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INTRODUCTION 

Over recent months Twitter seems to have burst out of nowhere to become the biggest 

online phenomenon since Facebook. The micro-blogging platform has leapt from the pages 

of tech-blogs into those of national newspapers and, with a growing band of celebrity 

‘tweeters’ singing its praises, Twitter’s transformation from geeky social media toy to 

mainstream communications tool is accelerating all the time.  

Make no mistake, this is not a passing fad, Twitter is here to stay.  

Given that the site’s rise to prominence seems to have happened overnight, it’s unsurprising 

that many marketing and PR professionals are struggling to get up to speed on how Twitter 

fits into their wider communications strategy. 

The purpose of this guide is to provide insight into the following issues: 

 How does Twitter work? 

 

 How important is Twitter as a communications tool? 

 

 Who uses Twitter, and why? 

 

 How are brands using Twitter? 

 

 How can I start using Twitter to enhance my organisation’s communications 

strategy?  

Before attempting to build a presence on Twitter, it’s important to put the groundwork in 

and develop a full understanding of what will be involved. Brands that dive into Twitter and 

get it badly wrong risk damage to their reputation, but there are significant rewards waiting 

for those which invest the time and effort into getting it right. More than any other social 

media platform, Twitter helps to create a lively, productive dialogue with consumers, the 

media and other key audiences.  

Conventional communications strategies are often characterised by intermittent spikes of 

activity followed by extended periods of silence; a press announcement or a product launch, 

and nothing for weeks, sometimes months. Twitter can be the pulse of your comms 

strategy, a regular stream of informal, low level communication that fills the gap between 

those activity spikes and reminds the world that you are still alive.  
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WHY IS TWITTER IMPORTANT? 

Twitter experienced exponential growth in 2008 and the service also enjoys a relatively high 

media profile which is helping it to attract new users all the time. Twitter can no longer be 

dismissed as a passing online fad; it offers a compelling proposition and has secured 

substantial funding which should guarantee its future as a significant player in social media.  

 

The above graph from hitwise clearly illustrates Twitters rapid growth in the UK throughout 

2008, and this story is echoed globally. According to compete, Twitter’s US traffic alone 

grew from less than one million unique visitors in January 2008 to six million in January 

2009.

 

As Twitter goes from strength to strength, it is essential for PR to start taking notice – the 

site is a fertile ground for conversations about the brands and issues that matter to you. If 

you ignore Twitter, those conversations will take place without you.    

http://www.hitwise.co.uk/
http://siteanalytics.compete.com/twitter.com/?metric=uv
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WHAT IS TWITTER?  

Twitter provides a 

convenient and effective 

tool for engaging in 

conversations with your 

audiences.  

You can build a network of 

Twitter followers, made up 

of people who are 

interested in your brand, 

and they in turn will have 

their own networks of 

followers. 

 

 Twitter is an online 

communication tool that 

combines the best elements of blogging, social networking and messaging. It is a simple, but 

compelling, service that is currently enjoying huge growth in user numbers and attracting a 

high level of interest from the media.  

Twitter allows people to post concise 140 character messages, which are published on their 

publicly viewable1 page (referred to as their Twitter ‘stream’). Posting a message is quick 

and easy, it can be done from any internet connected computer or a mobile phone with an 

SMS text message.  Posts can contain plain text and links to web sites.  

A person’s Twitter posts (referred to as tweets) are sent to all the people who opt-in to read 

their stream; the most popular Twitter users, such as Barack Obama and Stephen Fry, have 

hundreds of thousands of followers.  

Viral Potential 

If somebody writes a particularly interesting tweet, some of their followers may choose to 

republish it on their own stream so that their followers can read it too, in much the same 

way as you might forward an interesting email to your colleagues. This is called re-tweeting 

and it’s one of the things that make Twitter so powerful from a communications 

perspective; popular re-tweets can reach a large audience very quickly. 

  

                                                           
1
 Twitter users can opt to keep their stream private, so that their posts can only be viewed by people they 

choose 
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HOW DOES TWITTER WORK? 

 

 

 

 

You can direct a tweet specifically at another Twitter using the ‘reply’ feature; simply 

mention their username in the text and precede it with the @ symbol. Even if they are not 

following you, your tweet will appear in their replies folder as well as appearing in your own 

stream for other followers to see.  

Twitter allows you to send Direct Messages to other users, which are essentially private 

tweets that cannot be seen by anybody other than the person you send them to. 

Exchanging Direct Messages with somebody is very similar to engaging in a private web-chat 

with them. 

To stop lengthy web links from eating up too much of the 140 characters allowed in a tweet, 

most Twitter users shorten web addresses using services such as tinyurl.com or bit.ly. 

Popular third party tools such as Tweetdeck enable you to use Twitter from a handy desktop 

application, which simplifies many of the more advanced features and makes everything 

much more intuitive.  

  

http://www.tinyurl.com/
http://bit.ly/
http://www.tweetdeck.com/
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HOW DO PEOPLE USE TWITTER?  

 

 

 

 

Because of the 140 character limit, the amount of effort involved in both reading and 

writing tweets is minimal; it doesn’t require the same investment of time as writing a blog 

post or email, for example. This makes it a very easy way of staying in touch with friends 

online; you can let people know what you are doing very easily, or quickly post an 

interesting link you’ve found, and it’s equally painless to see what other people are up to.  

In addition to following friends, Twitter users might follow some of the growing number of 

celebrities and consumer brands that are using the platform to build stronger relationships 

with their audiences. Conversely, it’s also a useful tool for people who want to build their 

own personal brands, such as those seeking to become recognised experts in a particular 

field. By regularly tweeting interesting and relevant content in your chosen subject area you 

can build a following of people connected to that field and establish yourself as a credible 

source of knowledge.  

People are increasingly turning to Twitter for coverage of major news events. During the 

Mumbai attacks and Hudson River air crash, for example, large numbers of people used 

Twitter to find on-the-ground news and photos from ordinary people caught up in these 

events. We’ll look more closely at how Twitter works as a news source later on.   
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WHICH BRANDS ARE ALREADY USING TWITTER? 

 

 

 

These are just a few of the brands that are actively using Twitter as a channel for engaging 

their customers and stakeholders in dialogue. While each of these brands is using Twitter in 

its own unique way, they have all demonstrated a willingness to communicate with their 

audiences through a channel which they feel comfortable with.  

The idea that brands are unwelcome in social media is a myth; when organisations take the 

time to understand the technical and cultural nuances of social media platforms and engage 

openly and transparently, they almost always achieve a positive outcome.  

Largely speaking, we are still at the early adopter phase as far as brands’ take-up of Twitter 

is concerned, but a number of organisations have already made significant progress in 

developing their presence on the site.
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WHICH BRANDS CURRENTLY HAVE THE STRONGEST TWITTER PRESENCE? 

Whole Foods – Retail 
http://twitter.com/wholefoods 
112,828 followers 
 
Live Earth – Media/Events 
http://twitter.com/LiveEarth 
90,351 followers 
 
Dell Outlet – Tech 
http://twitter.com/DellOutlet 
75,375 followers 
 
JetBlue – Airline 
http://twitter.com/JetBlue 
73,667 followers 
 
Starbucks – Restaurant chain 
http://twitter.com/Starbucks 
56,803 followers 
 
Apple – Tech 
http://twitter.com/appleinc 
28,616 followers  

 
Sony PlayStation – Tech 
http://twitter.com/SonyPlayStation 
14,550 followers 
 
Forrester – Research 
http://twitter.com/forrester 
7,693 followers 
 
Dunkin Donuts – Restaurant chain 
http://twitter.com/DunkinDonuts 
7,409 followers 
 
Marvel – Media 
http://twitter.com/Marvel 
7,192 followers 
 
Red Cross – Aid Agency 
http://twitter.com/RedCross 
7,034 followers 
 
(Data collected February 2009) 
 

http://twitter.com/wholefoods
http://twitter.com/LiveEarth
http://twitter.com/DellOutlet
http://twitter.com/JetBlue
http://twitter.com/Starbucks
http://twitter.com/appleinc
http://twitter.com/SonyPlayStation
http://twitter.com/forrester
http://twitter.com/DunkinDonuts
http://twitter.com/Marvel
http://twitter.com/RedCross
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ARE THERE ANY REAL WORLD EXAMPLES OF HOW BRANDS USE 
TWITTER? 

 

The corporate voice: 

 

 
Rio Tinto - http://twitter.com/riotinto 
International mining company, Rio Tinto, uses Twitter to keep analysts, journalists and 
investors informed of the latest news and speculation concerning the company. Although 
the company only has a relatively small number of followers, this is hardly surprising since it 
is not a consumer facing organisation.  
 
This is a good example of a business using Twitter to engage with audiences such as the 
business media, investors and analysts. The stream is written in a corporate voice, rather 
than that of an individual, and in this case that appears to be the most appropriate solution.  
 
 
 
  

http://twitter.com/riotinto
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ARE THERE ANY REAL WORLD EXAMPLES OF HOW BRANDS USE 
TWITTER? 

The personal approach: 

 

 
Kodak - http://twitter.com/kodakCB 
Photography brand, Kodak, engages with existing and potential customers through Twitter, 
by answering their queries and sharing content that is relevant to their interests. Although 
the company uses Twitter to 
communicate messages that are 
explicitly about Kodak products, it 
also uses the stream to discuss a 
wide range of photography 
related issues in order to attract 
followers who may not be Kodak 
customers already but are 
interested in the conversation.  
 
Rather than using a corporate 
voice, the Kodak Twitter stream is 
written by an individual (in this 
case the company’s chief blogger) 
who writes in her own style and provides plenty of character.  2 

                                                           
2
 Twitter stream graph at http://www.neoformix.com/Projects/TwitterStreamGraphs/view.php  

http://twitter.com/kodakCB
http://www.neoformix.com/Projects/TwitterStreamGraphs/view.php
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ARE THERE ANY REAL WORLD EXAMPLES OF HOW BRANDS USE 
TWITTER? 

 

The formal public service announcement: 

 

 
 
 
 
American Red Cross - http://twitter.com/RedCross  
The American Red Cross uses Twitter to keep the public informed of its activities and deliver 
important information during major emergencies. In this instance, the organisation has 
chosen to write the stream in the relatively formal voice of the Red Cross social media team, 
rather than that of an individual communicator.  
 
This is in keeping with the overall tone of the stream which, although happy to answer 

questions and engage directly with people, is largely informative and factual, rather than 

employing a more relaxed conversational style. 

  

http://twitter.com/RedCross
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ARE THERE ANY REAL WORLD EXAMPLES OF HOW BRANDS USE 
TWITTER? 

 
 

The chatter team: 

 

 
 

 

Dogs Trust - http://twitter.com/dogstrust 
The Dogs Trust, an animal welfare charity, uses Twitter to engage with dog lovers and raise 
awareness of its activities. This is a good example of a charity using a more personal and 
conversation style in order to engage stakeholders.  
 
The Dogs Trust stream demonstrates how responsibility for updating a Twitter page can be 
divided amongst a team of people without sacrificing the kind of personality and character 
that really helps organisations to show consumers a more human side. 
 
The organisation uses Twitter to discuss various topics which are likely to be of interest to 
dog lovers instead of simply focusing only on its own activities, and in this way is able to 
reach out to a much larger audience.  
  

http://twitter.com/dogstrust


    

Page 14 of 29 
© immediate future Ltd. 2009 

t: 0845 408 2031   f:  0208 549 2605   e: info@immediatefuture.co.uk 

IS THERE A WRONG WAY FOR BRANDS TO USE TWITTER? 

 
 

 
 
 

After an initial experimentation with the service and a handful of sporadic updates the pizza 
chain, Dominos, appears to have abandoned its Twitter page entirely. There’s no shame in 
trying Twitter out and deciding that it’s not a good fit for your strategy, but leaving a 
branded page online with nothing but a handful of old messages is likely to damage your 
brand. It’s the online equivalent of an abandoned, run down shop front with your company 
logo on it.  
 
If you plan to integrate Twitter into your wider comms strategy then you should commit to 
updating on a regular basis, otherwise it’s a relatively pointless exercise. And should you 
decide to stop using Twitter indefinitely, the safest thing to do is close your page down so 
that it doesn’t just look like your brand took a half hearted stab at playing with Twitter and 
got bored very quickly.  
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DO JOURNALISTS USE TWITTER? 

 

Even if your organisation doesn’t consider itself to be on the cutting edge of social media 

communications, there’s still a good reason for more traditional PR teams to pay close 

attention to Twitter; the media is using it more and more. Journalists, bloggers and other 

influencers use Twitter for a number of purposes, whether they are tweeting on the official 

stream of their media outlet or on their own personal stream.  

As consumers are increasingly using Twitter as a news source, journalists are finding value in 

the service as a source of leads for stories they wish to follow up on. Twitter is also a great 

platform for finding the right people to provide comment on stories, whether they’re 

experts or simply people caught up in a developing news story.  

In much the same way as brands, journalists and bloggers are using Twitter to develop a 

dialogue with their own audiences and get feedback on the work they do, as well as discuss 

issues with colleagues and peers 
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WHO ARE SOME NOTABLE JOURNALISTS ON TWITTER?  

 
Jemima Kiss, The Guardian: 8,356 
followers  
Rory Cellan-Jones, BBC: 5,276 followers 
Charles Arthur, The Guardian: 3,678 
followers 
Bill Thompson, Freelance: 3,030 followers 
Paul Carr, The Guardian: 3,015 followers 
Bobbie Johnson, The Guardian: 2,579 
followers 
Declan Curry, BBC: 2,258 followers 
Kate Bevan, The Guardian: 1,912 followers 
Tim Bradshaw, Financial Times: 1,534 
followers 
Toby Young, Freelance: 1,384 followers 
Guy Clapperton, Freelance: 1,333 
followers 

Dave Lee, BBC: 1,323 followers 
Shane Richmond, The Telegraph: 1,240 
followers 
Joanna Geary, Birmingham Post: 1,179 
followers 
Martin Stabe, Retail Week: 1,018 
followers 
Sarah Hartley, Manchester Evening News: 
818 followers 
Katherine Hannaford, T3, 653 followers 
Lucy Kellaway, Financial Times: 651 
followers 
Chris Lake, E-Consultancy: 638 followers 
Adam Boulton, Sky News: 483 followers 
 
(Data collected February 2009)
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http://twitter.com/SkyNewsBoulton


Page 17 of 29 
© immediate future Ltd. 2009 

t: 0845 408 2031   f:  0208 549 2605   e: info@immediatefuture.co.uk 

WHAT IS THE OPPORTUNITY FOR BRANDS? 

The million dollar question:  why should your organisation invest valuable resources in 

Twitter engagement? There are two clear benefits. By monitoring conversations about your 

brand and the issues that matter to it on Twitter, you will be able to identify trends more 

quickly, react faster and sell more.  

Secondly, by connecting with your audiences via the channels they prefer, such as Twitter, 

you can build stronger relationships with them and earn greater loyalty.  
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WHAT SHOULD A TWITTER COMMUNICATIONS STRATEGY LOOK LIKE? 

 

 

 

 

 

This diagram outlines a top-line strategy for Twitter engagement which can be summarised 

in three simple stages: 

 Monitor relevant conversations 

 Learn the correct way to participate in Twitter conversations 

 Advocate the conversations that are important to your organisation 
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WHAT SHOULD MY TWITTER ACTION PLAN BE? 
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WHAT SHOULD MY TWITTER ACTION PLAN BE? 

How should we monitor Twitter? 

In addition to Twitter’s own search facility, you can use a service such as TweetBeep to send 

you automated alerts every time a keyword or brand name is mentioned on Twitter. This 

should be your first step, as it will give you a clear idea of how your brand is being discussed 

on Twitter. By monitoring for key words and phrases, you should be able to identify Twitter 

users who are writing regularly about your sector; once you’ve identified them, start 

following them. 

Remember that if you want to engage with consumers, you need to think about what their 

passion-points are - you won’t find potential customers by just scanning for mentions of 

your brand name. Try to map out who your audiences are and what kind of things they are 

likely to be tweeting about, then use that insight to find them.  

Who should we follow on Twitter? 

Don’t be tempted to fall into the trap of automatically following every single person who 

you think might be a interested in your brand. This is called ‘spam following’ – when 

somebody follows as many Twitter users as possible simply to encourage them to start 

following their own stream and increase their follower numbers. The problem with this 

strategy is that you end up following, and being followed by, thousands of people who 

aren’t really interested in your brand and aren’t likely to write anything that is of any real 

value to you.  

You should only really follow people who are of specific interest to you. Journalists who 

write about your sector, relevant analysts, bloggers and other influencers, or consumers 

who are particularly vocal about your brand. These are the people who you really need to 

engage, although by all means make the effort to respond to individual consumers who 

want to communicate with you; just don’t stalk them forever because they asked you one 

question. Remember that you can use Twitter’s @reply system to talk to people without 

having to follow them. 

Another reason not to follow absolutely everybody you come into contact with on Twitter is 

simply that it looks spammy. If consumers are interested enough in what you’ve got to say, 

they’ll follow you on without expecting you to follow them.  

One of the easiest ways to spot a well executed Twitter stream is to see if the number of 

people following it significantly outweighs the number it is following. If somebody is 

following a low number of people in comparison to the number of people who are following 

them, it’s likely that they have got some interesting things to say.   

 

  

http://tweetbeep.com/
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How do we customise our Twitter presence? 

Remember, this is part of your communications strategy – people will view your Twitter 

page as an extension of your brand identity. Is it really worth cutting corners and using the 

standard Twitter template? At the very least you should upload a new profile picture, but 

ideally your Twitter page should match your brand look and feel. 

This is a relatively simple process, since all you can really do to modify your Twitter page is 

change the background image and tweak the colour scheme, but a professional designer can 

work magic with those simple tools.  Information on customising your Twitter page can be 

found here: http://help.twitter.com/forums/23786/entries/15357 

Who should update our Twitter stream? 

One of the key issues to consider is who will take responsibility for updating the page 

regularly. Sometime there’s a natural fit with an individual within an organisation who has 

plenty to say and a distinctive voice, and that often works well providing they are given clear 

guidelines to work within and avoid turning the stream into their own personal show.  

The other problem with having an individual take responsibility is that the Twitter stream is 

then almost entirely dependent on one person. This is why it can be a good idea to have a 

group Twitter stream with several people from your organisation contributing, either under 

their individual names or simply as the ‘editorial we’ representing the brand. 

If this is the route you choose, remember that it’s important for your stream to develop a 

voice of its own, so it can be worth writing down some guidelines about ‘brand behaviour’ 

on Twitter: what sort of things does the brand say, what tone does it use, how does it 

respond to comments from other users, and so on. So that even if a number of people have 

responsibility for updating the stream, it will have some degree of consistency.  

How do we engage with our audience? 

It should be obvious that Twitter is not about pushing out a one way stream of 

communications – it’s about engaging with people who are interested in your brand and 

creating a dialogue with them. Although the number of people you talk to on Twitter may 

seem tiny, it’s important to remember that they are influencers with their own network of 

followers; your interaction with them will almost certainly be communicated to a much 

wider audience – especially if it’s an unsatisfactory interaction.  

Ultimately the same rule applies to Twitter as all communications; have a good story. Work 

out clearly what you want to say to your audiences and clearly define how you plan to 

communicate it to them through this channel. 

  

http://help.twitter.com/forums/23786/entries/15357
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JUST 140 CHARACTERS? REALLY? 

One of the first questions any communications professional might ask about Twitter is: what 

can we say in 140 characters that has any value at all? But the point is that this limit is one 

of the key reasons for Twitter’s success.  

By strictly limiting all tweets to 140 characters, the system enforces concise and disciplined 

communication, which is essential in a world where attention spans are getting narrower by 

the day. There is no room for marketing fluff and filler copy; Twitter forces us all to get 

straight to the point without wasting anybody’s time. 

And this is precisely why people love Twitter.  

 

What can you say in 140 characters? 

There’s definitely a knack to writing short and punchy copy that still manages to get your 

message across using the least possible number of characters, but once you get the hang of 

it there’s really no end to the ways you can use Twitter to add value to your 

communications programme: 

 Ask a question for immediate customer insight 

 

 Highlight some relevant content 

 

 Respond to a customer’s question 

 

 Let followers know what you find interesting 

 

 Create intrigue by drip feeding new product information 

 

 Show your organisation has a personality – engage with followers and create 

goodwill 

 

 Report from a trade show or other event 

 

 Keep the public updated during a developing crisis situation or other rapidly 

unfolding event 
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WHY IS RE-TWEETING SUCH A BIG DEAL? 

As discussed earlier in this guide, a re-tweet is the Twitter equivalent of forwarding an 

interesting email to friends or colleague, and it’s one of the things that makes Twitter so 

powerful. The concept is simple: 

 John finds something he likes on the internet, so he writes a Twitter post about it 

with a link.  

 

 John’s friend Sarah follows him on Twitter, she reads the post and thinks it’s cool, so 

she posts it on her own Twitter stream for her followers to see (and because she 

likes to follow etiquette, she references John in the post so that he gets credit for 

finding something cool). This is a called a re-tweet.  

 

 Sarah happens to be quite popular and has a couple of hundred followers on Twitter, 

they all see the cool thing that John wrote about and, say, 10% of them re-tweet the 

post onto their own Twitter feeds. 

In the same way that the simple concept of forwarding an email gave rise to the viral 

marketing industry, re-tweeting turns Twitter into a hugely powerful word-of-mouth 

network – if you’ve got something interesting to say on Twitter, your message can reach a 

massive audience very quickly. 

The good news is that unlike email forwards, it’s relatively straight forward to measure re-

tweeting and there are a number of services which enable you to monitor which topics and 

web links are being re-tweeted the most, and which Twitter users get their posts re-tweeted 

a lot.  
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HOW CAN WE MEASURE ALL OF THIS? 

Numerous measurement and analysis tools exist for Twitter, providing varied options for 

tracking the success of communications  

  

The ability to definitively measure the outcome of your activity on Twitter makes it possible 

to put clear KPIs in place in order track the key elements of a communication strategy: 

Visibility – Using tools such as ReTweet Radar or Twist, it is possible to take a quantitative 

measure of how much a particular keyword or web link is being mentioned on Twitter over 

a specific timeframe. Example KPI: An absolute target or percentage increase for the 

number of keyword mentions/web-link re-tweets. 

Reputation – Use Monitter, or Twitter’s own search facility to perform keyword searches 

and find out what people are tweeting about your brand in order to get qualitative 

information about its reputation. Example KPI: An absolute target or relative improvement 

in the ratio of positive to negative comments about your brand. 

Impact – Tool like twInfluence and Twittersheep can give you an insight into how influential 

you are on Twitter and what kind of people are following you. This can help you understand 

whether your communications are having the right kind of impact or whether you need to 

rethink the way you use the platform. Example KPI: A target twInfluence level, or increase in 

relevant followers.

http://monitter.com/
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WHAT ARE THE RISKS?  

Twitter can be a great tool for driving traffic to your web site, but using a Twitter stream as 

nothing more than a redirection service to point people to your corporate site is a sure fire 

way to fall foul of the community. If you want to build a strong presence on Twitter, you 

must engage with users. 

It should be obvious that Twitter needs to be used in the context of a wider communications 

strategy, relying on it as the sole method of stakeholder engagement is courting disaster.  

One of the key risks that remains is that 

Twitter is, ultimately, a free service 

offered by a third party that owes you 

nothing. The service could simply be 

taken off-line tomorrow, or they could 

decide to start charging you for it 

(although this has recently been 

strongly denied by Twitter).  

In much the same way as disgruntled 

customers could register web 

addresses featuring registered brand 

names in order to protest against a 

company they are unhappy with, there’s 

nothing to stop people registering either your brand 

name or something similar as a Twitter account name. Even if you 

don’t intend to use Twitter just yet, you should still consider registering accounts 

that match your brand names to prevent this kind of domain squatting.  
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HOW DO PEOPLE USE TWITTER AS A NEWS SOURCE? 

Here’s a quick experiment for you to try right now. Click here to visit the Twitter search page 

and then enter a keyword that is relevant to today’s news – maybe a politician’s name, the 

name of a country or a company.  

The chances are that you’ll find a torrent of tweets on that subject, and maybe some of 

those tweets will have been written by people directly involved in the story, giving you an 

up to the minute, on-the-ground insight into the news that you can’t get anywhere else. 

 

This is one of the reasons why Twitter is becoming a popular destination for people seeking 

deeper insight into breaking news stories.  

The use of ‘hashtags’ to organise tweets into categories is an interesting development that 

is changing the way people use Twitter. When Twitter users write about a certain topic, they 

often pick a keyword to use as a tag for that which makes it easy for people to find relevant 

tweets. For example, if you were writing a tweet about the Oscars, you might use the 

hashtag ‘#oscars’. 

Anybody who wanted to find news about the Oscars on Twitter could simply enter that 

‘#oscars’ hashtag into the search page, without having to worry about wading through any 

number of irrelevant (and poorly punctuated) tweets about “Oscars birthday party at the 

weekend”. 

On top of this, several third party services, such as hashtag.org, have been created which 

make use of hashtags to aggregate tweets into relevant categories. Hashtags are useful for 

http://search.twitter.com/
http://hashtags.org/
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things like events; you can encourage people to use a specific tag when tweeting about the 

event so that it’s easier for people to track relevant conversations.  

 

WHAT ARE TWITTER APPS?  

Twitter is what is known as an open platform. This simply means that third parties are 

encouraged to develop technologies which work with Twitter in order to enhance the way 

people can use it. A Twitter app (short for application) can either be a piece of software 

which runs on your PC, or a website which provides additional Twitter-related services. 

These are some of the most popular Twitter apps: 

Tweetdeck and Twhirl: Both of these apps do a similar job, albeit in slightly different ways. 

Instead of having to log into Twitter through your web browser, these two free pieces of 

software allow you to run Twitter from a convenient desktop application. They both make 

working with Twitter a lot more efficient, and it’s highly recommended that you try them 

out if you plan to use the service regularly.  

Twitpic: Twitter does not have built in support for sharing photographs, so Twitpic fills that 

gap. 

Twitterholic: This site provides regularly updated stats on the top 100 Twitter users based 

on follower numbers.  

Twitturly: Twitturly monitors Twitter to track what the most discussed web addresses are. If 

you want to see what kind of things are going viral on Twitter, this is the place to look.  

Tweepler: As your Twitter profile grows, it can become difficult to keep track of all of your 

followers, Tweepler is a service which is designed to help make that process more 

manageable and is highly recommended for corporate Twitter users who are likely to gain 

large numbers of followers.  

Tweetscan: An essential tool for PR people using Twitter, Tweetscan lets you set up email 

alerts for keyword searches so you can easily monitor for brand or keyword mentions. 

Retweet Radar and Retweetist: Re-tweeting is the mechanism by which social currency can 

spread virally over Twitter, and sites such as these provide insight into which topics, 

websites and people are being re-tweeted the most on any given day.  

Twtpoll: Allows people to add a little more interactivity to their Twitter posts by including a 

poll for their readers to participate in. 

 

  

http://www.tweetdeck.com/
http://www.twhirl.org/
http://twitpic.com/
http://twitterholic.com/
http://twitturly.com/
http://www.tweepler.com/
http://tweetscan.com/
http://www.retweetradar.com/
http://retweetist.com/
http://twtpoll.com/


    

Page 28 of 29 
© immediate future Ltd. 2009 

t: 0845 408 2031   f:  0208 549 2605   e: info@immediatefuture.co.uk 

WHAT DO ALL THESE STUPID WORDS MEAN? 

@Reply – To direct a tweet specifically at another Twitter user, even though the tweet will 

be viewed by all of your followers, you start the tweet with their user name preceded by the 

@ symbol  

Direct Message – A private tweet that can only be read by the person it is addressed to 

Fail Whale – In its early stages, Twitter was notoriously unreliable and whenever the service 

went offline, the administrators would post a cartoon image of a whale on the homepage, 

which become known as the Fail Whale 

Follower – Somebody who subscribes to your Twitter stream  

Hashtag – A keyword preceded by the hash symbol, used in a tweet to categorise the 

subject matter and make it easier for other Twitter users to find 

Micro-blogging – A variant of blogging in which posts are restricted in length, usually to 140 

characters to match the standard length of a mobile phone text message 

Re-Tweet – The act of forwarding on another Twitter user’s tweet to your own followers, 

like forwarding an email  

Stream –The collective name for all of a Twitter user’s tweets 

Tweet – A message posted on Twitter 

Twitter – A popular micro-blogging service that allows users to communicate via short, 140 

character messages. Twitter was designed to be updated either via an internet connected 

computer or by sending an SMS message from a mobile phone 

 

More social media terms at www.immediatefuture.co.uk/glossary  

  

http://www.immediatefuture.co.uk/glossary
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WHO WROTE THIS AND WHY SHOULD I TRUST YOU? 

 

 

 

immediate future is an independent PR agency. Launched in 2004, the company sets the standards 

for digital PR, creating new models and methods for managing reputations and amplifying marketing 

messages online.  

Working with major brands, immediate future has developed award-winning campaigns for 

companies such as Sony Europe, BBC, Diageo Global, BT, ASOS, Mirror Group, Cancer Research, 

NSPCC, EMI, Ferraro and GoView (PSP and Sky joint venture). 

Follow us on Twitter: 

Everyone of us at immediate future is on Twitter. It ensures we all understand the value of the 

platform and take time to participate in its evaluation. Follow some of us at… 

Katy Howell, managing director:  twitter.com/katyhowell 

Rob Boella, account director: twitter.com/RobBoella 

Niall O’Malley, account director: twitter.com/niallomalley  

Jonny Stark, senior account manager: twitter.com/JonnyStark 

Lance Concannon, account manager: twitter.com/concannon 

 

Contact us: 

immediate future Ltd, The Loft, Vine House, 143 London Road, Kingston upon Thames KT2 6NA 

t: 0845 408 2031    

f:  0208 549 2605    

e: info@immediatefuture.co.uk 
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