
W
ith the growing acceptance of social media in the business world, many 
public relations professionals seek to incorporate more of it into their 
outreach strategies. 

The focus has shifted from racking up followers to creating meaningful 
content on which to form strong relationships. As the channel matures, the next challenge is 
then maintaining those online friendships offline. 

Developing a Solid Community
PR folks, as well as other social media users, find Twitter to be an effective tool in their 
community- and buzz-building efforts. While some contest the worth of engaging an 
audience in truncated messages, it is also easy to see the appeal. Marketers are able to 
connect with their publics — responding to customer service issues, answering media 
inquires, and researching potential leads, among other uses.  

Twitterviews: PR in 140 Characters 
Interviews taking place on Twitter (Twitterviews) have gained in popularity due in no 
small part to the increasing use of social media by public officials and celebrities. However, 
journalists have been using Twitterviews for quite some time. And PR professionals have 
followed suit. There’s even a whole website devoted to this form of online interview:  
www.twitterviews.net    

So what explains the growth of the Twitterview? A unique advantage to a Twitterview is that 
it is conducted in real-time, which allows for active participation from the audience.
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From TwiTTerviews To TweeTups: 
     puTTing The social in media

Tweet 
a message sent via Twitter, or the 
sending of a message via Twitter

retweet (rT)  
“forwarding” of someone else’s tweet

#hashtag 
a way to group like tweets

Twitterview (Twitter + interview) 
an interview conducted on Twitter 

Tweetup (Tweet + meetup) 
a meeting of Twitter users offline



Twitterview: Ten Must Do’s
Whether you are the PR pro who is hosting the chat or are the person helping your client 
organize and prep for one, how do you help ensure a successful Twitterview?

Planning —

         1.      Make certain that a Twitterview matches your communication goals. Not all  
                  subjects or newsmakers are conducive for discussion on social media. Depending  
                  on your goals, it might just be better to do an in-person interview.  For instance, if  
                  you or your client is being interviewed about a product recall, or speaking about  
                  changes in policies, a traditional interview or a press release could be the most  
                  effective way to convey your messages. 

          2.     Arrange to speak with the person beforehand. Whether you are the interviewer  
                  or the interviewee, you’ll want to agree on the topic and a date and time to hold the  
                  Twitterview. This will help smooth the communication flow the day of the event and  
                  make for a more enjoyable Twitterview experience.

         3. Decide on a common Twitter platform . There are a variety of ways to tweet - your  
                   cell phone, the Twitter website, and other Twitter platforms - and there is a plethora   
                   of applications to help make the process easier. To avoid miscommunication and  
                   time lags the day of the event, agree to use a common platform the day of the  
                  event. Tweet Chat is one example. 

          4. Craft questions of interest to your core audience. Ideally, you want to ask/answer  
                   questions that will provide value to your followers and keep their attention. Try to  
                   avoid questions that can be answered with a simple “yes” or “no.”

          5. Publicize your Twitterview. Tweet about the interview in advance, write about it  
                   on your blog, mention it on LinkedIn, or create an email blast to invite participants.  
                   In short, use your full array of PR skills to build an audience for the event. And  
                   make it easy for them to follow along and contribute by creating a hashtag (a way  
                   of tagging similar tweets by combining the # symbol with a short word of your  
                   choice). To set up a hashtag, please visit hashtags.org.

          6. Be prepared with “text bites.” Once you’ve agreed on the topic and questions, you  
                   should take the opportunity to prepare strong text bites and Twitter-friendly, short  
                   URLS to link to source material and examples.

During —  

          7. Remember tweets are limited to 140 characters. When a question or response  
                   runs over, use the ellipsis (…) to indicate there is more to follow. Otherwise, the  
                   interviewer/interviewee might move on to the next question or respond before  
                   you’ve had a chance to finish your thought.       

          8. Eliminate distractions when it’s time to tweet the interview. You wouldn’t divide  
                   your time or multitask while speaking on camera or on the radio. So, you’ll probably  
                   want to remain attentive during the Twitterview.

After —

         9.       Mutually follow one another. Once the Twitterview is over, you’ll want to follow  
                   your interview partner. This will allow you to directly message one another and  
                   continue to build a solid relationship.

         10. Follow-up the interview with a post or video on your blog. A blog post containing  
                   the entire interview, or a video in which you discuss the event, provides the perfect  
                   opportunity to clarify and elaborate on particular points – while continuing to  
                   create buzz and drive traffic to your site. 
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According to a recent BurrellesLuce 
survey, 52 percent of respondents 
indicated that “their department was 
responsible for monitoring social 
network sites, such as Twitter. 



Tweetups: Where the Virtual Meets the Real
If there’s one thing most PR practitioners do well, it’s engagement. Whether your Twitter 
followers are journalists, bloggers, consumers, or Internet friends, you’ve worked hard to 
build a rapport with them. One way to nurture those relationships and build community 
is to host a “Tweetups.”

The following are some Tweetup tips:

 
If you’re the host — 

 8 State your intentions. Your guests will want to know whether the planned   
     tweetup is, say, an informal gathering, an occasion to promote a product, or  
     a charity fundraiser. Of course, you have to note the name and address of the  
     meeting place, and you also should give invitees a good idea of the number of  
     people who will be attending. And send out the details sufficiently in advance,  
     so that attendees can properly prepare for the event.  

 8 Plan for more people than you think will attend. The announcement about  
     your Tweetup may go viral very quickly. As your followers, and their followers,  
     retweet your message, your guest list may grow. So be sure to reserve a setting  
     with ample space and if you are providing refreshments, have extra on hand.

 8 Collect your attendees’ contact info prior to the event. Should plans change or  
     you need to clarify more details, having the contact details in advance will make  
     it easier to reach everyone. Exchanging the list with fellow attendees (as long as  
     everybody agrees). People will worry less about exchanging business cards and  
     have more time to truly  connect.

 8 Arrange to have one or two “guest speakers” or “name guests.”  This will help  
     promote interest in the event and get the conversation started. 

 8 Arrive early. Even if you’re gathering with only a few people at a local restaurant,  
     you’ll want to be there before your guests to confirm everything is in order  
    and to greet people as they arrive. 

 
If you’re the attendee —

 8 Get the facts. Ask the person organizing the event to provide some information  
              about the venue, including the location, date, and time, the purpose, and  
              the availability of wireless connections. Knowing this beforehand can help  
              you prepare and come with the right mindset.   

 8 Be open. It’s unlikely that you will become buddy-buddy with everyone you  
              meet at the tweetup, but you will still want to network with as many people as  
              possible.

 8 Bring plenty of business cards. In case there is no attendee contact list, you will  
             want to exchange information with other guests. 

 8 Arrive on time. You won’t disturb others by being late.You may even decide  
              to get there a little early. The host will already have arrived and you will have a  
              chance to mingle. 

 8 Consider limiting the cocktails. Even if the Tweetup is strictly social, there’s  
              still the chance that you may meet some potential business leads. Regardless,  
              you will probably want to put your best face forward .
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49 percent of respondents, in a recent 
BurrellesLuce survey, answered “yes” 
when asked if they actively participate 
in Twitter. 



Monitor and Measure the Success of Your Twitter Efforts
Your Twitterview or Tweetup might be over, but you’re not through yet… Monitor and 
measure your efforts to track and understand how your efforts are playing in social 
media. From there you can either replicate or tweak your initiatives and ensure you’re 
making the maximum impact possible.     

About Us 
BurrellesLuce helps communication professionals maximize their media relations 
results by identifying relevant publicity channels, and capturing and measuring all their 
coverage in local and national print, web, blog, online, social media, and broadcast 
outlets. Besides delivering content, the company’s online platform, called BurrellesLuce 
2.0, enables clients to target and connect with journalists and bloggers, track media 
coverage, and measure the impact of their outreach efforts. The platform has been 
further enhanced with the introduction of BurrellesLuce iMonitor, a self-guided media 
monitoring tool that powers instant searches covering the most local, national, and 
international news from free and subscription sources, including social media. Founded 
in 1888, BurrellesLuce has a long history of innovation and is an experienced provider of 
media monitoring and measurement services in the United States.  
 
Please contact us at www.burrellesluce.com/twitterwp or call 800.840.2565
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Contact us 
To find out more about our media relations planning, monitoring and measurement services, 
please contact:

8	www.burrellesluce.com/twitterwp or call 800.840.2565


