HOW TO BE A BRAND CHAMPION ON TWITTER

@alexandrakirsch
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UNDERSTAND CHANNEL DEMAND
Not all social channels are created equal.
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search to understand target audience YT
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engagement motivators

 Get the lay of the land with respect to your
core messages and demand for information Moo — ¥
on key topic areas

« Set a baseline for resource allocation,
understanding omnichannel content needs

 Understand where Twitter fits into your
brand’s broader social ecosystem -- what
actions do you expect from followers and

engagers?
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SET REALISTIC GOALS
Size isn’t the only thing that matters.
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IDENTIFY AUDIENCE PERSONAS
Know who you want to reach.
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PURCHASE POWER

RELEVANCE
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SET OPPORTUNITIES & ASSETS
Be realistic, opportunistic and thrifty.

SOCIAL EVENTS

« Take brand-aligned content risks
» Create smart opportunities with like-minded influencers
« Curate refreshed content through existing brand assets
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TELLING BRAND STORIES

BUILD A
DISTINCTIVE
NARRATIVE

CREATE
CONSISTENT
IMAGERY

EXPERIMENT
WITH RICH
MEDIA

TAKE CUES
FROM TARGET
AUDIENCE
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SMART STORIES AT WORK
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ENGAGE IN THE SPONTANEOUS
Embrace real-time opportunities in real time.

« Know what’s trending and be ready to act and react in a way that makes sense
for our brand

« Take risks on trends by leading the way on tactics instead of always following
the leaders in the space

 Understand what success looks like and evaluate each opportunity realistically
based on established KPIs

 Leave the pastin the past. If a trend is feeling a tired and over-done, take social
cues and look for the next big brand opportunity
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AMPLIFYING MESSAGES WITH
ADVERTISING

Be realistic, opportunistic and thrifty.

SET OBJECTIVE &
BUDGET ASSETS

DEFINE YOUR AUDIENCE

« Balance between promoting content and brand presence

« ldentify targeting parameters that match your goals and broader brand
objectives

« Build a library of strong visuals and videos to help support the spend
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MAXIMIZING VISUAL REAL ESTATE

Make the most of the space beyond 140
with images and video.
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BRANDS AND PERSONALITIES GOING
“LIVE"

Embrace real-time opportunities.
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ANALYTICS UP-CLOSE
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REFINING AND OP IHHMIZING

APPROACH

Calculating Engagement
Rate allows us to assess
post performance. Calculate
this figure on a monthly
basis.

Twitter Engagements offer
brands and organizations a
range of audience emotions
to assess as part of overall
engagement.

Active Engagements offer a
glimpse into audience
sharing and commenting
behavior -- shedding light on
what content is most socially
digestible.
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Evaluate each post’'s Reach on a
monthly basis. Reach will help
indicate how far a post traveled and
how many people actually viewed it
beyond the feed audience.

Qualitative information is just as
relevant to building a strong social
community. Identify strong Audience
Engagement Anecdotes each
month to help shape strong, strategic
content creation.

Each report should include a set of
Optimizational Action Items and
Key Learnings based on the
guantitative and qualitative page
metrics.



QUESTIONS?!

ASK QUESTIONS HERE

or via

e-mail: alexandra@finnpartners.com

tweet: @alexandrakirsch
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