twitter. My casual interactions with this age bracket (from speaking on panels aimed at high school and college students, as well as by interacting with them on Twitter) seem to confirm this study. Many young account holders enjoy Twitter mainly as a way to track their favorite celebrities.


Casual/Social Users 

Casual or social users of Twitter primarily tweet as an alternative to instant messenging or text messaging. Twitter is open and easy to use, and social tweets are simple, often short, and don’t pay heed to context (e.g., “Hey!” or “Thx!”). Casual tweeters  don’t necessarily pay attention to the Twitter world around them. They tweet either sporadically or just to socialize. Although these users might be in business, they tend not to use or rely on Twitter for business. Twitter is their way to journalize their thoughts and meet new people in a no-holds-barred way of connecting. The casual user may in time, however, evolve into another kind of user, depending on whom they connect with and what resonates with them.


Multilevel Marketers, Get-Rich-Quick Schemers, and Quickie Salesmen 

Many legitimate marketers in the online community didn’t like this category of marketer before Twitter—and like them even less now! These schemes may have redeeming value to someone, but it’s hard to find a compelling argument for them—other than to make money without regard for social mores or standards. Although they might be marketing legitimate products, most Twitter users find members of this category difficult to differentiate from spammers. How do you know if you’re dealing with a get-rich-quicker? Visit their profile page and view things such as their Following-to-Followers statistics. If they’re following a disproportionate number of people to the number of followers they’re actually attracting, this could be a red flag. Next, look at their Tweet stats: if they have very few tweets in comparison to the number of followers they have, they have probably acquired their followers by artificial means, which is another red flag. (These individuals pay to acquire a list of followers and use software that automatically follows and unfollows users, hoping to take advantage of the automated following to build their own follower base.) You’ll probably also notice other common clues such as profile bios that literally say this individual just wants to get rich quick and Tweets that only promote get-rich-quick messages. If you do happen to follow this type, it’s likely you’ll get an automatic DM back with a link to more ways to make money. It doesn’t take long before you can quickly discern this type.

Unfortunately, Twitter’s easy-access platform has attracted multilevel marketers (MLMrs) in droves, and some out there believe that they will overrun Twitter with so much garbage and spam that it will lead to the downfall of Twitter. Because MLMrs never define themselves as such, tweeting negatively about them can even bring down a rain of new, useless MLM followers or twitbots (more on that later) to the defiant user. Thankfully, the Block button comes in handy to cut off these unwelcome followers and, of course, you can always opt not to follow them back.

Quickie sales may also fall into to another gray area, but Twitter was never created to be used solely as a sales pitch channel. Twitter’s etiquette about sales messages is akin to that of social networking sites: one ought to be fostering relationships and contributing to the community as a whole. It’s deemed bad practice to tweet only about what you’re selling. If all you want to do is sell, go on eBay. That being said, Twitter can, of course, be used as a channel to help nurture sales in a way that’s not off-putting to the community. That’s what this book will help show you.


The Antagonist 

Every so often, you might encounter one of these sorts on Twitter. You know the type: the person who just wants to give you a hard time and call into question everything that you do. The antagonist is typically different than an unhappy customer, who just wants their problem resolved to their satisfaction. The antagonist likes to stir the pot for controversy’s sake and to gain attention. The larger the brand, the more vulnerable you are to harassment by this kind of unwelcome tweep. You could block them, but then you run the risk of them spreading their malcontent throughout Twitter. Addressing their concerns with factual responses and then mostly ignoring them is the best way to manage these types.


Company Guy/Gal 

A company guy or gal uses Twitter for business on their company’s behalf. When this occurs, whose voice do we hear? Do we hear that person’s voice resonating the company brand and image, or do we hear a person speaking for themselves? Must the answer be one or the other?

In Chapter 5, “Week 2: Find and Attract Followers,” we’re going to go over best practices and answer these questions. For now, suffice it to say that certainly there are some people—and perhaps many people—currently tweeting on their company’s behalf. On Twitter a company spokesman does not appear as a faceless brand from an anonymous source, but rather as an individual representing the company (Figure 2.7).

Figure 2.7 Individuals representingtheir companies on Twitter
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Power Users 

Let’s start by defining what a Twitter power user is not. A power user is not someone who simply has tens of thousands of followers, as some might want you to believe. Power users come in a few different flavors; however, they all share some common attributes:• They tweet...a lot!
• They tend to produce a lot of original content.
• The original content they tweet would be described as high quality. 
• They tend to be retweeted a lot.
• They have a lot of followers because of their high-quality original content and because they’re retweeted so often.
• Others describe them as thought leaders, and as authentic, real, or genuine (that is, it’s clear that they’re not just talking heads).
• They are responsive to their community of followers, which feeds all of the above.
• They seem to be supremely committed to and passionate about Twitter. (I often wonder how some power users have lives outside of Twitter or accomplish anything during their day jobs.)



Power users might be deemed the elite of Twitter. They’ve certainly attained a kind of “Twitter rock star” status. Most power users have earned their stripes (reputation) authentically—that is to say, without using follower-building tools and other chicanery.

Folks like Pete Cashmore (@mashable), Robert Scoble (@scobleizer), Tara Hunt (@missrogue), Chris Brogan (@chrisbrogan), Sarah Evans (@PRSarahEvans), Mari Smith (@marismith), and Scott Stratten (@unmarketing) are often cited as power users (Figure 2.8.) For more examples of power users, visit Twitalyzer’s Top 100 (http://www.twitalyzer.com/twitalyzer/list.asp. ). Twitalyzer is a resource that uses its own proprietary methodology to track and measure Twitter’s Top 100 users at any given time.

Figure 2.8 Some of Twitter’s well-known power users
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Moms as Power Users 

Wired moms make up a huge segment of power users. A 2008 study by ad network BlogHer found that 36.2 million women actively participate in the blogosphere every week, with 15.1 million publishing and 21.1 million reading and commenting on blogs. These wired moms may have started out as mommy bloggers or they came to Twitter based on the recommendation of a friend or family member, got hooked, and stayed. It is easier to get started on Twitter than a blog, and unlike blogging, a mom doesn’t have to be a content producer in order to take advantage of Twitter.

The mommy community on Twitter is huge, and their influence via the social media sphere continues to grow. Big brands salivate at the idea of successfully tapping into this community. Christine Young (@YoungMommy) touts herself as “one of Walmart’s 11Moms & Nielsen’s Power Moms.” Jessica Smith (@JessicaKnows) has also been tapped: “Nielsen Media named me one of the Power Pack in their Power Mom 50.” There’s even an entire website devoted to TwitterMoms: The Influential Moms Network (http://www.twittermoms.com) is run by Megan Calhoun, another power mom (@twittermom). (See Figure 2.9.) Clearly, these moms are proud of and continue to culti vate their influence and standing in the mommy community. Anyone trying to market products or services to moms better pay close attention to this community and their tweets.

Figure 2.9 TwitterMoms
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Experts 

Wait a minute. Aren’t power users experts? Shouldn’t these categories be combined? As my algebra teacher would say, this relationship does not exhibit the “necessary and sufficient conditions” to say that experts are power users. Although it’s likely that a power user is a Twitter expert, the converse is not necessarily true. Why? As in every other community, Twitter is full of windbags and frauds. Anyone on Twitter can hang up a shingle (their profile bio) and claim to be an expert at this or that—particularly when it comes to social media. Most true Twitter or social media experts don’t come out and literally use the word “expert” to describe themselves. Real experts have more sense than that and let their tweets and Twitter statistics do the talking for them.

On Twitter, the community can and does function as a teacher. By following a user, the community and its response affirms and endorses a user’s degree of expertise. The Twitter community, and not the individual, decides who’s an expert and who’s not. One of the highest forms of flattery a true user can receive are the tweets citing gratitude to those who have helped, inspired, motivated, or simply have listened to them. The other users are the ones who can rightfully call someone an “expert.”

Pretenders will ultimately be ignored by all except their own ilk, and they tend to be false followers. For experts, the axiom should read, “He (or she) who claims to be an expert in social media is likely not to be one.”

The transforming power of Twitter allows all players to be equals. A mere individual can carry more clout on Twitter than a brand. On Twitter, numbers can be misleading. One person may tweet more than another, but that other person may have something more important to say to the community. Therefore, the volume of tweets isn’t wholly an indication of clout, nor is the number of followers, particularly if the user being followed doesn’t have any real relationship with the follower base. Phonies and big brands who are accustomed to manipulating images, beware. Twitter is another Web 2.0 player demonstrating how the game has changed and how people can harness and wield their community power if they choose to do so.


Content Producers 

Earlier I mentioned the evangelists, those who espoused Twitter during its infancy, somewhat for their own gain. These evangelists were primarily bloggers who today still actively exploit Twitter for their own gain. You can identify this type pretty easily: their tweets are mainly composed of links to their own blog posts. Although their means may be selfish, Twitter users like this still generate legitimate content (as opposed to MLMrs who mainly tweet links to things they think will make them money). A blogger can also opt to tweet their post as a way to inspire dialog. Chris Brogan does this effectively (see Figure 2.10).

Figure 2.10 Chris Brogan’s tweet tease tactic and a related blog post
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URL-shortening systems such as TinyURL have been around for years; however, Twitter’s 140-character limitation promulgated newer and even shorter URL-SHORTENING solutions. The new solutions came with additional bells and whistles such as tracking statistics, aggregated referral source statistics, and on-page/in-frame data. Content producers in particular are apt to exploit these new tools to the greatest end.

Bloggers don’t solely occupy the content producer mantle, however. Some people just enjoy the game of 140-character composition; others, like comedians, use Twitter to test material and build an offline audience; still others use Twitter as a platform to philosophize. In general, you can tell a content producer by their Tweet volume: it’s typically as high as or higher than their follower count. When their follower count begins to exceed their tweets, they’re probably moving into the territory of a power user.


Celebrities 

Celebrities have had a huge impact on the growing Twitter phenomenon. In 2009, celebrities flocked to Twitter, seeing it as a way to connect directly with their fans (or, in some cases, revive a stagnating career). Chapter 1 discussed the Oprah Effect. Much of 2009’s Twitter user account growth has been attributed to the fact that so many people want to read about their favorite celebrity’s every last move (Figure 2.11). Entertainers, like The Tonight Show’s Conan O’Brien and The Daily Show’s Jon Stewart, have used Twitter for their show fodder; news celebrities tweet their audience; sports figures have tweeted from the sidelines; and musicians take their tweeps along for road shows.

Figure 2.11 Top celebrity tweeters (based on Follower counts)
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Websites like TweeterWall, FollowFamous, and VIPTweets have cropped up to serve the devoted. NBC has launched an entire microsite, Twitter-Tracker.com, complete with advertisements, and a companion Twitter account (@TW1TTERTRACKER) that aggregates the tweets that The Tonight Show staffers post on Twitter (Figure 2.12).

Celebrities like Oprah have even gotten in on the marketing game. Chris Bulger of Compete.com described one 2009 campaign for KFC and its impact on his blog (http://blog.compete.com/2009/06/09/kfc-oprah-wtitter-free-chicken).

Figure 2.12 NBC’s Twitter-Tracker.com

[image: 046]

The big question is whether this free promotion had a lasting effect for KFC throughout the month of May. According to the graph in Figure 2.13, the answer to that question is no. Traffic to kfc.com and unthinkfc.com peaked during the week of the promotion. Unique Visitors were 2.85 million and 8.75 million, respectively. However, following that promotion week, traffic quickly dropped off. Unique visitors to kfc.com decreased 73 percent (week-over-week), and unique visitors to unthinkfc. com had a decrease of 98 percent.

The Oprah Effect is also clearly visible in Figure 2.14, as you can see in the third bar of each cluster. In the week of the free offer, 7.95 million unique visitors went to the Grilled Chicken Coupon landing page on Oprah.com. Many of these visitors were seeking further information following the mention on her show and others were following her Twitter feed.

Twitter Delivers the Chicken

“I first learned about the free Grilled Chicken meal offer from Oprah when I saw both ‘KFC’ and ‘Oprah’ were top trends on Twitter. Upon further investigation, I learned that a page on Oprah’s website was redirecting traffic to KFC’s new microsite for their new Grilled Chicken product, [http://www.unthinkfc.com]. Customers were able to receive their free Grilled Chicken meal via a coupon on [the microsite]. Lending a hand in guiding online attention to the free Grilled Chicken meal [http://www.coupons.com] also played a crucial role in referral traffic to the microsite. In May, Coupons.com accounted for 34.1 percent of unthinkfc.com referral traffic; Oprah.com accounted for slightly less with 30.2 percent.

In less than 24 hours, the promotion had received a tremendous amount of attention. Figure 2.13  shows the Daily Reach for the website unthinkfc.com from May 3 through May 9, 2009, the week in which the free offer was made available. Daily Reach is a metric that shows how many people visit a website as a percentage of all U.S. Internet users online. So, on May 6th, an astounding 3.73 percent of the U.S. Internet population visited unthinkfc.com.”

Figure 2.13 unthinkfc.com Daily Reach during coupon promotion
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Figure 2.14 Traffic and the Oprah Effect on unthinkfc.com
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KFC was not really prepared for the Oprah Effect, however. Apparently, stores could not handle the volume of requests, which obviously left consumers frustrated. Sales for KFC’s grilled chicken did increase, though, which was the point of the promotion, so KFC could deem this campaign a success.




Bots, Games, and Memes 

Individual users aren’t the only entities you might come across on Twitter. The Bots, Games, and Memes category doesn’t even include people. The contents of these user accounts are automated via software programs, so don’t expect members of this category to be engaging in any way.

Let’s define the members of this category and then move on to some examples.  Bots have been on the Web for a long time. Search engines use bots to crawl through the contents of web pages so that they can index them. According to the definition in Wikipedia, “Typically, bots perform tasks that are both simple and structurally repetitive, at a much higher rate than would be possible for a human alone.” Because it relies on them to perform certain operations, Wikipedia even has a Bot Policy: “...bots must be harmless and useful, have approval, use separate user accounts, and be operated responsibly.”

Twitter games also run off software programs. Game developers must be creative because their programs need to play off the use of tweets somehow.

Memes, which rhymes with “dreams,” refers to an idea, concept, phrase, or other unit of information that spreads quickly. On Twitter, memes might be a viral concept (not automated) or the aggregation of highly popular tweets by a software program.


Twitter Bots 

Twitter bots fall into two primary categories: harmless and unwelcome. Harmless bots can be set up to generate frivolous results like trivia or funny phrases (@xbetween) or useful results like new bots (@googlenews). Typically created by spammers, unwel come bots might try to mimic humans in an effort to generate followers when they are actually an annoyance at a minimum and a scourge at worst. It’s a Bot (http://www.itsabot.com), although no longer in existence, was an interesting site that ran Twitter accounts through its software and tried to detect whether the account is a bot or real person (Figure 2.15).

Figure 2.15 It ’s a Bot analyzed users to detect bots.
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Games 

People generally find Twitter games not only harmless but fun; however, as with any other kind of game, people can end up wasting valuable time playing them. Because the user has to follow the game in order to play, games can be considered opt-in choices (Figure 2.16). Twitter games seem to be in the early stages of development; however, there are some who believe that with advanced development and creativity, Twitter could become another major casual-gaming hub.

Twitter gaming often spreads by word of mouth, with a participating user pulling in their tweeps either by the nature of the game’s operation (some games push tweets from that user out to all their followers) or literally by someone telling their friends about the game. At the moment, no single directory lists all the Twitter games out there, although many of them can be found on http://twitdom.com/tag/games.

Figure 2.16 Some games on Twitter
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Memes 

An example of a viral meme occurred during the 2009 Iranian presidential elections. When the election results led to charges of corruption by opposition voters and protestors took to the streets, the government intermittently shut down the Internet and forced out most of the external news media. Twitter became a major vehicle for the dissemination of news, both within Iran among the protestors and for the rest of the world observing the turmoil. Throughout the Twitterverse, users started adopting green avatars to show their support of the Iranian protestors (Figure 2.17).

Figure 2.17 Green avatar memes were adopted to show support for fair Iranian elections.
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Many viral memes wind up as Trending Topics on Twitter because they get so much attention and get people to tweet about them. Sometimes memes are also associated with hashtags, but just because a word has a hashtag doesn’t mean it becomes a meme.

Automated memes capitalize on topics the software algorithm deems as current or popular. The most popular meme tool is TweetMeme (Figure 2.18), which aggregates and categorizes the most popular links on Twitter.

Figure 2.18 TweetMeme tracks popular tweets.
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Small and Home-Based Businesses 

For the small or home-based business, Twitter is probably the most important marketing leveler since email. Twitter gives everyone the chance to have an equal voice. Granted, big brands can pay to market their Twitter handles in all kinds of ways—in ad and marketing campaigns, on product packaging, through public relations, and so on. None of this external promotion, however, prevents the small business from reaching the same Twitter status as a top-selling brand. What’s more important, the fact that Twitter is free completely eliminates a common marketing barrier to entry for small and home-based businesses.

Besides the “free factor” Twitter offers, there are several other compelling reasons for small and home-based businesses to embrace Twitter. For many small businesses, marketing doesn’t come easy and business development proves to be even more challenging. Small business owners may not have the time, resources, or know-how to market their business, or they may not be comfortable with the notion of “small talk” that business networking involves. Social community platforms like Twitter change the dynamics of small business marketing in that the business owner can still network to the degree he or she feels comfortable without necessarily feeling vulnerable or exposed.

Perhaps that’s why social media has attracted a growing number of small and home-based businesses. According to the April 2009 index of Discover Small Business Watch, 38 percent of small and home-based business owners were members of an online social networking community, up from 22 percent in October 2007. Sage North America, a small business software supplier, found that “65 percent of small businesses that used social networking sites said that they felt more comfortable doing so this year than they did last year, and 51 percent said that they had acquired and retained customers because of it.” Sage estimates that more than 260,000 North American businesses currently use social networking to promote their businesses. MarketingProfs, a popular marketing resource site, conducted an informal survey in May 2009 that revealed that 84 percent of primarily small business Twitter users expected their company’s use of Twitter to increase over the next six months, and 46 percent expect this increase to be significant. Forty-one percent of these same users say that Twitter delivers more value for business than LinkedIn or Facebook, topped only by company blogs (Figure 2.19)

Figure 2.19 Twitter provides more value for business.
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Small Business Twitter Stories 

Throughout the Twitterverse, you’ll find numerous small businesses represented, sometimes by their company moniker, sometimes by their leader, and sometimes by both. My company, Web Ad.vantage, is a great example of this. I use my Twitter account (@hollisthomases) to build brand awareness, publicize my company, tout job openings, and conduct networking. We also have an agency Twitter account (@webadvantage), which we all use to tweet about industry and company news, pose questions, answer questions, and network with peers and colleagues.

There are those on Twitter whose primary mission is to help or sell to small businesses (or a little of both). Twitter users like John Jantsch (@ducttape) and Matthew Ringer (@smallbizbee) tweet helpful links and respond to questions. Taking the commu nity spirit a step even further, Anita Campbell (@smallbiztrends) has created a Who’s Who on Twitter list of small business tweeps and resources (http://smallbiztrends.com/2009/01/the-ultimate-small-business-twitter-list.html   ). If your business is both small and local, you might find @LocalBizNews helpful to follow.

Some companies became companies because of social media and tools like Twitter. Wendy Piersall’s company, Sparkplugging (http://www.sparkplugging.com;  Figure 2.20) owes its roots to eMoms at Home, a blog she began as a hobby in 2006. During the time since the blog was founded, Twitter was also born and Piersall soon capitalized on it, joining in March 2007 and building a Twitter community in conjunction with what she was doing on her website, which was teaching others how to run home-based businesses. Her community grew, she found success and attracted others (not just moms) looking to do the same, and two years later she renamed her company and has been rolling ever since.

Figure 2.20 Sparkplugging website
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Local Business Using Twitter 

Unquestionably, the local small business sector has benefited from Twitter. Real estate agents, eateries, and even street peddlers have found ways to capitalize on Twitter. Enabled by tools such as Twitter Search, TwitterLocal, and LocalTweeps that help users find other users in their area, and keywords tied to their businesses (which might also be the names of competitors), these businesses can almost pinpoint, with near laser precision, Twitter users to whom they can market. Local businesses can work to build a following, and before they know it: voilà! They have a sale!

In fact, local business may be the darling of Twitter success stories. Much has already been written about the Twitter exploits of local businesses, and in Chapter 3, “Twitter: The Multipurpose Platform,” we’ll explore some of these case studies in greater detail.




Not-for-Profits: Charities, Causes, the Arts, Houses of Worship, and Associations 

Because Twitter is free and easily accessed, not-for-profits are eager to understand and take advantage of the power of the Twitter community. Twitter, by its very nature, breeds coagulation of advocacy and affinity. Twitter gives nonprofits voices they may never have had. On Twitter, it’s okay to express passion and the kind of devotion that’s often found only within their inner circles. Twitter has been described by nonprofits as their “top listening tool” and key to “mending relationships.” Nonprofits also feel that social media platforms like Twitter give them access to younger audiences at a key time to wield influence and break out of the mold of appearing stodgy, uninteresting, and inaccessible.

Some nonprofits have already successfully embraced Twitter, while others are in the early stages of learning. Some have been very clever in their use of Twitter, running contests to give away event tickets, live tweeting from conferences, teasing new studies and information reports, and creating completely new means for people to rally around a cause. One commonly cited example of this kind of Twitter success was the effort undertaken for the nonprofit group charity: water (http://www.charitywater.org),  whose mission is to bring clean and safe drinking water to people in developing nations. To raise awareness and solicit donations for its cause, in February 2009, in a matter of two weeks, organizers created and promoted a 202-city simultaneous event, Twestival, exclusively through Twitter (Figure 2.21). The events gave local Twitter users an oppor tunity to meet and network for the greater good, but more importantly, charity: water raised over a quarter million dollars, mainly from people who had never heard of them before. Thanks to this success, subsequent Twestival events for September 2009 and February 2010 have been scheduled.

Figure 2.21 Twestival
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Popular social media blog Mashable (http://mashable.com/2009/03/19/twitter-nonprofits   ) has a good list of nonprofits and charities on Twitter where you can learn how other nonprofits are using Twitter. Twitter, however, does pose challenges to the nonprofit sector. Twitter’s need for care and feeding presents a challenge to understaffed and overtaxed employees who can’t imagine adding just one more thing to their plate, and some in the sector wonder if their tiny organizations can ben efit enough to merit allocating these scarce resources. I advise these organizations to recruit volunteer evangelists or student interns who believe in the organization’s pur pose and can tweet on its behalf. With some concerted effort, perhaps they can raise enough money in donations or new membership fees to fund a paid staffer.




Academia and Higher Education 

The Academia/Higher Education sector is one that should be at the forefront of Twitter use and innovation, but which instead has been slow to adopt this technology. Of those institutions that have been actively using Twitter, it has primarily been seen as just another broadcasting tool. Rather than dwell on the reasons why this sector has underutilized Twitter to date, let’s focus on the positive—that is, the ways in which some institutions uniquely can use or already are successfully using Twitter.

Here is list of ideas, some items of which are the work of Twitter user @lexrigby:• Student recruitment. By actively engaging with the community at-large, the institution naturally makes itself more appealing to prospective candidates. @UBTowsonMBA provides a good example of this use of Twitter.
• Courting alumni. Alumni need to feel loved too, and merely asking them for donations and blasting them with news doesn’t do much for the warm and fuzzies. Twitter can be used to reminisce by class, link to photos, tout events, and maintain school pride long after an alum has graduated.
• Classroom communities. Students using Twitter as a way to collaborate on homework may lead to more productive discussions in class.
• Class communication. Teachers/lecturers can be encouraged to use Twitter as a way to communicate with students about homework, room changes, time changes, class preparation, further reading, and so on.
• Conference news. Attendess can live tweet during conferences using hashtags so that nonattendees can keep up with the information being released.
• Question and answer sessions. Students and educators pose and answer questions, all via Twitter.
• Feedback. Rather than waiting until the end of a class or event to fill in a feedback form, Twitter can be used as a means to generate immediate feedback. It can be used to encourage particular teaching methods and offer advice about how to do things differently.
• Distance learners. Using Twitter to communicate with distance learners has the potential to offer students greater learning support and encouragement throughout their education.
• Academic research. Academia loves to take the pulse of society and tenured staff are under constant pressure to “publish or perish.” Tapping into the Twitter community could serve as a launching pad for some new research report or larger, more scientific study.
• Keeping current. Both professors and students can keep up-to-date on the latest developments in their respective fields.
• Student service. Wayne State University in Michigan (@waynestate) uses Twitter as a customer service tool to listen, address, and reply to any problems raised by students.






Government 

As part of his revolutionary Internet-based presidential campaign, candidate Barack Obama’s team tapped Twitter as a means to keep the public informed of the  candidate’s whereabouts, website updates, and campaign points. Since then, many in government have joined Twitter, some to scandalous fault, tweeting inappropriate remarks about supposedly secret trips to war zones. Probably hoping to curtail more of the same, the Social Media Subcouncil, “a group of government web managers at the federal, state, and local levels bringing together social media best practices and other resources for the benefit of government agencies,” has even put together a Twitter Best Practices page on its wiki site (http://govsocmed.pbworks.com/TwitterBestPractices). The movement of government into social media can be tracked on Twitter using the #gov20 hashtag.

Another wiki, Twitter Fan Wiki USGovernment (http://twitter.pbworks.com/USGovernment) serves a different purpose—one more in the spirit of our democracy—that is, to connect the public with its tweeting government representatives. The wiki is regularly updated and chock-full of more Twitter accounts than you’d imagine possible. Don’t expect too much recent activity from a lot of these accounts, though. Some are woefully undermaintained.

The government as an entity, however, must still conduct its daily business and, as with other kinds of business, Twitter has been changing how this business gets done. Government purchasing officers seeking vendors for unusual bids can reach out to their Twitter network for referrals (e.g., @govloop and http://www.govloop.com). Government agencies can use Twitter as another way to keep the public informed about important alerts and advisories. Of course, politicians can use Twitter to keep their constituency “in the know.” TweetCongress, a grassroots effort to get Congress tweeting (@tweetcongress and http://blog.tweetcongress.org), has created Top Tweet Thursday, a selection of the top congressional tweets chosen by the TweetCongress staff.




Marketing, Advertising, Public Relations, and Communications Professionals 

Perhaps, next to MLMrs, one of the fastest-growing industry segments on Twitter right now is the marketing, advertising, public relations, and communications professionals sector. (I count myself a member of this trade.) The June 2009 study by Sysomos found that, of the people who identify themselves as marketers, 15 percent follow more than 2,000 people; in the rest of the Twitter population, of which only 0.29 percent follow more than 2,000 people. Marcomm professionals are so prevalent on Twitter that one of my colleagues recently remarked to me, “Soon, all of Twitter is going to be just us talking to ourselves.” Although I don’t necessarily agree with this perspective, I can’t deny that every day I see more and more professionals in this industry sector joining Twitter. And why not? The question really ought to be, “What took you so long?” I think traditional practitioners and firms within this sector have had a harder time embracing all things Web, as if it’s altogether another discipline. Although there  are certainly aspects of digital marketing that require different skills, we all need to remember that, among other things, the Internet facilitates communication. To any kind of marketer, the sheer importance of this fact cannot be ignored. Twitter, among other things, is a premier communications vehicle and, therefore, all marketers should become students of Twitter.

For all the ways and reasons Twitter is being used, this alone justifies why marketing and public relations (PR) people should be on Twitter and how they should be using it. Twitter should be part of the marketer’s toolkit. Enumerating the ways in which this group uses Twitter might be restating the obvious; however, I will state them anyway:• As a listening tool
• As an education tool
• As an engagement tool with existing and new audiences
• As a business networking tool
• As a soft-sell sales tool
• As a media relations builder
• As a media pitching tool
• As a brand monitoring tool
• As a reputation management tool
• As a CEO coaching tool
• As a research forum
• As an information sharing tool
• As a website traffic builder
• As an event marketing and creation tool (host Twitter-based live events)
• To reach the local community
• As a news distribution channel
• To build opt-in email lists
• To gain professional credibility



This last point is an important one. Twitter has at least reached a tipping point for marketing professionals to the extent that, if you are not on Twitter, it’s likely to appear to your peers, prospects, and clients that you are “not with it,” which certainly won’t help your reputation. From my marketer’s perspective, the exciting part about being on Twitter now is that it’s in its infancy, and we all have so much to learn as it and the Twitterverse continue to evolve. If you’re really smart, good, or lucky, you might actually influence its evolution!




Media Outlets 

The media is all over the place when it comes to Twitter. Some, like CNN, have taken full advantage of Twitter, integrating it into many of their broadcasts, updating current news via its @CNNbrk account, and encouraging its journalists to have and post to their own Twitter accounts. Others, like the world of print publishing, have been slower to sign up for Twitter, let alone use Twitter for anything other than another means to broadcast the same content. Perhaps that’s because most media outlets oper ate as push mechanisms: they distribute news and information; they don’t necessarily dialog about it with their audience, let alone in a live, real-time way unless it’s at a live event. A few print publishers, such as the Palm Beach Post (@Palm_Beach_Post) and the  Baltimore Business Journal (@bbjonline) have gotten the hang of Twitter and use it as both a one-way and a two-way channel. The Chicago Tribune has gotten creative about its use of Twitter. In addition to having its regular editorial staff on Twitter, the  Tribune hosts ColonelTribune (@Colonel Tribune), a “gentleman-about-town” handling news and all things Chicago with whom you can converse. The colonel is quite popu lar. With close to 160,000 followers at this point, he’s more popular than his own paper (@ChicagoTribune), which only has about 15,000 followers.

On Twitter, traditional media outlets are represented in two primary ways: by the media entity itself (e.g., @nytimes, @nprnews, @wsj) and by the journalists who write for these outlets. Journalists may actually have a leg up on their clunky old-school employers because they can more easily dialog and use Twitter as its use evolves. In fact, in certain ways, Twitter is a perfect medium for journalists who can now receive tips and scoops from Joe Everyman as well as their trusted contacts. Of course, with this kind of direct access, journalists need to be more cautious than ever and thor oughly vet their sources when they’re not tried and true.

Want to reach a journalist? Try resources such as JournalistTweets (http://journalisttweets.com) and MediaOnTwitter (http://www.mediaontwitter.com). The latter is a joint endeavor between some of Twitter’s PR powerhouses: Sarah Evans (@PRSarahEvans), Peter Shankman (@skydiver), and Brian Solis (@briansolis). These users, and others like them, have formed a kind of new category, the Conduit, a role that used to be played by only subscription services like PR Newswire’s ProfNet. The Conduit helps the journalists gather information for their stories by tweeting to their follower base at the journalist’s request. Shankman even coined the alert phrase HARO, which stands for Help A Reporter Out, to tweet out the requests. Urgent requests are tweeted from @helpareporter with the code URGHARO (Figure 2.22), and are then posted to the complementary Facebook page (http://www.facebook.com/helpareporter  ).

Figure 2.22 Help A Reporter Out urgent requests
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The barring of journalists from Iran during its 2009 election protests also revealed Twitter’s role for, in, and as part of the media. In The New York Times,  Noam Cohen wrote about the six lessons learned about Twitter during this episode:1. Twitter is a tool and thus difficult to censor. You do not have to visit the home site to send [or read] a message.
2. Tweets are generally banal, but watch out. Each update may not be important. Collectively, however, the tweets can create a personality or environment that reflects the emotions of the moment and help drive opinion.
3. Buyer beware. Nothing on Twitter has been verified. While users can learn from experience to trust a certain Twitter account, it is still a matter of trust.
4. Watch your back. Not only is it hard to be sure that what appears on Twitter is accurate, but some Twitterers may even be trying to trick you.
5. Twitter is self-correcting but a misleading gauge. Twitter is a certain kind of community—technology-loving, generally affluent, and Western-tilting.
6. Twitter can be a potent tool for media criticism. Just as Twitter can rally protesters against governments, its broadcast ability can rally them quickly and efficiently against news outlets—for example, #CNNfail, which called out CNN’s failure to have comprehensive coverage of the Iranian protests. This criticism was quickly converted to an email-writing campaign, and CNN was forced to defend its coverage in print and online.


The topic of Twitter’s role as a news medium took center stage at the all-Twitter June 2009 140-Characters Conference (#140conf) in New York. The schedule included sessions on the effect of Twitter on newspapers and television, and as a news-gathering tool. The latter session’s panel featured some heavy hitters of the broadcast news world: Ann Curry (@AnnCurry), NBC’s Today Show news anchor and host of Dateline NBC; Rick Sanchez (@ricksanchezcnn) of CNN Newsroom; Ryan Osborn (@todayshow), producer of NBC’s Today show; and Clayton Morris (@claytonmorris) a Fox News anchor. Writing on the popular blog TechCrunch, Brian Solis did an excellent job of summarizing the panel discussion with his article, “Is Twitter the CNN of the New Media Generation?” (http://www.techcrunch.com/2009/06/17/is-twitter-the-cnn-of-the-new-media-generation  ). I point to this because it helps illustrate the news media’s perspective as well as their issues and biases, but Solis also references an earlier article in which he wrote a very powerful opinion:

“What eludes publishers is the very thing that can save them: the new model for not only surviving the evolution, but also thriving in the future ecosystem of publishing and connecting content with audiences where they congregate online. The new media economy will embrace a shift in content creation and revenue generation from a top-down model to a bottom-up groundswell.”


I have to say, I first recognized Twitter’s potential as a news medium during the 2008 presidential election debates. For the elections, Twitter coordinated a stream of all posts using a microsite version of Twitter, http://election.twitter.com, which is no longer active (Figure 2.23). Anyone posting within the microsite would have their tweet streamed live to everyone else within the microsite. During the debates, tweets flew madly as the stream refreshed constantly. Users commented on everything from the candidates’ outfits to the substance of their arguments. Remarks varied from the profound to the hysterical, and I found myself sometimes more interested in what my fellow tweeters had to say than the candidates themselves. Never before during an elec tion had I felt so interested, so engaged. My voice could actually be heard. I found the experience extremely powerful and realized Twitter was on to something huge.

Figure 2.23 Twitter’s Election 2008 site
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During the elections, Twitter also partnered with Current (http://current.com), which produced Hack the Debate. Current aired live debates online and integrated a Twitter overlay that simultaneously broadcast tweets from Election.Twitter.com. Since then, other networks such as CNN, MTV, and E! Entertainment have gotten in on the act; but seeing this innovation for the first time knocked my socks off.




Sports and Entertainment 

Perhaps because of, or maybe just in conjunction with, the flood of celebrities to Twitter, the sports and entertainment industry has also gotten on the bandwagon. It’s been postulated that Twitter might be able to curb the downward spiral of the music industry. According to a June 2009 report by The NPD Group, a market research company, “Twitter users are much more likely than average web users to be engaged in online music activities—one-third listened to music on a social networking site, 41 percent listened to online radio (compared to 22 percent among all web users), and 39 percent watched a music video online (versus 25 percent among all web users). Twitter users were also twice as likely as average web users to visit MySpace Music and Pandora.” Critically, Twitter users also buy more: “33 percent of Twitter users reported buying a CD in the prior three months, and 34 percent claimed to have purchased a digital download, which compares positively to overall web users (at 23 percent and 16 percent, respectively). When Twitter users purchased music, they also spent more money than did their non-Twitter counterparts. In fact, people on Twitter purchased 77 percent more digital downloads, on average, than those who were not using Twitter.”

When a fan-favorite TV show debuts its season premier or airs an episode with a crucial turn of events, the Twitterverse is abuzz with comments both good and bad. At this pace, the Tweet-o-Meter could practically replace Nielsen panels and, at the same time, provide far richer feedback to the producers. Not unaware of its potential, in May 2009, Twitter signed an agreement with entertainment production company Reveille and Brillstein to produce a show about Twitter. The agreement caused great controversy in celebritydom, as reports led people to believe the show would be a reality-based competition using celebrity stalking through Twitter. Twitter founder Biz Stone had to take to the Twitter blog to stop the rumor mill: the agreement was real; the show concept was not confirmed. It’s not hard to imagine Twitter as another entertainment platform, however; by its nature, people already find the whole ecosystem entertaining. Where else can you get your dose of news and simultaneously find out what your friends and other interesting people are up to first thing in the morning?

The film industry sees Twitter as another way to promote movies virally. As of May 2009, four of the six major American motion picture studios had Twitter accounts. Going beyond film teaser links, Sony Pictures International generated a lot of buzz with its “Terminator Salvation Twitter Game” (@TStheGame), Universal Studios has integrated live tweets into its online ads, and Lions Gate Films promoted exclu sive movie content for their followers. On the Entertainment Agent Blog, agent blog ger Kenneth Tate II writes, “Entertainment agents take notice: If your client is not on Twitter, and if you are not consistently promoting their presence on Twitter, then you are not providing comprehensive representation. With that in mind, it might be best to start thinking of Twitter as an essential for publicity and promotion for clients. And if you don’t have any clients, think of Twitter as a tool to use to passively follow the industry as you strategize your own business.”

The sports industry, on the other hand, always seeking ways to tap into the power of the fan, has quickly warmed to Twitter. In a June 2009 article, “Twitter Craze Is Rapidly Changing the Face of Sports,” Sports Illustrated stated, “The entire sports world is obsessed with the microblogging tool.” College coaches tweet to show case their programs to recruits. Niche leagues use Twitter to build audiences. Women’s Professional Soccer “started a weekly series in which players answer real-time ques tions from fans on Twitter. Here, a cash-conscious league can engage its fans without paying a penny.” Pro teams tweet scores, schedules, and highlight clips and try to engage with fans to bring them just a little closer to their sports heroes. The Phoenix Suns director of digital media and research, Amy Martin, had the luxury of probably the most popular sports figure on Twitter, Shaquille O’Neal (@The_Real_Shaq) to lever age. For his birthday, Martin thought up “Shaq Day,” a contest of Twitter user-made videos. Martin also hosted virtual pep rallies and a tweet-up event where Twitter fans who bought tickets to that day’s game got to meet the sports legend. For the 2009  Stanley Cup playoffs, the NHL organized a nationwide (24-city) tweet-up that made headlines (Figure 2.24).

Figure 2.24 Sports figures on Twitter

[image: 058]

Are you seeking to find sports figures on Twitter? Sportsin140.com (http://www.sportsin140.com/) has created a Twitter directory with what it claims to be “over 500 confirmed and validated Twitter accounts for pro athletes, coaches, members of the sports media, colleges and universities, companies and more.”




Corporations and Brands 

Yes, corporations and brands are on Twitter, but not nearly enough, and not very many of them have quite figured out how to use Twitter. They express concern about resources, value, and return on investment (ROI), control of their corporate image, and so on. These are the same brands that struggle with the notion of social media, but who don’t have a good comeback when asked, “What are you doing about the consumers who are already talking about you when you’re not even there with them?” Sit with them and do a Twitter search; they’ll practically be stupefied by the results.

That being said, Twitter’s gotten enough media attention to capture the interest of big corporations and brands and, to their credit, most are now pretty eager to listen and learn. Those that have already dived in have been (like the rest of us) figuring out Twitter as they go. As a marketing tool, Twitter demands flexibility, and sometimes that’s hard for big companies to swallow. But brands should look at Twitter this way: with a fast-moving real-time medium of only 140 characters, if you do make a mistake, it’s probably going to be a lot less costly than a traditional marketing and advertising failure. If you handle your mistakes promptly and appropriately, you can rebound a lot faster.


Brands on Twitter 

In case you’re wondering what brands have gotten in on the Twitter act, let’s list some active ones here. In Chapter 3, we’ll go into detail about what corporations and brands can accomplish by using Twitter. For now, let’s just use this list and Figures 2.25  through 2.37 as a way for you to feel comfortable that you’re not alone in your Twitter marketing pursuits.

Consumer Retail Products and Services

American Apparel (@americanapparel) 
Best Buy (multiple handles) 
Build-A-Bear Workshop (@buildabear) 
Career Builder (@CareerBuilder) 
Comcast (@ComcastCares) 
Dick’s Sporting Goods (@dickssportingss) 
DKNY (@DKNY) 
e.l.f. Cosmetics (@askelf) 
Express (@ExpressLisaG) 
Graco (@gracobaby)

Figure 2.25 Graco

[image: 059]

Hanes (@HanesComfort) 
Hewlett-Packard (@HPCheer) 
Home Depot (@homedepot) 
H&R Block (@hrblock)  
Kodak (@kodakCB & @kodakidigprint) 
Leap Frog (@LeapFrog) 
Louis Vuitton (@LouisVuitton_US) 
Nordstrom (@nordstrom)

Figure 2.26 Nordstrom
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Pet Smart (@PetSmartTLC) 
Petco (@NatalieatPETCO) 
Rubbermaid (@rubbermaid & @RubbermaidTwo) 
Sephora (@sephorablog) 
Sharpie (@SharpieSusan) 
Snapfish (@snapfishbyhp) 
Target (@TargetINC) 
Toys“R”Us (@toysrus) 
Turbo Tax (@turbotax) 
Uniball (@UniBall_USA) 
Wachovia (@Wachovia) 
ValuPack (@Valpakcoupons) 
Vera Bradley (@verabradley) 
Zappos (@zappos and http://twitter.zappos.com/employees)

Figure 2.27 Zappos employees on Twitter
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Packaged Goods, Food, and Beverage

Baskin Robbins (@BaskinRobbins) 
Ben & Jerry’s (@cherrygarcia) 
Betty Crocker (@BettyCrocker) 
Bigelow Tea (@bigelowtea) 
BiLo Supermarket (@BILOSuperSaver) 
Bob Evans (@BobEvansFarms) 
Blue Bunny (@Blue_Bunny) 
Coke (@CocaColaCo)

Figure 2.28 Ben & Jerry’s
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Community Market (@CommunityMarket) 
DiGiorno Pizza (@DigiornoPizza) 
Dunkin’ Donuts (@DunkinDonuts) 
Eggland’s Best (@EgglandsBest) 
Expo Markers (@ExpoMarkers) 
Fast Fixin’ (@FastFixin) 
Flying Dog Brewery (@flyingdog) 
Friendly’s (@EatAtFriendlys)

Figure 2.29 Friendly’s
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Hostess Snacks (@Hostess_Snacks) 
Huggies (@huggiesmom) 
KFC (@kfc_colonel & @thebklounge) 
Little Debbie (@LittleDebbie) 
Mambo Sprouts (@MamboSprouts) 
Meijer (@Meijer) 
method (@methodtweet) 
Pepsi (@pepsi) 
Plum Organics (@PlumOrganics) 
Philadelphia Cream Cheese (@LoveMyPhilly)

Figure 2.30 Philadelphia Cream Cheese
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Popeye’s Chicken (@PopeyesChicken) 
Purex (@Purex) 
Quaker (@QuakerTalk) 
Revolution Foods (@RevolutionFoods) 
Rita’s Italian Ice (@ritasitalianice) 
Scott (@ScottTips) 
Seventh Generation (@SeventhGen)  
SoftSoap (@LatherUp) 
Starbucks (@Starbucks)

Figure 2.31 Starbucks
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Success Rice (@Success_Rice) 
Sun and Earth (@SunandEarth) 
Sun Chips (FritoLay) (@SunChips) 
tasti D-lite (@tastidlite) 
Trader Joe’s (@traderjoes) 
Tyson Foods (@TysonFoods) 
Whole Foods (@wholefoods)


Automotive

Chevrolet (@AdamDenison) 
Ford Motors (@scottmonty & @fordcustservice) 
General Motors (@gmblogs) 
Harley Davidson (@harleydavidson) 
Honda (@Alicia_at_Honda)

Figure 2.32 General Motors
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Travel and Leisure

Carnival Cruise Line (@CarnivalCruise) 
The Citizen Hotel (@thecitizenhotel) 
Fairmont Hotels (@fairmonthotels)

Figure 2.33 Fairmont Hotels
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Four Seasons Resorts (@Four_Seasons) 
Hertz (@connectbyhertz) 
Hotel Casa del Mar (@casadelmar)  
JetBlue (@jetblue) 
Luxor Hotel & Casino (@LuxorLV) 
Marriott International (@MarriottIntl) 
MGM Grand Hotel (@mgmgrand) 
Planet Hollywood Casino & Resort (@phvegas, @phresort) 
The Ritz-Carlton (@simonfcooper, @ritzcarltonpr & @brucehimelstein) 
Southwest Airlines (@southwestair) 
Travel Channel (@travelchannel)

Figure 2.34 Southwest Airlines
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Figure 2.35 Travel Channel
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Technology

Delicious (@Delicious) 
Dell (@richardatdell & http://www.dell.com/twitter) 
EMC (@emccorp) 
Google (@google…and many others) 
HP (Store) (@buyhp) 
HP Direct (@HPCheer) 
HTC (@htc) 
Intuit (@intuit, @QuickBooks, @IntuitPayroll, @IntuitCommunity, @IntuitDeals & @1practicalgal) 
LinkedIn (@LinkedIn)

Figure 2.36 LinkedIn
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Motorola (@motodeals) 
Oracle (http://wiki.oracle.com/page/Oracle+Tweeters?t=anon) 
Palm (@palm_inc) 
The Sims 3 (@thesims3) 
Sun Microsystems (@sunmicrosystems) 
Yahoo! (@yahoo…and many others)

Figure 2.37 The Sims 3
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The Role of the Community Manager 

For large brands with many corporate layers, products, divisions, and even global units, one way to deal with the “social media fear factor” has been to promote or hire someone to oversee social media initiatives. This individual, most commonly referred to as the community manager, has a fairly daunting responsibility. Not only are community managers responsible for managing how the brand is portrayed and perceived with the online public, but they are also responsible for developing and overseeing the execution of strategies that are in constant flux due to the environment in which they’re being executed. Community managers need to be individuals with 360-degree vision,  and they need to be able to think on their feet.

What’s been written thus far about community managers has primarily come from those within the industry who either study the phenomenon or participate in it. Jeremiah Owyang (@jowyang), an analyst with the Altimeter Group researching the social computing industry, distilled the role into four key tenants, here excerpted from  http://www.web-strategist.com/blog/2007/11/25/the-four-tenets-of-the-community-manager  .

• Advocate. The primary role of the community manager is to represent the customer. This includes listening, monitoring, and interpreting what corporate customers and consumers are saying, as well as engaging with these customers by responding to their requests and needs both in private and in public.
• Evangelist. In this capacity, the community manager acts as corporate promoter of events, products, and upgrades to customers by using, among other tactics, conversational discussions. 
• Communicator. In this role, the community manager is fluent with all forms of jargon within social media communication: from forums, to blogs, to podcasts, and to Twitter. This individual is also responsible for mediating disputes within the community, turning to consumer advocates for assistance, and trying to work through challenges presented by detractors. In an editorial strategy and planning capacity, the community manager will work with multiple internal stakeholders to conceive, plan for, produce, and publish the necessary content to keep the brand’s public community fresh and current.
• Futurist. The futurist collects, organizes, and presents to internal stakeholders input from the community about what it would like to see from the brand going forward.

Owyang has also compiled an extremely comprehensive list of “Social Computing Strategists and Community Managers for Enterprise Corporations” (which he makes no promises to maintain, but which is still useful): http://www.web-strategist.com/blog/2008/06/20/list-of-social-computing-strategists-and-community-managers-for-large-corporations-2008

Connie Bensen (@cbensen), a very well-respected community strategist, hosts an informative blog by that same name (http://www.communitystrategist.net). On it, she has posted and maintains a description of the community manager responsibilities and goals, which can be summarized as follows:

Online Marketing, Outreach Strategies, and Building Brand Visibility • Contribute to the development of the company’s online marketing and outreach strategies.
• Foster a sense of community around the brand at both the brand properties and on the Web at large by building relationships.
• Monitor key online conversations and events to make sure the company is participating effectively and is being represented.
• Participate in social networking sites.
• Manage, maintain, and ensure the success of the company blog.



[Online] Public Relations • Identify industry influencers with whom to establish relationships, partner, and collaborate.
• Engage, motivate, and recognize the Company’s most active online advocates.
• Respond to crises.
• Coordinate, oversee, train, and recognize those involved in the execution of community projects.



Customer and Technical Support • Learn the products inside and out.
• Listen to customers and gather their feedback; thank them for their input.
• Route customer needs to the appropriate department.
• Be responsible for the administration of the Company’s online brand property(s).



Product Development and Quality Assurance • Communicate customer suggestions and provide ideas for product improvement.
• Participate in discussions on product use.
• Report product defects.



Sales and Business Partnerships • Identify and route potential sales opportunities to the appropriate teams.
• Be proactively strategic in building business-partner relationships.



Internal Web 2.0 Ambassador • Encourage internal communication and provide leadership for cross-functional efforts.
• Increase awareness of and training for Web 2.0 tools across the company.
• Advocate for the culture shift that’s required to be a customer-centric company.
• Develop company guidelines on outreach consistent with company brand positioning.



Reporting • Participate in creating the online community plan, including a budget.
• Track and report the following on a regular basis:• Quantitative measures as outlined by business goals
• Amount of activity at community site(s)
• Qualitative report of consumer responses
• Suggestions and feedback for management and executive levels


• Identify and offer solutions for breaking down barriers between customers and corporate.



Goal Setting and Professional Development • Stay up-to-date on new social media tools, best practices, and how other organizations and companies are using them.
• Participate in professional networking by interacting with peers and thought leaders in online arenas and attend events.



Clearly, the job of the community manager should be filled by an experienced, multitalented multitasker. This isn’t a position to take lightly or to foist onto a recent college grad just because they know more about Facebook, MySpace, and Twitter than their boss. The good community manager facilitates the brand in the social media space. This is a tremendous responsibility for anyone—don’t take it lightly.






The Main Points 

• Twitter’s demographics are shifting. Don’t assume the audience is static and predictable.
• Many different types of individuals and entities use Twitter and may have different agendas for doing so.
• The rules and tenants for Twitter are still being written and rewritten.
• The individual tasked with representing a company on Twitter has an important role as the face of the company to the public.





End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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