








to not answer that question “What are you doing” with every tweet. It's even alright to have sentence fragments and leave
out punctuation. Your eighth grade English teacher probably doesn’t know where you currently live, so don’t worry about
her. The most important thing is that your message be clear and to the point, with little room for misinterpretation. Sarcasm,
which can be fine in a personal micro-blog, really doesn’t work well if you are representing a brand. Never leave room for
misinterpretation, especially when your words represent not only you but your co-workers as well.

The number of characters allowed for each tweet can sometimes seem like a crunch, but you’ll come to appreciate it
eventually. It encourages clean, pared-down writing that gets to the point. Messages are more direct and clear. But you'll
probably have moments where you wish you were allowed an extra 20 or 30 characters. Not everyone else, of course; you
don’t want to read all their long and droning messages. The truth is no one wants to read long posts when they are following
hundreds, perhaps thousands of people. If you insist that you have something worth the length of a regular blog to say, then
write a regular blog and just post a link to it on Twitter with the title (which should be self explanatory in driving readers to
click on your link). Personally I click on links people post quite often, and will click on that person’s recommended links in the
future if they steered me well. If | feel it was a waste of my time, then | will probably not click on links recommended by that
person again. Remember to be honest with people. If you post a link to a blog where all you did was rant and rave about a
current event, then state that in your tweet. Don’t mislead people into thinking it is anything else. | assure you some people
enjoy reading rants and raves, and you will get a readership, but you will get people “un-“ following you if you’re not honest
on Twitter.

Because of the 140 character limit of each Twitter post, you will definitely want to use a URL shortening service when you
include a link. Sites such as www.tiniyurl.com, www.budurl.com, http://notlong.com/, and many others will take a long link
and shorten it to something more accommodating to the character limits of micro-blogging. Some will offer features such as
tracking how often your link gets clicked. I'll warn you, if you talk about something you read provide a link if possible. People
want to be able to see for themselves.

2. Finding your voice:

The voice | am settling into as the voice behind the PR Newswire brand didn’t just happen and didn’t come easy. And please
do take note that | said “am settling into.” Finding a voice for a brand is a process that takes some time. You have to gauge
your audience as well as work with your peers to find a voice that is suitable to the brand as well as yourself. Whatever you can
do to make people more comfortable communicating with you is certainly a good thing, but you also have to consider your
brand message. The big challenge is creating a voice that both effectively represents your brand while holding tight to the
human connection that social media demands — although neither should be compromised for the other.

As @PRNewswire, | also have to keep in mind that | am not only representing myself on Twitter, but my co-workers as well.
People don’t see my tweets as just representing a single person, me, but as a representation of all the people working under
the PR Newswire roof. | especially have to remind myself of this when | feel the urge to comment on political statements being
made on Twitter. The fact is that my co-workers and | are a varied group of people. Varied beliefs, varied cultures, and varied
nationalities; so | can not possibly make any political statement that represents us all. Hence, | do not.

Keeping that in mind, | would also have to say that the voice | use to represent PR Newswire is my own. In the beginning | was
timid about being too much “myself” as @PRNewswire. | struggled to find a voice that represented everyman in the company.
But it eventually occurred to me that | am a representation of PR Newswire. My own voice does reflect that of my co-workers.

| was hired because | fit into the PRN family. My co-workers and | have a lot in common, and they have entrusted me to give a
voice to our family on Twitter and | take that very seriously, but | also have to be true to myself. | can’t make statements | don’t
believe in and | can’t pretend to be someone | am not. Twitter demands this authenticity, and to be true to myself; so do I.



3. Understanding your audience to give them content they want:

The most important thing you will do using Twitter is to listen. | can not state strongly enough the importance of being
informed before you tweet. Know what your audience is talking about. Know what they are saying about you and about the
industry you function in. You have to use monitoring tools to be aware of how people are responding to what you’re doing.

Twitter happens in real time, so this is something you have to constantly be on top of. Make a mental note of what people
react to and how they react. If you get retweeted (quoted by another user), it’s a great honor. It is a validation of your
contribution to the conversation. Someone thought what you said was of value, and now more people are getting to see your
post via the feeds of those who retweet you.

Don‘t under estimate the value of promoting others in Twitter as well. If someone says something you find value in, consider
retweeting it. If someone posts a link to an article you find interesting, pass it on to your followers and make sure you include
the author’s @twittername to promote them. It's part of being a good citizen in the Twitterverse (Twitter universe). | also like to
retweet information that benefits worthy charities. Remember, we’re all human on Twitter and even though we are here with
our various agendas, we are all connected in a very unique and intimate way and should all strive to help each other out and
to be good citizens.

4. Damage Control — we all make mistakes:

| am going to be a soothsayer now and make a prediction that | will stand by: You are going to make mistakes! You’re human.
I’'m human. We make mistakes; perhaps more often than we like to admit. What differentiates success from failure is how we
handle our mistakes. A wise Twitterer will quickly move on and put their errors in the past. Remember you have an audience
online, and the more you dwell on your mistake the more you put the spotlight on it. The quicker you move beyond your faux
pas the less likely people will notice you ever made one.

The fact that Twitter is a real-time means of communication has its advantages; you can know what others are saying about
you within seconds, and choose to respond accordingly. There is no need to wait for a report at the end of the week. Problems
can be dealt with immediately. But the very thing that is a benefit of Twitter is also a challenge. That real-time communication
doesn’t leave much room for error. When you post something on your Twitter account it is immediately out of your control.
It's gone. It has not only reached your followers, but various search engines have picked it up and it is completely out of your
hands. Remember the old carpentry adage “measure twice and cut once?” | suggest something similar here. Think twice, post
once. This is especially true when responding to negative comments, but we’ll go into that in the next section. Many times |
have seen people post something too quickly, without careful thought, and then spend the next 10 or more tweets trying to
back-track.

While you never can truly take back anything on Twitter, you can deal with your mistakes intelligently. If you make a mistake
— if you say something that you feel doesn’t represent you or your brand as you wish — there are a few things you can do to
minimize the damage. First, delete the post from your account. Be aware, however, that it has already gone out over the Web.
Deleting it will only keep people who visit your page from seeing it. Those who were already following you already read it (if
they were paying attention), and the search engines have already picked it up. There is nothing you can do about that.



If it is a matter of wording something poorly, don’t sweat it; it happens all the time. State that you worded badly and tweet
the information again in a better way. Then move on and don’t obsess about a poorly worded posting because that will attract
even more attention. People expect us to be human on Twitter, so small mistakes are barely noticed. Do monitor for reaction,
however. If no one reacts, good. If you do get a negative reaction from someone, be careful in choosing to respond. Not every
comment deserves or requires a response. | cannot stress this enough. There are those who will criticize just to engage you in

a match of wits. Don’t do it. Don't call attention to that person by responding to them. Just be honest and polite when you
make a mistake. It’s hard to pick an argument with someone who won'’t take the bait.

I would be remiss if | did not mention some of the most important ways you can ‘avoid’ the need for damage control. First,
and most important, don’t Twitter under the influence!!! And | don't just mean drugs or alcohol , but also not under the
influence of strong emotions, such as extreme sadness, frustration, anger, or even excessive jubilance. Don’t tweet right

after an argument with a co-worker or loved one; or under the influence of antagonism by another Twitterer; or right after
your boss unloads a stack of work on your desk and then tells you that you’re not getting that raise you were counting on.
Under circumstances such as these you are very likely to say (tweet) things you will regret and the audience will be a BIG one.
Exhaustion is another pitfall to avoid. No one thinks clearly in this state. The mind just can’t be at its sharpest. You are likely to
word things badly and make unwise choices in what you respond to in this kind of situation. Remember people are watching
and they are expecting you to represent your brand. To feel comfort in choosing to do business with your company, people
want a sense that you will make wise decisions. Not that you'll never make mistakes, but that your mistakes will be small,
manageable ones.

5. Responding to negative Tweets

It's not always wise to react or respond to negative Tweets. | hope that, more than anything else you might take away from
this paper, you will accept and never forget this: you have to use good judgment! Just as you would use good judgment in
deciding to respond to any negative blog post, or bad press in general, you have to think carefully before choosing to confront
a negative Tweet about you or your brand. Many times | have seen people get into pointless arguments on Twitter that

only serve to bring down both parties. Don’t be a casualty of your own eagerness to have everyone love you or your brand;
and certainly be careful that you don‘t confuse the two. You know very well that your brand isn‘t going to be everything to
everyone. There will be those who just don’t feel you serve their needs and will hire your competitor or buy their product. You
can’t win every prospect, and you won't be able to retain every client. Clients/customers are human, just like you. Their needs
are varied and your product or service won’t always be the right fit for everyone.

If you see a negative post about your brand, pause. Spend some time thinking. Look into the issue. Are they right? Could your
company have made a mistake? If you find out this is so, then by all means reach out to the negative Twitterer and offer a
solution or even an apology, if it is warranted. Best yet, send a simple tweet that you would love to discuss this issue with them
further and give your email address. Or ask the negative poster to use Twitter to send you a “Direct Message” (DM) with his or
her contact information and you will contact them. Remember to “Follow” them — the Twitter term for subscribing to another
user’s postings — if this is the case. You will both need to follow each other to communicate via direct message on Twitter.

Direct messages are truly the best way to deal with unpleasant situations that need to be addressed. This is especially true

if you work for a large company whose services generate a significant amount of online chatter, some of which is bound to

be negative. If you answer publicly — rather than through a direct message — you amplify complaints and your Twitter feed
becomes tiresome to your followers. If the unhappy customer is already following you, follow them back and send a direct
message. Unfortunately a person has to be following you to be able to send a DM. It can be frustrating when you want to
send a private message but the person isn’t following you. In that case, again, ask yourself if it is truly wise to respond publicly.



Remember that, if the person’s negative posting is a matter of opinion, it is highly doubtful that you are going to change
anyone’s mind. If it is a matter of misinformation being stated, it might be better to just post the correct information without
directing it to anyone in particular.

However, if you feel someone received bad service from your firm, or that someone in your company made a mistake, then
you may address it in the following manner. If you can’t send a DM, try a simple @ response that goes something like this,
“@twittername Would love to discuss this with you. Call me at xxx-xxx-xxx, or DM me your contact info.” This kind of
message will for the most part go ignored by other your followers, as opposed to a message that apologizes and offers to try to
fix a problem. That would only serve to make your followers curious about why you had to apologize, and they will look into
what the person you directed your message to originally said to warrant your apology. They will read the negative comment
and you don’t want any more people reading that than already have. Reserve open apologies for any big mistakes you make
while Twittering. In that case you would want your followers to see your apology, because it is directed at them.

6. Best uses of Twitter — to-date!

The number one use for Twitter is and always shall be a means to listen to your customers, clients, colleagues, industry leaders,
and anyone else that might comment on your product or business. Twitter is about networking and knowledge-sharing. It is a
place to be open-minded. If you approach Twitter as just another medium for broadcasting your company’s communications,
you will have missed the point completely, and it is doubtful that you will build any following. No one wants to get cornered
at a party by someone who talks about themselves incessantly and doesn’t bother to listen. Don’t be that annoying guy people
avoid. Be involved. Listen before you Tweet. | spend the majority of my Twitter time reading what others post. | learn from

my fellow Twitterers and come away enlightened in some way every single day. The wealth of knowledge to be found here is
boundless, and so incredibly accessible to anyone.

You'll find all sorts of people on Twitter: business leaders, industry experts, journalists, broadcasters, CEOs, public relations
professionals, entrepreneurs, students, teachers, politicians, government agencies ... the list goes on and on. These people
represent consumer products, B2B services, large and small charities, newspapers and magazines, Fortune 500 companies, and
first-time entrepreneurs trying to launch a product. The uses for Twitter are without limit. You just have to find your niche. You
have to ask “what can | (my brand) offer by being on Twitter?” Some will share knowledge, and others will just use Twitter as a
way of being available to customers. Either way, as long as you are actually listening and stay engaged, you will benefit.

One of the best things Twitter can do for a brand is to simply humanize it. Allowing a real person to put a voice to an
otherwise impersonal entity can give a dimension to your relationships with clients that is otherwise not possible. If used
correctly, Twitter can give your audience a very intimate look inside your business; a chance to see what kind of people make
up your company. They can get a sense of the authentic environment that exists behind the concrete outer walls of your
corporate office.

Some of the more successful brands on Twitter allow and encourage a multitude of voices from within the corporate walls

to twitter, not only engaging clients, but each other as well. This gives outsiders a glimpse of the camaraderie between
employees, the inner works and the teamwork that makes the company function. It’s a very intimate thing that can have an
endearing affect on those looking in. It is not unlike looking at a Norman Rockwell painting of a family enjoying a holiday
dinner. That glimpse of both the joy and the chaos that makes up a family gathering is both comforting and heart warming to
watch. Even if little Johnny spills his milk across the table; perhaps even more so.



7. Listening and learning

| have repeatedly mentioned the importance of listening on Twitter and, if you are new to micro-blogging, you might

wonder how exactly one does that. There are several tools you can use to monitor what is being said, and new applications
are popping up all the time. The most basic and easy to use is the one that is now owned by Twitter itself- the Twitter search
engine: http://search.twitter.com/. Simply type a search term in the window and the results will be displayed. It also will give
you current popular searches on the right, which gives you an idea of what the hot topics are at that moment. | also like to use
http://monitter.com. It gives you the opportunity to search multiple terms at the same time.

What should you search for? For starters, search for yourself. Key in your company name or the name of one of your products,
hit Enter, then read carefully what people are saying. But don’t ignore the value in seeing what people are saying about your
competitors and other folk in your industry. That knowledge is also invaluable. Search for a particular subject. Search for names
of your current and prospective clients, and their products. | can spend hours searching terms and learning what is going on.
There is a wealth of knowledge to be had.

8. Who to follow and how to get followed

When you first start your brand Twitter account, you might feel a little daunted by the fact that you are not following anyone
yet, and in turn no one is following you. As you suspect, no one is going to know you exist unless you do something about
that. Before you actively try to build an audience, post a few tweets to familiarize yourself with the process, and spend some
time reading what others in your industry are talking about on Twitter. Get a feel for how it works. Make sure you've filled
out your profile and bio. Please don't start following people without filling in your bio. Either people won't follow you back
because they don’t immediately know who you are, or if your brand name is well known, they may think you are someone
posing as the real-deal; so post the brand URL and a bio stating who is doing the Twittering. It will also serve to give you a
more personal image.

Next you can think about whom to follow. Use the “Find People” search function at the top of your Twitter page to look for
people you know will want to follow you back: people within your company, current clients and colleagues. You will soon have
people following you back. This is where it gets exciting. You certainly can’t have conversations by yourself, and now you have
people to talk to. Send a few @ replies out to people who are following you. Respond to things they are talking about. When
they in turn respond to you with an @ reply, the people following them will take notice of you and may choose to follow as
well.

It's also a good idea to look at who the people you know are following. You may not have thought to look for the CEO of
one of your biggest clients but, low and behold, there she is. You'll certainly want to follow her. Looking at who others are
following can also give you ideas for whom to search for. Use http://search.twitter.com to search for subjects relative to your
industry and see who's talking about them. You may find people you’ll want to follow here.

Remember that conversation is very important. If all you do is post your thoughts and ideas without engaging anyone in
conversation, then you are no more than just a broadcaster. There is no conversation value and you are not taking part in social
media. A broadcaster isn’t in touch with his audience and people don't often follow these Twitterers. To be engaged you have
to follow and you have to listen; but you should follow smartly. Eventually, if you are a well known brand and if you do things
right on Twitter, new people will start following you everyday. You'll want to follow some of them back, but following all of



them doesn’t make sense. Some will be spammers, and you'll figure those out pretty quick, their Twitter page will usually just
be telling you to go to their Web site. There will also be the high-school kid here and there who is trying to get 5000 people
to follow them and their posts are no more than what you would expect from a teenager. And then there are the narcissistic
self-promoters; you'll recognize them because they are being followed by thousands but only follow 100. At first you think
you're special, but somewhere down the line you figure out that they are only following 50 people and you are not one of
them anymore. These people go out fishing for followers then un-follow as soon as their goal is achieved.

Look for value in those you follow. Follow people in your industry, people who offer something that is informative, or people
who are just darn interesting to read. You should think of these people not just as individuals, but as connections to their
networks. And certainly don’t forget the stars of social media. These people generally have thousands and thousands of people
following them and they may not follow you back, although some have their Twitter feed set up to automatically follow back
everyone who follows them. No one has been able to give me a good enough reason to do this, so | can’t recommend it, but
I'll remain open minded. Many of these influencers on Twitter have a lot of knowledge and insight on social media that is
worth following. Remember, social media is still pretty much in its infancy and we are all still gauging and even trying to direct
where it is headed and how it will shape our businesses in the future. So think of Twitter not only as a tool to promote your
business, but also as an educational tool and, very importantly, Twitter is your new ship in the sea of social media.

9. What not to do on Twitter

Don't be a robot. Too many companies represent themselves on Twitter by spewing automated and static information, or
authorized quotes from the PR department that only serves to keep the brand parked neatly in dry dock gathering dust.
Some of them, mostly news organizations, are actually followed, although | can’t imagine littering my Twitter page with these
posts. Most people who twitter do it for the human connection. That, after all, is the principle behind social media. The news
feeds | do follow have real live voices behind them. | can reply to something they’ve posted and they will reply back. We have
conversations. The same goes for the brands | follow. Twitter is this wonderful opportunity to strip off the corporate layers and
be open and vulnerable. You expose yourself in some ways, but it is also a means to open your doors to more possibilities.

| stated this earlier, but it bears repeating: don’t bring up politics and religion. Your mother told you this a long time ago
and it is still good advice; unless of course your business is politics or religion. In that case, go for it. Otherwise you are just
going to alienate half your followers, maybe more. People are passionate about their political and religious beliefs; if you are
representing a brand you will do it a great disservice by taking a position on either subject.

Don't rant about other brands or people. Think of Twitter as a ship we are all traveling in. You have to play nice with others or
you'll be shoved aside and ignored, or worse made to walk the plank. Besides, you never know when you might end up doing
business with someone you now consider a competitor.

Don't be a pessimist. No one wants to listen to someone who keeps whining or pointing out all the things that are going
wrong in the industry or the world. If you want people to follow you and listen, look for the positive. Sure there will be times
when you have to talk about things that aren’t so encouraging or upbeat; there are, of course, situations that demand a
solemn tone, but don’t make this a theme. Don’t make it what you are about. Remember, anyone can whine and complain, a
leader offers solutions.

Finally, don’t use multiple tweets to make a point. A tweet should be able to exist by itself. If 140 characters is just not enough
for you to make a point, then micro-blogging is not the place for you to say it. People following you are likely following
hundreds or maybe thousands of other Twitterers. It’s unlikely they will catch all your tweets. Think of the 140 character limit
as a great way to sharpen and pared-down your writing skills.



It’s time to set sail
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