
Twitter Made Easy

Build Your Business with Twitter



What is Twitter
• A micro blog site that allows 140 characters, photos, videos, and links.

• Twitter is real time communication. 

• Before you start any social media site, do yourself a favour and do an 

online business plan. online business plan. 

• Ask yourself, why do I want to be on Twitter. 

• Start with the 5 “W’s”

– Why or How (This puts focus on your Tweets)

• Why or how you got your started in your organization. The Why 

inspires people to want to listen.

• Example: The WHY of your organization can solve for your 

followers. Respond to particular question and answers from the 

organizations you want create an alliance or relationship with. 



Twitter Stats

• 1 Billion + Users

• 271 Million Active

• 78% Mobile Users• 78% Mobile Users

• 500 Million Tweets per day

• High Conversation Rates

• 60% of people say they’ve made a purchase based on 

something they saw on Twitter

• 43% plan to make multiple purchases from SMB’s they 

follow on Twitter



Creating a Profile

• Go to www.twitter .com and sign up

• Select a unique name (Twitter URL) max 15 characters• Select a unique name (Twitter URL) max 15 characters

• Choose your interests

• Import Contacts

• Confirm Email Address





Customizing Your Profile
Profile Photo Tips:

• Professional headshot if you are the CEO, brand or if you are the 

main face of your business. People are more likely to engage with a 

headshot than a business logo.

AvoidAvoid

• Selfies

• Party Shots

• Blank Blue Head

• Avoid sales pitches

Use this spot to communicate to your users what is in it for them. Ex: 

Why would they want to follow you.



Setting Up Your Account















Things to Remember

• Branding

• Profile pic – logo and brand

• Bio, (elevator pitch) short but with a reason to follow you. Website link and • Bio, (elevator pitch) short but with a reason to follow you. Website link and 

a reason to go to your website educate

• Draw users attention and keep it close to your brand/organization so it is 

easy to identify

• Pin Tweet to highlight for people to continue to see. Great for product 

launch, registration events etc.







Terminology

• Tweet – 140 characters

• Retweet (RT) – A tweet you forward on to your followers

• Mention (MT) – Include the @ sign followed by user name and it is a 

great way to show someone you mention them

Mention (MT) – Include the @ sign followed by user name and it is a 

great way to show someone you mention them

• Hashtag (#) – organize topics of conversation. 

• Follow – Someone that opts in to see your timeline





How To Grow Your Followers

• Import email addresses from your email account

• Decide who to follow, partners, other sporting organizations, 

suppliers, community, etc.

• Search your geographic location

• Search.Twitter.com to search keywords and hashtags associated 

to your industry I.E. #YearOfSport

• 2X more engagement with Tweets that have photos and videos

• 173+ % more engagement with Tweets that use multiple images



Remember

• Talk to people not at them. Tell a story!

• Tweets are a reflection of your group or sporting organization but 

they do not need to be formal

80% of your Tweets should focus on driving interaction with others.( • 80% of your Tweets should focus on driving interaction with others.( 

RT, Reply, Favourite)

• 20% Product, purchases





Tweet for Direct Response vs Engagement

Engagement: 

• Followers are more likely to respond to Tweets that are funny, 
newsworthy, trending or inspirational

• Ask for what you want• Ask for what you want

• Seize the moment

Direct Response:

• Compelling offer

• Peaks curiosity

• Call to action

• Urgency





Get Found with #Hashtags

1. Join existing conversations

2. Add value to the conversations2. Add value to the conversations

3. Keep in mind, less is more. Don’t use too many #Hashtags in a 

tweet

4. Keep it recognizable and simple. Capitalize each word… 

#YearOfSport



Pinning Tweets

Allows you to pin a post to the top of your page or profile, giving new 

life to old content and providing a quick win to get your most 

important updates even more exposure.

How to Pin an Update on Twitter?

1. Visit your Twitter profile page.

2. Find a tweet you want to pin.

3. Click the three-dot icon that appears at the bottom right side of 

the tweet, next to the star.

4. From the drop-down menu, select “Pin to your profile page.”



Pinning a Tweet



Create a List



Making a List



Engage Your Audience

Everyday Moments

• World - Olympics

• Cultural – Holidays, Events• Cultural – Holidays, Events

• Personal – Engagement, Milestone, Accomplishments

• TV – Sports, Games

• Ask questions, listen and respond

• Keep it timely - Twitter is real time

• Give the inside scoop – employee profiles, birthdays, wins, 

celebrations, any charity events



Drive Direct Response

You want your followers to “Take Direct Action”

Examples:

• Visit your website• Visit your website

• Make a purchase

• Submit their information

• Share a post





Twitter Ads and Measuring

You can measure things like: 

• Website, Leads, or Sales

• Target based on location, gender, mobile devise etc.• Target based on location, gender, mobile devise etc.

Ads/Twitter

• See how many views your tweets have received

• Track how many retweets, replies, favourites, clicks on links in a 4 

week span

• Analytics of individual tweets

• Export data for saving





Example of Twitter Card



What are Twitter Cards?

• Here are two important things you need to know about the Twitter Ads 

portal. When creating a campaign, you’ll be given the option to select either 

an objective-based campaign – gaining followers or driving traffic to your 

website – or create your own custom campaign.website – or create your own custom campaign.

Objective-based

• If you select a particular objective before creating your campaign, Twitter 

will automatically recommend the Twitter card most suited to your 

purpose. This is great for beginners.

Custom

• Every option of Twitter card and much more will be open to you. Custom 

campaigns are best for people well acquainted with running ads.



8 Types of Cards

App Card

• An app is ideal for brands that have a mobile application that they 

want to drive Twitter users to the app store to download! 

Gallery Card

• Gallery cards are similar to photo cards, except they’re roomy with 

space for four photos. Gallery cards are ideal if you want to show 

off a product gallery or images hosted on your. 

Lead Generation Card

• Lead generation cards can be used to gather email addresses and 

assist in creating a database. Lead generation cards streamline the 

process of collecting email addresses.



Photo Card

• Photo cards make a single image the focus of your Tweet and can be 

linked. Photo cards are ideal for visual with a rich photo experience in-

feed. 

Player Card

• Player cards are the place to be for music, video, and any other • Player cards are the place to be for music, video, and any other 

multimedia you want to share as part of your Twitter Ads campaign.

Product Card

• Product cards are for online retailers to display their stock on Twitter. 

Provides you with ample space for an image, a description of up to 200 

characters, key details about the product, and space to add price and 

even stock availability. Twitter users can then click through to your 

website to purchase the item. 



Summary Card

• Summary cards are Twitter’s reliable go-to card. The ‘default’. Best of all, 

summary cards were made for web content. Summary cards include a title, 

description, thumbnail image, Twitter account attribution (where 

appropriate), and a direct link to your content. They’re ideal for blog posts, appropriate), and a direct link to your content. They’re ideal for blog posts, 

articles, and any other web. 

Website Card

• Website cards exist to direct users to your website, landing page, or any 

landing page you wish to send them to. Website cards have space for a 

horizontal image, room for any text you’d like to add, a link to your site, and 

a big call-to-action.



Analytics



Plan Your Content



Twitter Dimensions

• Header 1500 x 500 (Cover Photo)

• Profile photo 400 x 400 (Logo)Profile photo 400 x 400 (Logo)

• Shared photo 1024 x 512

• In-stream photo preview 220 x 440

Worthy mention – Tag photos 



Resources

• Twixclusive – an offer that only your followers can only find on 

Twitter

• Flock to unlock – Incentive for your followers to re-tweet your offer • Flock to unlock – Incentive for your followers to re-tweet your offer 

to receive an exclusive discount through Twitter. Go to 

Business.Twitter.com for information

• Hootsuite

• JustUnfollow

• PicMonkey

• SurveyMonkey

• Aweber



Get in touch 
Marcia Morris Marcia Morris 

Executive Director, Ottawa Sport Council 

marci@sportottawa.ca

SportOttawa.ca


