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Twitter & Consumers

What is twitter and who can use it?

Twitter is a free social networking service that allows users to post their own 140 character
messages which answer the simple question What are you doing? . Posts (or tweets ) are shown
on the author s pro le page and delivered to other users, (known as followers), who have signed
up to receive them.

Twitter is open access which allows networking beyond the boundaries of other social media.
However, senders can restrict delivery or switch conversation to @replies which is the email
system within twitter.

Why use twitter?

Underlying needstates are the desire to feel part of something and also to have a stronger con-
nection to the wider world. Twitter allows users to keep up to date with news, trends, celeb-
rity musings, professional interests and their friends lives whilst providing social currency and
awarding them increased social status.

What prompts users to sign up?

A sense of missing out on conversation and general curiosity are key prompts for initial sign

up often stimulated by celebrity mentions in the media or because colleagues or other industry
contacts have become twitter evangelists. Many users experience a transition period of confu-
sion and limited use but those who persevere discover existing, or develop their own, networks of
interests.

How is twitter being used?

The most common use is to keep up to date with other people s posts and click through to links
of interest. For the average twitterer, writing their own tweets happens less frequently, particu-
larly as they are often wary of adding the general noise on twitter i.e. posting something irrel-
evant, boring or pointless.




Twitter & Brands

O ering your brand a new opportunity

Twitter di ers to other popular social media sites, such as facebook, as it allows an immediate,
live dialogue between your brand and existing or potential consumers.

Signing up can o er your brand the opportunity to communicate in a level playing eld where
professional, personal and social conversations blur and messaging from brands, services and
sometimes even strangers can achieve the level of importance previously reserved for friends and
family.

Is it appropriate for your brand to be on twitter?

Detractors often claim that the fast pace of today s life leaves little time for face to face contact
with friends & family, let alone to welcome a personalised interaction with brands.

Whilst it s true that the myriad of communication channels thrown at today s consumer can of-
ten seen overwhelming; when used with caution and intelligence, twitter means that your brand
can take advantage of the step change from a broadcast paradigm to a refreshing, personalised
two way dialogue between consumer and brand.

Using twitter the right way...

The Seattle co ee giant uses twitter to keep track of consumer complaints
and praise, respond to consumer sentiments (e.g. money o , customer
service) and facilitate buzz.

Using their twitter presence, (which currently has over 240,000 followers),
Starbucks launched one of their biggest ever marketing campaigns earlier this
year.

Posters were displayed in outlets in major cities and customers challenged to be the rstto nd
and tweet a photo of the posters.

The PC & laptop company uses twitter as an extremely viable and lucrative
revenue generating stream. Harnessing twitter as a way to communicate
universally appealing o ers and discounts has meant that @DellOutlet has
generated over $2 million in revenue from twitter.

...and those doomed to failure

Oft-cited examples of brands using twitter in the wrong way and running the risk of potential
damage include those who resist 2-way communication and ignore complaints and customer
queries, those who blanket-spam users and those who constantly push sales messages without
0 ering anything in reward.







