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Twitter
Using Twitter for business

Maybe you’re sick of hearing about Twitter. But there’s no denying it’s become a hot business tool 
and with some pretty good reasons—as long as you think about how it will help you achieve your 
objectives!

What is it?

In simplest terms, Twitter is a free service that allows anyone to say anything to anybody in 140 
characters or less—it’s the “what are you doing right now” kind of micro-blogging that permeates 
online social communication.

So, now the question is—is that all? Well, no, not exactly. While people are using it to tell no 
one in particular what they had for lunch, millions are leaning on Twitter pretty hard as a way to 
network and communicate with contacts new and old. Twitter is outfitted, like most social media 
tools with the ability to subscribe, share, friend, or follow as many Twitter feeds as you like. In 
addition, developers are swiftly creating tools that allow users to bend and twist the feeds in 
creative ways. More on that shortly.

How do I use it?

First thing, sign up for an account. It’s very painless. See http://Twitter.com/account/create.

Once you create an account you will be given a home page and a profile page—i.e., my profile is 
http://Twitter.com/ducttape. So my Twitter handle is @ducttape. From these pages you can find 
other Twitter streams to follow, post your own messages, and even watch the entire public stream 
of comments flow by. (I don’t recommend that unless you are really, really bored.)
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It’s a good idea if you are going to jump into social media sites that allow you to 
build profiles to create a 100 x 100 px image, or avatar as they are called, to use 
on your profile and often with your activity.

Why would I use it?

Now that is the real question isn’t it? Many people look at Twitter on the surface and conclude 
that it’s just one big waste of time. I can’t say I disagree completely, but like all social media and 
marketing tactics, before you can determine if something makes sense you need to analyze your 
objectives. So, instead of asking why you would use it, ask how it might help you achieve some 
other already stated objectives.

1)	 Would you like a way to connect and network with others in your industry or others who 
share you views? It’s a good a tool for that.

2)	 Would you like a way to get instant access to what’s being said, this minute, about your 
organization, people, products, or brand? It’s a good tool for that.

3)	 Would you like a steady stream of ideas, content, links, resources, and tips focused on your 
area of expertise or interest? It’s a good tool for that.

4)	 Would you like to monitor what’s being said about your customers to help them protect 
their brands? It’s a good tool for that.

5)	 Would you like to extend the reach of your thought leadership—blog posts and other 
content? It can be a good tool for that.

6)	 Would you like to promote your products and services directly to a target audience? Not 
such a good tool for that.

Before you really jump into a service like Twitter, it’s important that you identify at least, and 
initially only, one objective from the list above and focus your efforts on learning how to use the 
tool to that end.

See this great article from Chris Brogan for more ideas: 50 Ways to Use Twitter for Business. Also, 
see “8 Tips for Using Twitter for Your Business,” by Office Live Small Business Monte Enbysk.

Before you really jump into a service like Twitter, it’s important that you identify at least, and 
initially only, one objective from the list above and focus your efforts on learning how to use the 
tool to that end.

Some basic Twitter terminology

Tweet: When you post or write your 140 characters on Twitter and 
hit send it’s called a tweet or tweeting.

Handle: That’s your Twitter name @ducttape—balance short with 
descriptive and no matter what your business handle is get 
your personal name if you can even if you don’t plan to use it 
right now. It’s like your URL and will have value someday.

http://www.chrisbrogan.com/50-ideas-on-using-twitter-for-business/
http://businessonmain.msn.com/knowledgeexchange/articles/salesandmarketing.aspx?cp-documentid=20400141&gt1=25049
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Follow: This is simply the act of adding someone to your list of people you are following—
this makes their tweets show up on your home page.

Replies: This is what it is called when someone writes a tweet directly at your handle—
@ducttape cool post today blah blah—this is often an invite to engage with a follower.

Retweet: This is a tactic of republishing someone else’s tweet—the original tweet along with 
author stays intact, but you are basically showing someone’s tweet to your followers—
many people find this a great way to add content and acknowledge good stuff from the 
folks they follow.

DM: This is a message that is sent directly to another user. They must be following you for 
you to DM them, but this is a very useful tool for private messages and generally a good 
choice when you start going back and forth with someone on something your entire base 
of followers might not find interesting.

Hashtag: This is a way people categorize tweets so that others might use the same tag and 
effectively create a way for people to view related tweets—it will look something like 
#marketing—more on this in search.

Who do I follow?

In Twitter terms, following someone simply means that their posts, or tweets as they are called, 
show up on your home page (or text messages via mobile phone option).

To make Twitter more useful for many of the objectives above 
you need to follow others and begin to have others follow 
you. Some people take very aggressive and, often, time-
consuming leaps into to this and try to follow and be followed 
by everyone on Twitter. Again, back to the objectives, most often quality over quantity is best.

While you can upload your current contacts (a good place to start) and search for people you 
know on Twitter, I would suggest that you take a look at two sites that will help you locate people 
with focused interest.

Twellow is like a Twitter phone 
directory that sorts people by industry. 
This can be a great way to find people 
in your industry.

The profiles also tell you a little about 
each person, including how many 
followers they have. Sometimes 
following people with large followings 
can lead to people following you, but 
if your goal is networking, be realistic 
and find people who may also just be 
getting started. If your goal is to keep 

tabs of what industry leaders are saying, then focus on industry leaders. The Twellow site has a 
link to each profile on Twitter so you can click on the link and go to a Twitter page to follow the 

http://www.twellow.com/
http://www.twitter.com/ducttape
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person you have chosen and then jump back to Twellow to keep looking. If you want to get listed 
on Twellow, use this link: http://www.twellow.com/user_add.php.

Tweepsearch is an option as well and focuses on searching through Twitter bios and profiles to 
help you locate folks that might be of interest to follow.

Another directory can be found here: http://Twitterpacks.pbwiki.com/. The nice thing about this 
directory is that you can also add your Twitter links if you aren’t afraid to edit a wiki.

What do I say?

Another tough question. Whatever your answer, it needs to be 140 characters or less. So, let’s go 
back to the objectives, shall we? 

If, for instance, you want some immediate feedback on things, you may choose to pose some 
questions. This often stimulates conversation but it can also do a great deal in terms of helping 
your make a decision—a bit like a poll. I have received some great ideas for blog content and 
often cross-post a response or two from Twitter in a blog post.

If you want to promote an event or post or idea don’t simply link to it, add a twist, ask if people 
have any thoughts, pose an interesting thought. 

Filtering Twitter to make it make sense

One of the most important and frequently underutilized objectives for Twitter is as a way to 
monitor your brand and reputation. Anytime anything is being said about your company, 
products, people, or services you can track it and respond instantly. You can also use a set of 
readily available tools to track what’s being said about any search term you like. This is another 
way to find people with shared interests.

Twitter Search: This little tool allows you 
to monitor anything you can search. I 
use it to see what’s being said back to 
me @ducttape and then do searches 
like “duct tape marketing” or “john 
jantsch”—now for some this may feel a 
little vain, but this is a great way to stay 
in touch and even network with folks 
who have an interest in your products 
and services.

Some large organizations such as 
Dell use Twitter very effectively to 
communicate with customers—happy 
and sad alike. This has become a major 
customer communication tool for them 
because they can respond immediately.

http://www.twellow.com/user_add.php
http://tweepsearch.com/
http://twitterpacks.pbwiki.com/
http://search.twitter.com/
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Lastly, Twitter search allows you to create RSS feeds from your searches so you can have them 
sent directly to your RSS reader or you can republish a stream of content on your website or blog 
and add the collective Twitterverse to your content creation.

Mining Twitter for leads

Getting leads and business by participating on sites like Twitter is a very intriguing notion. Now 
I’m not talking about barging in and hocking your wares to anyone with an @—you wouldn’t 
do that in an offline setting, say at a cocktail party, would you? But, think of that same cocktail 
party, you’re having a chat with someone who is going on about how they can’t get good help to 
staff their business, and you just happen to have the answer for them. You might suggest a great 
solution and voila, land a nice piece of business.

Well, that virtual cocktail party is going on all day long on Twitter. The problem is, it’s a bit like a 
party held in the Rose Bowl, if somebody in section 101 needs what you do, but you’re in section 
334, you’ll never meet each other.

This is where some powerful Twitter and third-party tools can come to help you make sense of it all.

Meet Twitter Advanced Search—the basic Twitter search function is a great time-saving filter and 
allows you to set up searches on your name, company name, brands, competitors, all the basic 
stuff, so you can monitor your business and reputation and even know when people are replying 
to your tweets.

Advanced search, however, is where the real data mining comes to life.

Advanced search allows you to filter everything that’s being said for your keyword phases in 
your town, for example. Think that might be useful? Let’s say you are a network server specialist 
in Tucson, Arizona. If you set up an advanced search for people in Tucson, Arizona, complaining 
about their server, and you got those complaints in real time, could you develop some hot leads? 
Here’s the search for that.

http://search.twitter.com/advanced
http://search.twitter.com/search?q=+"server"+near%3Atucson+within%3A50mi
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Creating advanced searches around topics that would identify someone as a hot lead is really 
pretty easy using the form on the advanced search page. Or, you can use a host of operators in 
the basic search page to create some interesting searches. For example, want to know if anyone 
in Detroit is asking about marketing—your search would look like this: near:Detroit within:50mi 
marketing? Note the question mark after the word “marketing.”

People are asking questions, complaining, and searching for stuff in every corner of the world on 
Twitter and these people are often more than happy to hear from someone who can provide an 
answer locally. With a little practice you can set up a series of tweets that might turn up leads for 
your business every single day.

Again, this is not an invitation to spam people, but with a little care and the fact that you can 
identify people through the flood of tweets, people expressing needs and wants, you can 
proceed to target and educate these folks by starting a conversation and answering their 
questions thoughtfully.

Managing your Twitter activity

Once you start using Twitter, you’ll want to explore ways to make it easier to follow what’s going 
on and respond to @replies and searches you’ve set up.

There are a number of third-party desktop and mobile applications that make this a snap.

TweetDeck: This is a piece of software 
that you run on your desktop. You can 
post tweets from it, respond to replies 
from others and, this is what I really like, 
set up various searches and get updates 
in real time when someone tweets on a 
subject or phrase you 
are following.

This is a great way to 
monitor your brand or jump on opportunities connected to your specific topics 
of choice without having to hang out on Twitter all day.

Tweetie 2: This mobile application allows you to do much of what you might on 
a desktop but from your iPhone.

TwitterBerry: This is the mobile app of choice for BlackBerry users.

http://search.twitter.com/operators
http://search.twitter.com/search?q=near%3ADetroit+within%3A50mi+marketing?
http://search.twitter.com/search?q=near%3ADetroit+within%3A50mi+marketing?
http://www.tweetdeck.com/
http://www.atebits.com/tweetie-iphone/
http://www.orangatame.com/products/twitterberry/
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Hashtag use

There is a pretty useful trick that Twitter insiders use all the time called a hashtag. The roots of 
the #tag are buried somewhere in IM coding, but it’s what you can do with it using Twitter that 
matters. (More on hashtags, if you want some techie stuff on this.)

The hashtag or #tag added to a tweet acts as way to create categories, groups, or topics for 
tweets that others can use as well. This way, tweets can easily be grouped together using the 
search.Twitter.com feature.

Let me give you a very commonly used tactic for this. Let’s say a group of folks are attending a 
workshop and tweeting their notes in real time. If everyone at that workshop were asked to add 
something like #mkt101 to their tweets, everyone present or not can see and share all the notes 
in one place.

During earthquakes and fires hashtags are a great way for people to get news.

Promoting events and product launches via a hashtag helps keep the word in context.

Companies often use hashtags as a way for remote employees to use Twitter as a communication 
tool for all the stuff people should stay on top of.

I use a hashtag for each of my live webinars and then people tweet and ask questions via Twitter 
and I have a back channel of conversation and notes and another source of relevant content to 
support the webinar.

You can also find hot trends via hashtag at search.Twitter.com. The homepage lists the trending 
tags. More than one Twitter user has found that jumping into a hot trend conversation is a great 
way to connect with folks on something of shared interest.

Anyone can create a hashtag by putting # in front of anything. Keep it short so you don’t use up 
your 140 and try for something unique. If you use a tag that others are using you will mingle your 
results with others.

Popular third-party Twitter tools

•	 TweetDeck: desktop Twitter client

•	 Seesmic Desktop: another desktop Twitter client

•	 Tweetie 2: iPhone app

•	 TwitPic: share images in tweets

•	 TweetStats: analyze your Twitter activity

•	 Hootsuite: business oriented

•	 CoTweet: multiple accounts

•	 Objective Marketer: advanced analytics 

http://twitter.pbwiki.com/Hashtags
http://search.twitter.com/
http://www.twitter.com/
http://www.tweetdeck.com/beta/
http://seesmic.com/
http://www.atebits.com/tweetie-iphone/
http://twitpic.com/
http://tweetstats.com/
http://hootsuite.com/
http://cotweet.com/
http://om.shaayad.com/
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Managing the Social Media Beast: The system is the solution

One of the hardest challenges for many people just entering the world of social media is to 
determine how to accomplish the seemingly endless list of new tasks that they find themselves 
asked to complete.

Participating fully in social media as a business and marketing strategy requires discipline, 
automation routines, and a daily commitment. Now, you’ve got to balance that with the fact that 
much of your activity is about building long-term momentum and deeper networks, and that 
doesn’t always make the cash register ring today. 

The following is an example of such an automated routine and may provide some insight into 
how you can best integrate your social media activity into your overall marketing plan.

Twice daily

•	 Check Twitter via TweetDeck—preset searches for @ducttape, john jantsch, and duct tape 
marketing—respond as I see fit, follow some @replies that seem appropriate.

•	 Scan MyBlogLog—I obsess over traffic, but this reveals trending links and stumble surges 
in real time so I can react if appropriate.

•	 Respond to comments on my blog.

Daily

•	 Write a blog post—RSS subs get it, Twitter tools sends to Twitter, Facebook gets it, 
FriendFeed updates

•	 Scan Twitter followers for relevant conversations to join

•	 Scan Google Reader subscriptions to read and stimulate ideas

•	 Share Google Reader faves—these publish to Facebook and you can subscribe

•	 FleckTweet any blog pages from my subscriptions that I love—this goes to Twitter

•	 Bookmark any blog pages from my subscriptions that I love—delicious using Firefox  
plug-in for right-click posting—this goes to FriendFeed

•	 Stumble any blog pages from my subscriptions that I love—this goes to Facebook  
and FriendFeed

•	 Scan Google Alerts for my name, brand, and products—in Google Reader as RSS feed—
respond as appropriate

•	 Add comments to blogs as appropriate—mostly response types—Google Reader  
and BackType

http://www.mybloglog.com/
http://www.backtype.com/
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Weekly (end)

•	 Scan LinkedIn Questions from my network and respond when appropriate

•	 Scan delicious, digg, and mixx popular and select bookmarks for content ideas and 
trending topics

•	 Consciously add comments to conversations I want to join—hot topic focused

•	 Join one Twitter hot trend conversation if appropriate—search.Twitter.com shows these 
in real time

Set your system up and work it, day in and day out—whatever that means for you. You will then 
start to understand the vital role that social media can play in your overall marketing strategy.

Good luck managing the beast!

Let’s get social

If you would like to connect with me on one of the following social networks, here are my profiles.

Plurk: http://www.plurk.com/user/ducttape

LinkedIn: http://www.linkedin.com/in/ducttapemarketing

Facebook: http://www.facebook.com/ducttapemarketing

StumbleUpon: http://jjantsch.stumbleupon.com/

Flickr: http://www.flickr.com/photos/ducttapemarketing

Twitter: http://www.Twitter.com/ducttape

YouTube: http://youtube.com/jantsch

Slideshare: http://www.slideshare.net/ducttape

Digg: http://digg.com/users/jantsch

FriendFeed: http://friendfeed.com/ducttape

http://www.mixx.com/
http://www.plurk.com/user/ducttape
http://www.linkedin.com/in/ducttapemarketing
http://www.facebook.com/ducttapemarketing
http://jjantsch.stumbleupon.com/
http://www.flickr.com/photos/ducttapemarketing
http://www.twitter.com/ducttape
http://youtube.com/jantsch
http://www.slideshare.net/ducttape
http://digg.com/users/jantsch
http://friendfeed.com/ducttape
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In the end

As you can see, when technology is leveraged to facilitate and enhance social interaction, a 
great deal of value can be created. But tread carefully. This savvy audience can be turned off if 
approached in the wrong way. Use these new tools properly and they’ll prove to be invaluable 
in your effort to strengthen existing customer relationships and capture the hearts and minds of 
new consumers.
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