
 

 

Twitter for Your Local Business 
If you use Twitter at all, why not use it to build 
your business?  Nowadays to be a thriving 
local business is to create a presence online:  
And that doesn’t just mean creating a static, 
dead website.  

It means interactivity, immediacy and 
connection. 

Driving more traffic to your store – and events; 
making a community out of your customers; 
getting them into the habit of checking your 
feed regularly (perhaps even more than once a 
day) – these are just a few of Twitter’s benefits 
to businesses. 

Twitter has also introduced new features that 
are specifically geared to businesses: Ironic, in 
a way, because this little social-network-that-
grew started out life determined to guard 
against all commerce.  Fortunately, they have 
overcome this bias, and now more local 
businesses than you might think are 
discovering how it can increase profits and 
help brand their companies and products. 

Twitter is a micro-blog, where posts are called “tweets” and are no more than 140 
characters, maximum (including spaces). Oh, you can go beyond that, but the 
remainder will be truncated and not visibly in the Twitter feed stream. 

You can now add photographs and videos directly to your stream, and more. 

Apps, video sharing, Twitter cards, hashtags - these are just the start of how Twitter 
can help local businesses find more paying customers – and grow. 

Step One: Understanding Twitter Today 

If you tried Twitter during its early days, you may have become quickly tired of the 
incessant stream-of-consciousness micro-posts a.k.a. “tweets”. And perhaps even 
more tired of the impersonal, canned tweets that began to flood the market. 

Twitter recognized this and attempted to stem the flow of irrelevant tweets and 
provide tweets of more value by changing their own algorithms – and they seem to 
have succeeded quite nicely.  Twitter has removed some early Apps, added other 
new, more focused ones and allowed third-party Apps and services access. 



 

 

Now you can use Twitter to: 

• Search for more local customers (“hidden” segments not using your current 
means of outreach and communication) 

• Build a buzz around upcoming events 

• Build a branded, professional profile 

• Follow up on new contacts and your events 

• Identify and monitor competitors 

• Check who your competitors and customers are following 

• Find out what your customers and competitors are talking about 

• Find out what is trending locally 

• Find out about upcoming events you could participate in 

• Give your business a persona 

And you can do all this in minutes a day – with no need to laboriously write full posts 
(though adding other types of social media and blogging should always be 
considered, to ensure you have a well-rounded local and online presence.) 

Step Two: Getting to Know Twitter Features  

Before you can decide whether or not this form of micro-blogging is useful to you, 
you need to be aware of what it can do for you and your customers. 

More than that – you need to know about existing and new features Twitter has 
added in the last several months as it recognizes its importance as a business tool. 

1. Photo sharing improvements 

Brand new to Twitter are two great photo-sharing innovations for mobile users. 
Take advantage of these innovations yourself – or let your customers know – on 
your blog or Facebook page – that the new features are available and how they 
can use these features.  (Hint: Create a contest around them!) 

These mobile innovations?  The ability to: 

• Post up to four photos in a single Tweet 

• Tag up to ten people per photo  



 

 

And the beauty is, adding these extra names will not take away from the 140 
characters available. 

In addition, if one of your customers tags you (i.e. your Twitter name) in a photo, 
you’ll instantly be notified – so you can check it out and acknowledge their tweet. 
(You can add your mobile device under the “mobile” tab or adjust your “email 
notification” tab in your Twitter settings to show only the activity you prefer.) 

 

You can also send photos in Direct Messages, as well as in your Tweets.   

To tag someone in a photo you are adding: 

a) On your mobile, tap “Who’s in this photo?” 

b) Type in their Twitter handle (e.g. “@somebody”) 

c) Tap “Done” 

That’s all there is to it! 

2. Twitter Cards 

When we talk about “Twitter Cards”, we are talking about the new incarnation of 
“Twitter Lead Generation”. 

We are also talking about advertising. 

There are currently three ways you can advertise on Twitter: 

• With “Promoted Tweets” 

• With a “Promoted Account” 

• With “Twitter Cards” 

Twitter Cards are easily your best option if you are trying to make a more 
personal connection and grow a community around your business.  They allow 
you to add rich media to a post that the average tweeter can’t add. 

This makes your post stand out. 



 

 

Rich media is also more likely to engage your follower, because it allows them 
to interact with you rather than just “scan” your tweets. 

What is “rich media”?  Take a look at these Twitter Card types to understand… 

 

In addition, you can also feature a whole “gallery” of photos with your Twitter 
Card. 



 

 

 

The latter is a particular effective tactic for businesses, because you can give 
people a taste of a real-life experience with their single glance at your tweet. For 
example: 

• Holiday activities (e.g. Christmas Candlelight sale) 

• Special events  (e.g. Annual Dunking Day) 

• Workshops (e.g. Egg Decorating class) 

• Community improvement (e.g. Mrs. Gardner’s 6th grade class watching 
how you blow glass) 

• Showcase your skills (or your employees’ skills) 

• Feature customers enjoying your activities 

This latter is a key part of drawing customers into your tweets!  

Q:  Why do people buy local newspapers? 

A: To see their own names – or the names of people they know – in local 
newspaper articles and pages. 

As every local newspaper, magazine or newsletter publisher knows – names sell 
printed material. 

And it’s the same with your tweets.  Names and faces make people share them.   

  



 

 

(Just make sure you ask permission and get parents or participants to sign a 
release form if: 

a) You are photographing children 

b) You are showing people in embarrassing situations 

(And do try not to show your customers in a bad light!) 

The other huge benefit of Twitter Cards:  You can access Twitter card analytics 
so you can see exactly how your Twitter cards are converting – in detail. 

 

But wait – there’s actually more… 

Another great advantage of using Twitter cards in your business: Twitter itself 
pays extra attention to your account and by its own admission, sends “more 
engaged traffic to your site or app” (by studying your stats too – as well as the 
behavior and accounts of those who click on your tweet). 

It is incredibly easy to turn a tweet into a Twitter card. Here’s how Twitter 
explains how to implement Twitter cards… 



 

 

 

Twitter cards give you multiple ways to choose and control how people see your 
Twitter content. And this section merely gives you a brief glimpse of how you 
could use them. 

Check out Tips and Tricks for Better Twitter Cards, courtesy of the Twitter 
Developer blog, for actual examples of how other businesses and companies 
have used these traffic-boosting tweets.  

3. Twitter Advertising 

If you want to learn more about Twitter advertising in general, be sure to check 
out the general Twitter Advertising Help section. 

 



 

 

Promoted Accounts can help you grow followers by increasing your branding. 
The trick is to make sure your tweets do not come off as impersonal – a common 
failing some businesses seem to succumb to.  Twitter will be presenting your 
tweets to followers they have identified as similar to your existing ones  - your 
“hidden market”. So it is up to you to make a personal connection with your 
tweets; otherwise, the potential new follower is likely to dismiss your tweet as 
“advertising”.  (Which it is, of course – but it should never feel like that!) 

But promoted accounts give you two big advantages:  You can choose to 
promote by… 

• Geo-location (your local area) 

• Specific interests (your keywords) 

(You can also add “gender” to this mix.) 

Your advertising stats will be immediate and in “real time”.  You will have both a 
“Promoted Accounts” dashboard and a “Followers dashboard”. 

Best of all, you can set a daily budget and pay only when someone new follows 
your account. (Stop your campaign when you’re happy with the number of 
followers you’ve attained.) 

Promoted Tweets are ordinary, individual tweets but the reach will be far 
greater: Instead of just reaching your existing followers, they will be tweeted to 
potential followers with the same interests. 

An important note for local business owners: If you translate “interests” into 
“keywords”, this means you can specify not just elements like need (e.g. “cowboy 
boots”) but also your location (e.g. Austin, Texas). 

Twitter provides a set of helpful “self-service” tools, and you pay only when 
people take action on your promoted tweet (such as clicking a link it contains, 
replying or retweeting it).   

A final advertising option is Promoted Trends. It works in much the same 
structure as Promoted Accounts and Promoted Tweets; and is best used if: 

• What you want to post about relates directly to a trend already appearing 
in Twitter’s “Trending” section on peoples’ feeds 

• You have something truly new and exciting to share that is going to be a 
game changer in some way 

In other words, you think your topic is likely to go viral and vault to the top of the 
“Trends” section in everyone’s feeds – even if no one has ever talked about your 
topic much – up until now. 



 

 

 

But remember – it has to be truly earth-shattering if you want noticeable results. 

Finally, keep in mind that if you are having trouble getting prime followers, 
advertising can quickly fast-track this process and help you gain instant 
(targeted) numbers. 

4. Hashtags: And How to Use them 

You’re familiar with hashtags, right?  They’re used not just on Twitter now, but 
also on other social networks such as Facebook and Google+.  They look like 
this: 

#SmallBiz 

Hashtags are made both for your audience to follow and for you to follow. 

An easy way to get people to promote your business (and for you to track who is 
doing so): Just turn your company name into a hashtag – as Whole Foods 
Market in Austin, Texas, obligingly demonstrates… 

 

You can adjust your settings to notify you when anyone uses your hashtag – 
or you can simply run a search in Twitter, in the search box at the top of your 
Twitter feed page. 



 

 

 

You can also: 

• Ask followers to share your hashtag 

• Use your hashtag as part of a contest 

• Use your hashtag plus a new event-specific hashtag to spread the word 
virally about an event 

And, last but not least, submit your hashtag to Hashtags.org, a well-known and 
widely-accepted hashtag directory – the first place many people search.  

5. Twitter’s “First Tweet” Tool 

This feature won’t change the world – but you might be surprised how useful it 
can be for a local business! 

To find your customer or competitor’s first tweet, simply enter their Twitter handle 
(username) into the search box on the First Tweet page. 

 

Get creative with this little tool – it’s fun for customers and your staff members 
alike. (How would you use it? Share your own tweet? Mark a milestone as a 
compliment to a customer or near-competitor? Write a “memory lane post? Tell 
customers how to find a first tweet – knowing yours is a particular great one for 
them to “retweet”?)  

6. Your Twitter Profile 

Don’t be surprised that we mention this as a “feature”. You can actually do a lot 
with just your twitter Profile header, if you put your mind to it. 

The best way is to show you. 



 

 

This is what an un-optimized Twitter Profile looks like: 

 

Twitter itself provides the website link, but there is nothing but the bare minimum 
of information.  One slight point in this local business’ favor: They do use at least 
a profile photo of their premises – but they don’t take advantage of the chance to 
include a background image that could: 

• Show viewers instantly what the business is about 

• Please the eye and draw the reader into checking further 

• Help brand the business 

Nor do they take advantage of the ability to add more than just the default 
website link.   

Compare this with the Las Vegas MGM Grand, which includes three alternate 
hyperlinks for people to engage with – as well as including a great tag line. (“We 
did not invent entertainment, we perfected it”.) 



 

 

 

The MGM Grand makes one cardinal sin, however: Their busy background 
clashes with the text, making it hard to read. Combine this with the fact that their 
full Profile background is in screaming purple, and the effect is overly busy, tiring 
to the eyes and gives “bargain basement” impression that is most definitely not 
representative of this famous hotel’s high-end service. 

When utilizing your Twitter Profile, it’s important to strike a balance between 
starving your viewer to death and bludgeoning them with so many conflicting 
elements, they risk having a seizure. 

When creating your Twitter profile, first and foremost concentrating on telling 
your story – the one you really want to share with Twitter visitors. 

Case Study # Two: Julian Bakery, La Jolla, CA 



 

 

 

On the down side, this local company’s logo doesn’t carry a strong graphic impact, 
and the graphic does make the text slightly hard to read, but they do two things right 
here. The Julian Bakery… 

• Shows customers food representative of a Paleo diet (their “story”) 

• Repeats the word “Paleo” eight times 

(Think they specialize in Paleo diets, much?) 

Note: Repeating a keyword like this would not work in all local business profiles – 
but in this particular case, it reassures potential customers that yes, it really IS all 
about the Paleo diet.  

Getting back to the down side, the Julian Bakery also misses the opportunity to 
include a hyperlink to their Facebook Page on their profile headers – as well as 
failing to include any other social network profile links they’d like to drive the viewer 
towards. 

But this Twitter profile hits the mark better than many others because – taken with its 
feed background graphic – it leaves a strong impression of what it’s all about – with 
no glaringly obvious amateur mistakes. 

The ultimate effect is slightly more on the restful side, with a hint of liveliness that 
makes the page feel well-balanced, appetizing and pleasing. 



 

 

 

They have gathered a decent number of followers, and offer a nice mix of tweets. At 
first glance, there doesn’t seem to be much interaction – the tweeting seems “one-
way” – but look again, and you’ll see that what Julian Bakery does do is 
acknowledge, retweet and thank followers for real-time interactions. 

Their website does include social sharing buttons (including Twitter) but although at 
the top of the page (a plus) these are small and not prominent. The red color 
clashes, and is most likely indicative of a template parameter they couldn’t alter. 

 

  



 

 

Neither does their rather nice Facebook Page provide a link back to Twitter – though 
it does include Instagram and YouTube App tabs – and a link to their “store 
locator”. 

 

One is left with the impression of a decent attempt at integration and cross-
promotion, with several good tactics – but no overall cross-promotion plan. They 
do have presences on several directories such as Yelp.com – but on the latter, there 
are many complaints about a bread whose recipe they changed that customers had 
serious complaints about – including the complaint they received no customer 
service. 

Moral: If you are going to put time and effort into promotion on Twitter and 
elsewhere, make sure there is nothing they could fault your business for! 



 

 

Conclusion: Ninety per cent of your competitors don’t seem to know how to 
optimize their Twitter profiles and about fifty per cent don’t seem to plan their 
social integration. 

Add those two missing components to your Twitter marketing and web presence and 
you will give yourself and edge with barely any effort at all – if you know what you’re 
doing. 

So let’s take a look at how to perform these two actions… 

Step Three: Optimizing Your BusinessTwitter Profile 

Twitter Profile headers consist of these six, customizable elements:  

 

Your… 

1. Profile Photo (or Logo) – 81 X 81 px 

2. Profile cover (background image or colors) – 520 X 260 px 

3. Business name 

4. Bio 

5. Location 

6. Website URL 



 

 

When you click on the “Me” tab at the top of your Twitter feed… 

 

…you will be taken to your profile – and you will see an “Edit” button just below the 
bottom-right of your header area. 

 

Click on it.  It immediately changes so the all the editable fields are highlighted as 
in our example on the previous page – and the “Edit profile” button changes to 
“Cancel” and “Save changes” buttons. 

Click on the little pencil icons to change the Profile and background photos.  

 

For example, clicking on the header background pencil icon immediately gives you 
three options: Upload photo, Remove or Cancel.  You would upload a new profile 
background just as if you were uploading a new Facebook Cover photo or 
WordPress blog image. 



 

 

For all other areas, just re-type the text. (You can also change these fields by 
editing them in your settings.) 

Be sure to include in your text areas your… 

• Location 

• Keywords 

• Hooks 

• Links to your other sites, Apps, other social network pages or incentives 

In addition, make sure that… 

• Your background colors are not too similar to the text color – i.e. they do not 
drown out or blend with your text. (It will be hard to read if that happens.) 

• Your background doesn’t overpower your message by being 

o Too bright 

o Too strong 

o Too “busy” 

• Your background colors are consistent with your company branding colors on 
all other social network profiles and your website 

• Your background graphic or photo, if you use one, instantly tells your viewer 
what your company promises 

Note that the “background” (header photo) we are talking about here is different 
from the custom background you can apply to your actual Twitter feed page!   

 



 

 

If you choose to use this type of background, make sure it doesn’t clash with your 
profile graphics (or overpower them). 

 

And especially make sure your Twitter feed background doesn’t distract your viewer 
from the information you want them to see – or fight with the background graphic in 
your profile header! 

You want your reader’s attention to be focused on: 

• Your optimized header information 

• Your tweet feed stream 

• Using Black Feed Backgrounds or Header Backgrounds: 

Note that you can have an all-black Header photo background – as long as it: 

• Contrasts and highlights your bio information and Profile photo or logo 

• Is the best use of that space 

For example, people involved in the design or fashion industry are often expected to 
make greater than average use of the color black: Emotionally, it signifies unity with 
design – and the neutral color shows off creative works.  

But notice that when these professionals do use the color black, they do so 
dramatically, with a good eye for pointing attention to specific elements they wish 
you to notice. 

 



 

 

Step Four: Planning and Integrating your Social Profile and Promotion 

The other area your competitors may fall noticeably short in is integrating all their 
social profiles – and planning for a specific campaign outcome. (It’s astonishing how 
often these two factors go hand-in-hand:  Either businesses have planned-and-
integrated… or they haven’t!) 

Here’s how to ensure you leave your competitors in the dust… 

Before optimizing your feed background and Twitter Profile header: 

1. Decide what goal you wish to achieve (e.g. driving more traffic to an App 
page; branding your business; capturing a segment that currently has low 
engagement but deep pockets; upping your game on a close competitor; 
creating a tight community around your business, etc.) 

2. Think of ways you can achieve this specifically with 

a) Twitter 

b) Other social profiles 

c) Your website 

What is the one big “message” you want all these sites to get across to your 
potential customer? 

3. Brainstorm what you can use to achieve this effect (e.g. with your Cover 
photos; with your bio; with Apps, etc. 

4. Make sure all social profiles and site landing pages include:  

• A sign-up incentive (e.g. access to your VIP club; a coupon, etc.) 

• A web form or App tab leading to a web form that collects their name 
and contact email 

5. Sign up for an email marketing Autoresponder such as Mailchimp or 
Constant Contact if you don’t already have a subscription.  (Mailchimp is 
free up to 2,000 subscribers and Constant Contact is about $20.00 per 
month): Then create a web sign-up form from one of the easy, customizable 
templates they provide.  

6. Make your social profiles (including Twitter) as consistent as possible 
with message, branding, colors, “story” images and backgrounds. (By the 
time you’ve done this, people should be able to glance at the tiniest profile 
image or your colors or a particular photo and instantly associate the entire 
topic it represents – e.g. Lake Comeau vacations – with your business.) 



 

 

7. Track your results with multi-variate split testing, Google analytics and 
native social media tracking apps and tools – such as simply running a 
search for your brand (i.e. “@mycompanyname”) or a campaign hashtag (e.g. 
“#RabbitRecipes”). 

Think of the planning and the tracking as the “bread” to your local marketing 
“sandwich”.  For the perfect sandwich that transcends mere fuel, you need good, 
basic, fresh bread – and a delicious filling. 

 

And you need to provide all three. 

Now you know: 

• What to highlight 

• Which links to include 

• The story you want to tell (and show) 

• What “message” you want your potential customer to get 

• Which graphics, photos and colors to use to enhance and support your 
message 

• Where to send them via your links 

(Remember to include keywords!  Don’t just rely on your city and state field.) 

So we’ve taken care of creating a social media marketing plan and optimizing your 
business’ Twitter profile and presence (as well as keeping that consistent with any 
other social media or directory presences you create…) 



 

 

It’s time to focus on your content. 

And that means what Twitter can do for your business… if you post the right tweets! 

Step Five: Building Your Community with Tweets 

There is some merit to the thought that a company interested in straightforward 
selling should post straightforward sales links. 

This only holds true if you’re known already as the “go-to” market for those goods. 

Remember, you are not just selling “goods”, you’re primarily selling one or more of 
the following: 

• Dreams 

• “Image” 

• A lifestyle 

• Solutions 

• An experience 

• Relief 

• The “sizzle” 

In other words, the first half of your sales equation – the one that makes customers 
buy – is the scent of your dish and the look of it. You can take care of the look with 
your profile headers, backgrounds and photos you share. 

You take care of the “sizzle” – the scent – with content that engages as many 
senses as possible. 

For example, you can literally trigger the memory of a scent with 
words and images. Now we’re talking about a real scent for the 
moment – but if you’re not in the food industry, what you’re going 
for can either be real scent (e.g. evoking the smell of real leather) 
or a strong, tactile memory (what it felt like to dress up in mom’s 
high heels). It’s not even about the perfect sandwich: It may be 
about the experience of an English high tea (which your 
customer had once as a child and loves to repeat… or read 
about in her favorite traditional English kid’s book or mystery 
novel. 



 

 

Selling is never about “just goods”.  It’s about all the emotional baggage – the lost 
memories, the hopes, the bright futures, the sensual pleasures – that these goods 
represent. 

So why would you flood your customers and followers with a stream of navel-
gazing, dry tweets with all the personality of a machine?   

Yet that is what online businesses do to their customers – again and again. 

(If all the Twitter Profile icons in your feed are yours – there are none from other 
people – you can pretty much bet you’re guilty of mechanical, impersonal “canned 
tweets”:  The Twitter equivalent of elevator music!) 

Even if you feel your business doesn’t require heavy interaction – you’ve already got 
a captive market: you don’t need to “build a community” – don’t make the mistake of 
thinking that the intangible extras don’t matter. They do.  

It’s just a case of realizing which “extras (dreams, image, lifestyle, solutions, the 
sizzle, etc.) will irresistibly have your customer fumbling for her purse and credit 
card. 

If you still don’t think you have time for this sort of content, just remember this: 

• Tweets which trigger memories, create a feeling, capture the imagination, stir 
the senses and make your customer feel like you’re talking to him are the 
tweets that are shared – i.e. go “viral”. 

• Viral tweets are the ones that explode your sales (and customer base) to 
higher levels than you might dream possible 

Now let’s look at proven ways to create this sort of absolutely addictive Twitter 
content… 

1. Mix sales with social 

If you always just auto-tweet the links to your latest blog post, you’ll never 
grow your followers. (“It feels so self-absorbed on the Tweeter’s part,” said 
one customer and fellow marketer in a business forum, when asked why a 
diet of just this type of tweet repels.) 

In real life, you don’t just walk up to the customer and say: “Here’s 7 Reasons 
Why You Should Buy My Shoes”… “Here’s One Way to Beat the High Cost of 
Leather”.   

  



 

 

If you enjoy good sales conversions on your actual store floor, think of what 
you typically do: 

• Engage your customer in small talk that she finds interesting – or at 
least allows her to assess you and get used to your store.  (The latter 
is where seemingly-inane comments like: “Had enough of the snow?” 
comes in.) 

• Acknowledge and care about her problems and concerns. (If you 
do that effectively in person, she becomes reassured and is much 
more likely to buy from you, rather than from your competitor.) 

• Reassure her that you share her dreams, lifestyle, problems. (If 
she doesn’t identify with you, she won’t buy.) 

• Provide a solution or a reward.  

Looking for the “opening”: 

Only at this stage, after engaging in the “getting to know” or “identifying with” 
conversation, are you actually able to suggest the best solution or reward for 
her.  If she walks into your store and you rush up to her and say: “We have 
Brindisi loafers on for $39.99 today”, you’re likely to make her feel annoyed or 
pressured – and she’ll disengage and leave as quickly as possible. 

But if you’ve (a) allowed her to look around and familiarize herself with your 
store first and (b) engaged in any sort of non-sales-pitching conversation, this 
will present you with natural opportunities. For example, she sighs and 
complains about her problem with high arches and says she wants a pair of 
flat loafers but they’re all so ugly. This opens up the perfect opportunity to 
say: “We have some new Italian leather loafers that not only accommodate 
higher arches, they’re quite distinctive and bridge that gap between skirts and 
pants, and they’re on special today. Would you like to try a pair?” 

She feels some connection and trust with you at this point (in fact, she feels 
as if you care about her high arch problem) and that is when she is far more 
likely to say “yes”. 

You need to care and be there to look for “openings” on Twitter too. 

But the beauty of Twitter is that you’re micro-blogging. Writing a tweet and 
scanning responses can be the work of seconds – not hours (or even 
minutes). 

Especially if you know your campaign goals and unique selling position. 

  



 

 

2. Mix your content types 

One way to simulate the ebb, flow and seeming-irrelevancies of in-person 
conversation is to mix your content types. 

Don’t just tweet links:  Tweet… 

• Personal comments 

• Videos 

• Vine looping .gifs 

• Infographics 

• Photos 

• Sound clips 

• Questions 

• Polls 

• Recipes 

• Remedies 

Just keep every tweet type relevant to your audience, their goals and 
concerns and your overall campaign goal. 

And when it comes to photographs, they are a whole other marketing section 
in themselves.  Don’t just tweet photos of your goods: Tweet… 

• Event photos 

• Photos by customers 

• Photos of products 

• Photo quotes 

• Funny photos related to your customer’s main passion 

• Photos with a caption contest attached 

• Photos of the lifestyle the products represent 



 

 

For example, let’s say your business is a Tack Shop, selling all things related 
to equestrian sports to a horse-loving customer base. 

You could post the following simply as a “funny” photo…  

 

…or you could increase its share-ability considerably by: 

a) Asking readers to provide a caption 

b) Asking readers to Retweet your caption “contest” 

(You don’t even have to provide a prize, with this type of popular content!) 

Moral: Always be looking for a way to “kick it up a notch” and increase your 
re-tweetability. 

But we’re not done yet with examples. On another occasion you could post a 
beautiful photo like the following as an example of “living the dream” that you 
know your customers share: 

 



 

 

And – you guessed it – you could increase its share-ability and kick it up a 
notch by asking your followers to “Share your favorite horse photo” (or “Share 
a photo of your horse” or “Share a photo of your ideal horse farm” – or 
whatever else you know would trigger a response.) 

Notice these photos all relate to the equestrian lifestyle – yet they don’t feel 
the same, the way a whole parcel of links-and-titles would. 

You’re also making your content look and feel more lively and active by 
allowing/encouraging your followers to respond to your feed!  Seeing a good 
mix of different Twitter profile icons instantly convinces people there’s a 
conversation going on – and that they’ll be listened to, if they joined in. 

(Overheard at a local social networking workshop: “It’s actually embarrassing 
to respond to a tweet and have the business owner ignore you, and be the 
only person responding.”) 

3. Post to the “hidden segments” 

So there you are, busily tweeting to horse owners and riding students. But 
start thinking about who else would care about your posts and you will 
instinctively come up with new keywords you can turn into posts or hashtags 
– ones that can attract an even more lavish-spending segment you haven’t 
yet attracted. 

Example: You suddenly realize that grandparents will happily spend money 
on your kiddie equestrian segment.  So you invent the hashtag 
#HorseyGrandma or the hashtag #CuteKidsandPonies and include them in 
tweets of photos grandparents can identify with – like this one: 

 



 

 

4. Keep it real. 

Never, ever post something just as an excuse to share a hashtag or link. You 
should have a genuine “Eureka! That’s IT!” moment yourself, when you come 
up with a photo you know your followers will love or respond to; or come up 
with an idea for a contest or infographic “they really, REALLY need!” 

And if you want to keep it real and make people think they have a relationship 
with your business, never, ever resort to using the word “we” in Tweets. (E.g. 
“We thought you couldn’t resist this photo of a tiny rider.”)  Instead, make a 
personal observation – even if you are posting as a company under a 
company logo. (E.g. “This little boy reminds me of my son when he first 
learned to ride.”) 

The last thing you ever want to do, if you plan to engage with real, live, local 
customers, is sound like a big, impersonal corporation. 

5. Include local geo-targeting! 

Unlike Facebook, Twitter is incredibly responsive to search keywords! So do 
help the right people find you by including location-based keywords in your 
tweet content and hashtags.   

Example: 

 

Also remember to think up accompanying keywords that your followers might 
be searching with:  For example, “maple syrup” and “Quebec”.   

 



 

 

There are hundreds of maple syrup businesses all over Canada – but YOU want to 
be the one business that flips up instantly in Twitter’s search results for these 
keywords – just as Canadian Maple Syrup did. 

 

Let’s finish off with… 

19 Business Twitter Tips 

Add these to the tactics and practices we’ve already talked about – and enjoy the 
results! 

1. Add your Twitter URL to your business card 

2. Add your Twitter URL to other social media bio or “About” sections 

3. Make sure you install a Twitter sharing button on all web pages, articles and 
blog posts 

4. Consider installing a Twitter widget on your website, showing your Twitter 
stream’s latest Tweets. 

5. Know why you think installing a Twitter widget is a good move for your 
particular business 

6. Including location-based keywords in your tweets, links and hashtags. (Yes, 
we know we just said that – but it is absolutely worth repeating!) 

7. Follow the Twitter blog and learn tips and innovations such as new ways to 
create and use tailored audiences  

8. Either take your own photographs or purchase high-quality stock photos to 
share – especially if you’re in the food industry. (Nothing can put your 
customers off more than a photo of overly grey-looking meat with a color-
killing background that you don’t even notice, when you take food photos 
yourself or lift them off “free” sites.) 

9. Find ways to reward your customers through Twitter. (Example: Follow their 
streams, retweet their tweets, reply to their tweets, acknowledge their 
achievements, answer questions or give them a “shout out” on your Twitter 
feed, etc.) 

10. Easily find the influencers in your industry on sites such as WeFollow – and 
follow them on Twitter. 



 

 

11. Add yourself to WeFollow. (It’s free!) 

12. Build a relationship with your local or industry influencers: Contribute helpful 
content, share their events. (They’ll usually do the same for yours.) 

13. Follow and use Localtweeps to find local potential purchasers 

14. Optimize your profile in local and industry-related directories, such as 
Yelp.com. Add your branded images and information – as well as social 
media links such as your Twitter link!   

15. Search your business name in Google to quickly find out what directories your 
business is listed in. (Many of these you may not even know about – and if 
you don’t take the chance to “claim” your page and upload your own current 
information, social links and photos, they will often present you with sparse, 
misleading, out-of-date content – some generated by others who don’t have 
your business’ best interests at heart!) 

16. Find or create Twitter lists to refine your targeting and keep an even closer 
pulse on your local market 

17. Don’t follow back a new follower who tweets nothing but “canned” sales 
messages. (You don’t want your own valuable audience exposed to that). 

18. Don’t be afraid to Unfollow “serial tweeters” who flood your stream with so 
much meaningless hype that they stop you from seeing valuable tweets from 
consumers and industry professionals – or slow you down in finding tweets 
you want. 

19. Never, ever use Twitter to “vent” or indulge in negative habits like becoming 
defensive. Instead, use Twitter to provide fast customer “help” and even 
faster damage control – if necessary. 

And the most important Twitter tip of all for businesses? 

Make a commitment to regularly use Twitter – but only after you’ve made a focused, 
goal-oriented Twitter plan! 


