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CO N T E N T  P L A N N I N G  W I T H  T W I T T E R

Twitter inspires brands to make the most of live moments and conversations happening on the platform 
every day. This guide will show you how to build a content strategy to meet your business objectives.

PERSONAL MOMENTS  
People tweet about personal moments everyday, from their 

morning commute, what they're reading, to what they're 

watching on TV at home that night. The savviest brands 

identify these moments of receptivity and deliver relevant 

messages to connect with their audience. And the brands 

that do this consistently through an always-on approach can 

capture a 3x greater share of voice than brands that use 

Twitter for major events only. 

BRAND MOMENTS 

Brands can leverage Twitter around planned marketing 

initiatives. When you are planning your next campaign, we 

recommend integrating Twitter into your overall program. 

It's wise to start planning early to craft the right digital 

consumer experience. Consider adding a hashtag in your 

overall campaign to drive participation, engagement and 

recall. 

CULTURAL MOMENTS 

Twitter's live nature gives brands plenty of opportunities to 

participate in cultural moments as they unfold. To join the 

conversation effectively, the key is to plan ahead and 

establish a clear brand voice. It's important for a brand to 

create a framework for deciding which moments are 

relevant to the brand. It's also necessary to establish a 

process to enable your brand to act quickly. This may 

include having key decision makers from brand, legal and 

other teams ready to act. 

P L A N N I N G  F O R  T H E  M O M E N T

Source: Nielsen Twitter Consumer Survey, UK November 2013
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DEFINE YOUR GOALS  
When defining your content goals, consider 
what success would look like for your 
brand and ensure your goals are aligned to 
your business objectives.

LISTEN  
With one billion Tweets every other day, 
these moments represent one billion signals 
of intent. When you listen, you can uncover 
insights about your category, audience 
interests and affinities, and your brand.

INSPIRE YOUR AUDIENCE  
Remember to take a step away from data to 
be imaginative, and think about how to make 
your campaign informative or engaging. 
People want to be informed, inspired and 
entertained in ways that are unexpected. 

DEVELOP YOUR CONTENT  
Begin your content development by 
identifying moments that matter most to 
your audience. What do you want your 
consumers to think? What do you want them 
to do? How do you want them to feel? 

EXECUTE YOUR PLAN  
Utilize Twitter cards as your canvas to design 
engaging Tweets. Leverage targeting to reach 
the right people at the right time with the right 
message.
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THINK MEDIA-FORWARD 
When developing Tweet content,  use images, photos, 
videos and gifs. Tweets that contain pictures and 
videos drive a 3x higher engagement rate than 
Tweets with copy only.

CONTENT BEST PRACTICES

DRIVE PARTICIPATION 
Twitter enables brands to create a two-way dialogue. 
The most sophisticated brands use content to create 
unique experiences and interactions with their audience.  

KEEP IT SHORT 
While Tweets with less than 50 characters drive the 
highest engagement, we recommend keeping the 
content under 100 characters. Consider limiting call-
to-actions and clickable objects to focus response. 

PLAN TO BE SPONTANEOUS 
It takes a lot of planning to be spontaneous. For 
unpredictable moments, brands should prepare 
style guidelines and define a tone of voice that will 
help them create strategic content quickly. To 
capitalize on cultural & unpredictable moments, it’s 
important to define your brand voice and visual ID.

CREATE A CONTENT SERIES 
Consider creating a content series or episodic 
content to build muscle memory with your 
audience around your messaging.

ENTERTAIN OR INFORM 
This age-old ad tactic plays well on Twitter, too. 
Brands can be funny, surprising and tell compelling 
stories, and people will respond. Twitter is a great 
place to educate your consumers too. You can share 
product tips, how-to’s, and other information that 
could be valuable to your consumers. 

SHARE EXCLUSIVE ACCESS 
Brands get to go places and meet people that regular 
folks don’t. Many people turn to Twitter to get closer 
to the celebs, teams and events they care about. 
Brands can help make that connection and share the 
access they enjoy with their audience. 

PHILANTHROPY 
Twitter is a good venue to rally people for a cause or 
to donate money for a charity. Authenticity, as always, 
is crucial. Brands have to be careful that fundraising 
efforts on Twitter aren’t perceived as misleading or 
self-serving. 

PLANNING TIPS 

PROMOTIONS 
Offers, deals and contests definitely have a place on 
Twitter especially when they’re part of a larger, varied 
content mix. But it’s critical to reframe these efforts 
to be native to the platform. 

#HASHTAGS

USER-GENERATED 
These are hashtags the Twitter community has invented and 
continues to use. User-generated hashtags help brands fit in 
and be authentic to the platform. These hashtags often 
crop up around big events or are organic, evergreen trends. 

EVENTS 
Brands often use hashtags organic to cultural and sports 
events like #Oscars and #WorldCup to align with 
sponsorships. Brands can also join conversations around 
these events. 

ALWAYS-ON 
These can be long-term hashtags like #FollowFriday, 
#ThrowbackThursday, #LongRead or short-term memes. 
Brands can use these hashtags to align with high-volume, 
everyday conversations, to introduce the brand to new 
audiences or to stay relevant to target audiences. 

BRANDED 
These hashtags explicitly mention the brand or product and 
can help drive awareness. They’re good for reaching current 
customers that already have a relationship with the brand. 
They can also introduce a new content series that gives 
audiences a reason to follow, like #LowesFixInSix. 

UNBRANDED 
These hashtags feature a slogan, mantra or value rather 
than the brand name. Unbranded hashtags are generally 
more are more effective at generating usage and 
conversation because the focus is around a concept or 
mission, rather than your brand. it’s tough to get people to 
spread your brand name for you.
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Hashtags allow people to join a conversation about a 
specific topic on Twitter and Brands can join too.
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