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Twitter for Financial Services

David Worsfold

Abstract: Successful businesses need a social media 
strategy. Twitter is one of the most influential networks 
and must play a part, but many financial firms approach 
it with caution, even fear. Engaging with clients and 
customers using Twitter is no longer optional as a gen-
eration brought up in the digital age starts to make its 
presence felt in the market. For many firms, it is a step 
into the unknown, with the added complication in the 
financial services sector of having a regulator peering 
over your shoulder.

This guide will give you a comprehensive introduction 
to Twitter, help you develop the right strategy for your 
business, and equip you to put in place the tools and 
policies to deliver it with confidence and real impact. It 
guides the reader through establishing Twitter as a key 
tool in a social media strategy, how to use it, how to build 
genuine engagement, and how to deploy it effectively in 
the highly regulated world of financial services.

This guide is practical, explains social media jargon and 
conventions, and offers a guide through the complexities, 
pitfalls, and challenges of using Twitter in the financial 
services sector.

Key words: Audience, Compliance, Content Marketing, 
Conversation, Curating, Engagement, Regulation, 
Sharing, Social Media, Twitter Introduction

Twitter is now in its second decade and has almost 330 
million active monthly users sending over 500 million 
Tweets a day. Yet, financial services firms are still hesi-
tant about using this massive and very influential com-
munication channel.

There are several explanations for this reluctance to 
embrace Twitter. Common among them is the often in-
hibiting influence of regulation in many national mar-
kets. Many firms have decided it is easier to ignore the 
unstructured, occasionally anarchic world of Twitter 
than grapple with the changing demands of regulatory 
authorities, especially when those demands seem to 
lack clarity or leave too much open to conflicting inter-
pretations. No compliance department is going to feel 
comfortable with that and so many find it easy to say no 
when asked about Twitter.
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Part of the problem has been the relative 
slowness of regulators’ own understand-
ing of the channel, which has often left the 
firms they oversee with little or no guid-
ance on what is acceptable and what isn’t. 
In most markets this regulatory vacuum 
has acted as a potent disincentive to firms 
to experiment in what they see as the risky 
world of social media.

This has played strongly to their inher-
ent conservatism.

Financial services isn’t known for the 
most innovative approaches to marketing 
or technology, indeed, far from it.

Put the two together and they are almost 
the perfect recipe for inaction.

This doesn’t apply right across the vast 
social media universe, making the caution 
surrounding Twitter perhaps even harder 
to explain.

Many firms are major users of Linke-
dIn, seeing it as structured, orderly, 
and crucially, business-like network. 
They use it to engage with clients, share 
thought-leadership content, recruit staff, 
and present a detailed profile of their 
firm. Others are engaged with Facebook, 
often seeing it as a platform to display 
the softer side of their firm, showing staff 

engagement with good causes, news about 
the firm, occasionally sharing big theme 
marketing messages. The very brave even 
use Facebook to engage directly with 
customers.

All of these things can be achieved on 
Twitter too.

Video has become more important as a 
corporate communication tool, meaning 
that YouTube now often claims a place in 
firm’s social media strategies. Then there 
are the various picture sharing platforms 
such as Instagram and Pinterest, which for 
firms keen on adding a visual dimension 
to their marketing messages also have a 
strong appeal.

Social media is already a major element 
in several firms’ communications strat-
egies and, for those not making use of it 
there is a lot of catching up going on.

When it comes to Twitter, however, it 
often seems it fights to get beyond a wall 
of hostility, misinformation, or outright 
prejudice.

How many discussions with senior man-
agement about making Twitter a key part 
of a firm’s social media strategy have floun-
dered in the face of such indifference, dis-
missed with comments such as
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“It’s full of pictures of what people had 
for lunch”

“It’s just for the kids”

“We don’t want to be seen on there with 
all that rubbish”

“Everyone who has ever had a grievance 
against firms like us will be there waiting 
to have a go at us”

“You can’t do compliance in 280 characters”

“Our competitors aren’t there. Doesn’t that 
tell you all you need to know”

and so on?
The simple fact is you can’t afford not 

to be there. Your customers are almost cer-
tainly there, especially if you have mass 
market products such as motor insurance, 
mortgages, credit cards, and so on. They 
will be talking about you: you should be 
talking to them. Those conversations can 
have a significant influence on customer 
perceptions of your brand.

The challenge of building this conversa-
tion in a way that remains compliant is not 
one firms should be running away from. 
Regulators on both sides of the Atlantic 
have shown they are willing to be helpful, 
even in the United Kingdom where the 
marketing of financial services has been 
the focus of increasingly strict regulation.

The bottom line is that financial services 
are different: regulation makes them differ-
ent, the complexity of the products makes 
them different and the old adage that most 
financial products are sold, not bought, 
makes them different. None of this is a 
reason for not unlocking the opportunities 
for promoting your firms and its brands 
through Twitter but they are reasons why 
a more careful, nuanced approach is essen-
tial. That is what this article aims to help 
you achieve.

What it doesn’t aim to do is provide a 
comprehensive technical guide to Twitter 
and the many applications that have grown 
up around it. Twitter itself provides excel-
lent simple technical guides for those who 
want to become more proficient in using 

its many features. There are many excel-
lent websites full of advice on how to get 
the best out of Twitter, which tools to use, 
and how to use the more sophisticated 
features.

This article focuses on how a financial 
services firm can create an appropriate iden-
tity and voice on Twitter, use its core fea-
tures to build up a substantial and effective 
presence and move onto engaging directly 
with its customers through  Twitter—all 
within the context of increasingly prescrip-
tive regulation and understandable sensitiv-
ities about the reputation of brands.

It is based on a decade of working with a 
wide variety of firms to help them develop 
their social media strategies. While all the 
advice—for better or worse—is my own, I 
am grateful to Roger Edwards of Roger Ed-
wards Marketing (https://rogeredwards.
co.uk/) and Laurie Edmonds of Local by 
Social (http://localbysocial.co.uk/) for re-
viewing the content and making many 
helpful suggestions.

Why TWiTTer?
That is a question that must be asked and 
answered with clarity if a firm’s Twitter 
presence is to be effective. Even 10 years 
on from its arrival and with the network 
establishing a clear role as a major global 
communication channel, there will be 
doubters in most major businesses. Their 
concerns need to be addressed and expla-
nations ready for the time and resources 
that need to be committed to building 
up and maintaining an effective Twitter 
presence.

More importantly, it will be impossible 
to make the right decisions about those 
resources—both money and personnel— 
unless you are clear as to why and how you 
will be using Twitter.

The real opportunities are only unlocked 
when you decide to become active on  
Twitter. How a firm approaches that step 
will depend on where social media sits in 
its broader marketing and communications 
strategies.
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It might have one or more primary 
functions:

■■ Business promotion
■■ Product promotion
■■ Reputation management
■■ Competition monitoring
■■ Event promotion/monitoring
■■ Personal promotion of key executives/
personalities

■■ Information gathering & research
■■ Opinion/thought leadership
■■ Sharing content/links/images/ideas
■■ Monitoring news on market
■■ Engaging with customers

The first stage has to be stepping back and 
creating a comprehensive social media strat-
egy and that is beyond the scope of this ar-
ticle. Twitter is but one of many options. Its 
size and reach demand that it is considered 
seriously but that doesn’t mean that it will 
be right for everyone or that it will always 
be immediately obvious how the nature of 
your engagement should be shaped. At the 
very least, however, every firm should have 
a modest, even if low-key, presence on Twit-
ter. A later section deals with Twitter ‘fire-
storms’ but the ability to deal with these is 
greatly hampered if those at the center of 
such storms are not to be seen, heard, or 
even merely listening on Twitter.

It is a major source of news. Almost every 
media organization—and that includes the 
specialist business press—monitors Twitter 
for breaking stories and comment on stories, 
often identifying people who have some-
thing to say on a major issue and then fol-
lowing up with them offline. You may want 
to be one of those chosen commentators, 
almost certainly if the story is about your 
firm or the markets you operate in. Without 
the prior experience and knowledge of how 
to project yourself on Twitter, this will be 
almost impossible to achieve and definitely 
cannot be learnt in the frantic minute-by-
minute development of a breaking story.

There are sophisticated social media 
monitoring tools available that will help 

analyze sentiment toward your firm and its 
brands, flag up critical content, and identify 
who is talking about you. For larger firms 
these are worth investing in but they are 
no substitute for being directly involved in 
the major platforms. Only a day-to-day en-
gagement with Twitter really gives you the 
insight into what people are saying, why 
they are saying it, and why they are ex-
pressing themselves in the particular posi-
tive or negative tone they adopt. A good 
baseline then is to have a listening pres-
ence on Twitter (see the section “path to 
engagement”). It may stop there for some 
firms but that would be enough to enable 
them to keep close to what customers and 
others are saying about them on Twitter, 
and to respond when appropriate.

It is building beyond that modest step 
where many financial services firms start 
to feel nervous, not least because most will 
have to take into account a much broader 
range of issues around brand image, repu-
tation, and crucially, regulation. This re-
quirement to acknowledge a wide range 
of other factors and important influencers 
within a firm is often cited as a reason why 
ambitious plans to engage more widely on 
Twitter falter.

An early mistake firms often make is to 
identify Twitter as a promotional or mar-
keting tool. Once a financial services firm 
starts talking about product promotion, a 
myriad of regulations come into play. With 
regulations comes compliance, and this 
combination can frequently be an inhib-
iting factor in developing an effective en-
gagement strategy using Twitter. Far better 
to think more broadly about the role Twit-
ter can play in a social media strategy.

Corporate structures vary enormously 
and there is no single solution that will 
work everywhere. Generally, the firms you 
see having the most dynamic and engag-
ing social media presence are those that 
have achieved the broadest buy-in across 
the firm to their social media strategy. This 
usually means involving people early so 
that their concerns can be addressed and 
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ideas harnessed. This includes legal and 
compliance.

The more important compliance is in 
the market you operate in and the stronger  
the compliance culture within in a firm, the 
more important it is to bring them in early. 
Treat them as a facilitator and enabler, not 
as a potential blocker. Some firms have 
made huge strides in breaking down barri-
ers through their development and delivery 
of a dynamic social media strategy.

Where, for instance, there is a lengthy 
process for approval of all external mar-
keting messages, especially where there 
is any suggestion of possible product pro-
motion, even streamlining this is unlikely 
to be fit for purpose on Twitter. Instant 
response is more usually the order of the 
day. The delays in getting approval from 
senior marketers or compliance will mean 
that opportunities are lost. The answer is 
first to make sure that social media is seen 
as a mainstream marketing function, not 
something that is left to the ‘kids’ because 
nobody senior can really be bothered to get 
to grips with it.

The next challenge is to establish an 
open working relationship between the so-
cial marketers and those departments that 
see themselves as guardians of a firm’s rep-
utation and regulatory compliance.

In some firms they have adopted imagi-
native answers to the problems of getting 
legal and compliance approval, for instance 
by embedding someone from compliance 
in a marketing department so they are al-
ways on hand to check anything that could 
potentially cause problems later.

No solution will work without proper 
training and the development of clear com-
pany policies of what can be said, when it 
can be said, and how it can be said. This 
trick is to ensure these policies are en-
abling and not inhibiting.

Another frequent line of objection to 
getting too deeply involved with Twitter is 
the intensive, 24/7 nature of the platform, 
something it shares more widely with so-
cial media but which often seems more 

acute on Twitter. Does it mean you have to 
commit a large number of dedicated per-
son hours to support a strategy?

Clearly there is never going to be a simple 
answer to that question because ultimately 
it will depend on how broad and how exten-
sive corporate social media campaigns be-
come. But there is no denying Twitter can 
be a time bandit”. It means it easily steals 
a lot of time that users sometimes aren’t 
aware of. Without clear guidelines, and 
individual and corporate discipline, it can 
suck people in, spending hours on what 
might prove to be relatively unproductive 
tasks and becoming a quick, easy target for 
those skeptics in a firm who will be keen 
to point to the amount of time/people it 
is absorbing with very little demonstrable 
return.

Good training, an appropriate strategy, 
and the right tools will go a long way in 
tackling this before it becomes a problem. 
It is perfectly possible for one or two people 
to sustain a significant presence for a small 
firm for the investment of only a few hours 
every day between them. Some of the tools 
to help achieve this will be looked at later.

The other common objection is that it 
can be a lot of time and effort for something 
that is so transient. That is a fair point but 
also one that can be addressed.

What Twitter offers that makes it stand 
out from most other social media platforms 
is the opportunity to participate in a con-
versation, or rather many conversations 
at the same time. These may be conversa-
tions with your customers, peer group, pol-
icy makers, potential employees, suppliers, 
or thought leaders with influence in your 
field.

Conversation is by its very nature tran-
sient but it leaves a mark whether that be 
a specific piece of information or insight or 
broader impressions of the personalities of 
the other people involved in a conversation. 
That in turn has the potential to strengthen 
your brand and build understanding of what 
you do and the value of your products, all 
worthwhile objectives.
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There are also several tools that can be 
used within and alongside Twitter—and 
other social media platforms—to capture 
and curate the best content in a more per-
manent form.

When a conversation with multiple con-
tributors around a specific product or event 
is especially enlightening, contains a lot of 
new information or comment, or is in it-
self very newsworthy, it can be captured, 
edited, and shared in a way that will make 
it more widely and permanently available 
using a tool such as Storify. With the right 
tools it can be combined with a firm’s out-
put on other social media platforms, ed-
ited, and curated on their own website as a 
more lasting piece of content.

For instance, if you are running an event, 
attending a market event, or commentating 
on a rolling news story—perhaps a major 
government policy announcement—then 
capturing and curating everything you 
have said in an archive format and embed-
ding it on your website is an easy way of 
ensuring that the great insights your team 
may have spent several hours generating 
on Twitter are not lost. This content can 
also be edited and presented in such a way 
as to create lively, topical content for what 
might otherwise sometimes be a slightly 
dry, static website. It can also be used to 

showcase contributions from others, per-
haps valued clients.

This ability to capture and curate Twit-
ter content often surprises those who fear 
it might absorb a lot of corporate resource, 
particularly in the form of employee time.

Twitter can serve a wide range of differ-
ent objectives and should be part of every 
firm’s communications strategy.

The PaTh To engagemenT
The aim of this article is to provide specific 
practical advice to financial services firms 
on using Twitter, not be a comprehensive 
guide to the platform, even less to rest of 
the vast modern social media universe.

However, as many firms are still develop-
ing their social media strategies or review-
ing one that was drawn up only a few years 
ago when the world of social media was a 
less complex, less sophisticated arena, it is 
appropriate to look at some of the success-
ful approaches toward creating a strategy 
and giving a place to Twitter within that.

The key objective has to be engagement 
with your target audience. This can take 
many forms and there is a wealth of advice 
about how to create strategies. Many of 
them overcomplicate the processes, creat-
ing multiple steps, and staging posts on the 
road to full engagement, the point when 

Storify is one the tools for curating Twitter content in a permanent form
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your social media strategy delivers results 
and competitive advantage.

The best plans—ones that reach their fi-
nal objective—are usually simple and easy-
to-understand by social media champions 
and doubters alike.

A typical social media engagement plan 
might break down into four stages.

Stage 1: Pre-social
This is very much the traditional model in 
the financial services sector where mar-
keting is through conventional channels, 
which will include an online dimension 
but that often consists of a fairly static 
website. Customer support similarly fol-
lows industry norms with a website offer-
ing little more than telephone support or 
email contact. With commoditized con-
sumer products such as motor and house-
hold insurance, there will be online sales 
and these have become increasingly 
sophisticated, attracting the lion’s share 
of investment in the front-end of digital 
systems.

None of these permits an online conver-
sation about your brand to develop. They 
do not invite comment and they do not in-
vite genuine engagement.

Social media, especially Twitter, will be 
very low in senior management priorities.

Stage 2: Experimentation

Usually led by a handful of individuals. 
These may be mavericks who take the ini-
tiative and create a presence on social media 
perhaps just to listen to what others might 
be saying or they might be people tasked 
by managers to help inform a nascent social 
media strategy with practical insights.

They are likely to start in listening mode, 
observing what others are doing, who 
among competitors is using social media 
and how. With organized, structured plat-
forms like LinkedIn, that is relatively easy. 
With Twitter it is much harder and people 
need to be given leeway to try different 
things during this experimental phase, al-
beit within the constraints of regulation. 
The simple rule at this stage (indeed, at 
any stage) is not say anything that might 
be construed as product promotion.

As this stage gathers momentum, the 
experimentation will start to embrace the 
various tools that might help you manage 
your social media campaigns and rolling 
engagement. It will also prompt the ques-
tion, ‘what does success look like?’.

Stage 3: Operationalization
The experimentation phase should gener-
ate valuable data about where your cus-
tomers and clients are talking about you, 

The four stages of social media engagement

Source: Ant’s Eye View
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your products, and the financial issues that 
matter to them. It will also give you a clear 
insight into what your competitors are do-
ing and how they are using social media, 
especially Twitter.

This intelligence should be used to lay 
the foundations of a strategy and start di-
recting the right resources in terms of 
personnel, tools, and investment to the 
platforms that you believe are right for 
you. The sheer size and influence of Twit-
ter should ensure it is part of this phase.

It requires a commitment to start devel-
oping policies for the use of Twitter and 
a proper focus on training and education 
of the teams that are going to be using it. 
This, in turn, means that decisions about 
the tools you are going to use need to have 
been made and a basic framework for mea-
suring results put in place.

Leadership becomes crucial at the oper-
ationalization phase. If, say, an insurance 
firm decides to use social media to commu-
nicate with policyholders making claims, 
perhaps in a situation where events are 
moving very fast and traditional communi-
cation channels are under strain—a major 
flood—then it is essential that the senior 
management of the claims department is 
committed to the strategy and comfortable 
with using the tools. If the teams on the 
ground don’t see that leadership, they will 
be hesitant about embracing it and often a 
tentative dabbling in social media can be 
very damaging as it might raise expecta-
tions that fail to be delivered.

This is the stage where your custom-
ers will be meeting you—perhaps for the 
first time—in the world of social media. 
Some might be suspicious that it is just an 
empty marketing ploy, all about pushing 
messages and product toward them (albeit 
direct product promotion is beyond the 
boundaries of what is permitted by regu-
lators, especially in the UK). Others might 
say, ‘good to meet you, now can we talk?’. 
This is an expectation that you must be 
ready to respond to, especially on Twitter, 
otherwise disillusionment will quickly take 

hold. If that happens, it may even generate 
hostility toward your firm.

This is the stage where legal and com-
pliance functions have to be brought fully 
on board, helping to create the policies and 
reporting mechanisms that ensure social 
media engagement is kept within corpo-
rate and regulatory boundaries. The chal-
lenge is for them to be seen as enablers, 
not blockers.

Stage 4: Social Engagement
Conversation becomes the norm and large 
numbers of employees are engaged, com-
petent, and comfortable on Twitter. The 
strategy is no longer driven entirely by a 
central team but by individual business 
units that will be naturally developing 
strategies relevant to them. The most suc-
cessful cultures will still enable and en-
courage experimentation as standing still 
with social media is simply not an option. 
New functionality, new strategies, and 
new uses emerge all the time and having 
worked hard to get to the stage where your 
customers want to talk to you across social 
media, you don’t want to lose them.

In essence, this is the stage at which 
your social media presence starts amplify-
ing your brand and building positive rela-
tionships with customers. The sentiment 
shifts toward identifying with your brand 
values and—the big win—your customers 
turn into advocates.

A range of tools will be in place to opti-
mize the use of the different platforms and 
measure these results in meaningful way, 
complemented by reporting dashboards that 
demonstrate the impact on the business.

Twitter is not a complex tool and it does 
not need a complex 20-step strategy to get 
it working for your firm, although there are 
consultants who will tell you otherwise in 
the hope you will feel the need to retain 
them to develop and deliver an unnecessar-
ily overcomplicated strategy.  Focus on the 
parts of the business where the desire to ex-
periment exists and build the momentum 
for a business-wide strategy from there.
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Alongside the need to remain compliant 
in the way you communicate and collect 
customer data, the biggest challenge as you 
move along this path to engagement will 
be dealing with the persistent demands to 
demonstrate a return on investment. This 
is not easy.

It isn’t easy because in the move from 
the experimentation phase to the opera-
tionalization phase, resources will need to 
be committed to something that some in 
senior management may be suspicious of, 
if not hostile toward, and definitely unclear 
on the potential business benefits.

Keep the conversation focused on the 
Return on Engagement. This introduces 
terminology that helps fix the real purpose 
of using Twitter in everyone’s minds. It is 
important to recognize that engagement 
must lead to somewhere meaningful—
and measureable—for the business. This 
might be around traditional marketing con-
cepts such as brand recognition, perhaps 
greater penetration among younger, more 
socially mobile groups, or higher customer 
approval ratings.

If a Twitter presence is part of an in-
tegrated content-marketing strategy—a 
well-trodden path—then hits on the content 
and sharing links will be easy measures. In 
a more complex strategy it might be about 

developing sales leads and the value of 
those can be measured. Applied in an insur-
ance claims situation, impact on renewals 
post-claims as well as customer satisfaction 
can be measured. These, and many more, 
are the benefits of engagement.

geTTing STarTed
There is nothing difficult about setting up 
a Twitter account or starting to use Twitter 
but it will be worth deciding a few things 
before jumping in, even if your initial in-
tention is merely to listen for a while. Your 
Twitter identity in words and pictures 
needs to support your corporate values 
and give potential followers an expecta-
tion of the sort of content you will provide 
through your Twitter feeds.

You will need a Twitter handle and a user 
name, so the first decision is: personal, cor-
porate, or some combination of the two?

Twitter gives you two bites at the naming 
cherry. There is the Twitter handle, e.g. @
username, which has to be unique as that 
is the identifier. There is also a user name 
that usually appears alongside that on Twit-
ter and most Twitter tools. The Twitter han-
dle must contain fewer than 15 characters 
and each Twitter handle has a unique URL, 
with the handle added after twitter.com, for 
example: http://twitter.com/username.

Storify is one the tools for curating Twitter content in a permanent form
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Twitter handles typically appear with 
an at sign (@) before the name but when 
you’re choosing one, the @ isn’t part of the 
15 characters. The only characters you can 
use are uppercase and lowercase letters, 
numbers, and the underscore character (_).

Your Twitter name has power and in-
fluence on search engine optimization, 
which translates to how close to the top of 
a search results list you appear in search 
engines such as Yahoo! or Google. There-
fore, as a business, consider using a valu-
able keyword as your Twitter handle.

The second user name that will appear 
alongside your Twitter handle on Twit-
ter and most Twitter management plat-
form and social aggregation tools can be 
slightly longer—up to 20 characters. This 
doesn’t appear in retweets, replies, direct 
messages, and so on but can be used cre-
atively to explain who is behind a corporate 
identity.

As this is going to be an account with a 
strong business content, dismiss thoughts 
of nickname as a handle because it will 
be almost impossible to position that in a 
way that will enhance you or your firm’s 
reputation.

On the whole, people prefer talking to 
people and, as the real potential of Twitter 
is in that it’s a conversational medium, the 
obvious preference for a handle would be a 
personal name. However, there are plenty 
of business name accounts that have suc-
cessfully developed genuine engagement 
on Twitter—you just have to work a bit 
harder at it when you move into that phase.

A company name has the advantage 
that people looking for information or to 
engage will start by searching for the com-
pany. Some firms introduce some person-
alization, especially if it is managed by a 
customer services team, by introducing the 
person managing each morning, or change 
of shift in a Tweet.

As Twitter becomes a company-wide 
tool, you will want other people to develop 
their own presence on it and that is where 
a hybrid approach to names can be useful. 

Consider creating a protocol that combines 
an element of the company name and an 
individual’s name. @DavidWMedia, @Me-
diaDavidW, or take it down to a department 
level: @MediaClaims, @MediaPensions, and 
so on.

The next level of information is a short 
biography, currently limited to 160 charac-
ters. This should be treated as a statement 
of why people should follow you, the first 
step to engaging with you. Be clear on what 
the Twitter account will offer in terms of 
content, topics covered and, if relevant, 
who is behind it, either an individual or a 
team. It might be useful to think of this as 
an elevator pitch, a powerful statement of 
why people should follow you. There will 
also be an opportunity to add a weblink, 
so make sure that it goes to the right page 
and check it regularly to make sure it is still 
live. Dead links are very off-putting to po-
tential customers.

You can change any of this—including 
the Twitter handle—at any time without 
losing the connection to your account, its 
history, followers, and followed accounts. 
If you are developing your Twitter pres-
ence from a single account to multiple ac-
counts, this can be very useful.

There is then the visual dimension to 
consider with the Profile picture (or avatar) 
and the Header picture.

The Profile picture appears alongside 
all of your Tweets on virtually every plat-
form that utilizes Twitter, so it needs care-
ful thought. Most of the time it will appear 
very small, so shouldn’t be too fussy. If 
it is a personal account generally, a good 
headshot (maybe be with a little shoul-
der) is ideal. There is no point in trying to 
combine a person shot against a corporate 
background because neither will ever ap-
pear large enough to be discernible.

For a corporate account, a clear, simple 
logo works well. If you have a long horizon-
tal name and logo then you need to think 
about ways of adapting it into a circle as 
that is how it will more frequently appear. 
Try out different options and see if they 
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are clear on the most common Twitter 
platforms.

Then there is the Header picture, which 
appears across the top of your home page 
on Twitter but usually nowhere else. This 
is an opportunity to play a straight com-
mercial bat and go for something with very 
strong corporate branding or to mix the 
corporate and the personal with, perhaps, 
a picture of a team or something strong vi-
sually that sums up your firm and its ser-
vices in action. Many firms have nowadays 
thought hard about this and created im-
ages, often composite, so they tick several 
marketing boxes. Have a look around other 
accounts for ideas you feel work well and 
can be adapted to suit your firm.

Those are the only things you need to 
consider that will be public. There are a 
few other things you will need in order to 
complete the setting up of an account that 
you find in the Settings and Privacy menu. 
These are largely routine but there are a 
few things to bear in mind.

The email address you enter should be 
one that is monitored as Twitter will notify 
that address whenever it thinks there is a 
problem with the account and will send 
you suggestions of other accounts to fol-
low and interesting content based on your 
Twitter activity. You can also link the ac-
count to a mobile number and use an ad-
ditional layer of protection by having an 
access code sent by SMS whenever anyone 
wants to log into the account to post Tweets 
or make changes.

The email address or mobile number can 
also be used to notify you of actions around 
your account, such as when someone re-
plies to a Tweet, follows you, or sends you 
a Direct Message. These notifications can 
also be enabled in your web browser. They 
can be turned on and off very easily so it 
will be worth experimenting to see what 
the appropriate level of notifications is for 
each account. A customer services team 
might want to be notified more frequently 
than a product development team. If you 
find yourself in the news suddenly, you 

can always turn on more notifications so 
you can keep on top of the story.

There is a wide range of options around 
privacy. Do not set this too high—espe-
cially don’t protect your tweets except 
maybe during a very short initial phase—
as you want people to engage with you and 
protected tweets might deter them from 
doing so. There is a very useful teams fea-
ture in the Privacy settings, which can be 
used in conjunction with Tweetdeck, one 
of the most popular Twitter management 
tools, nowadays owned by Twitter. This is 
definitely one to explore once you start de-
veloping your Twitter strategy and involv-
ing members of the team who may already 
have accounts or be running individually 
tailored corporate accounts.

Once you have set up an account, you 
should find people to follow. This is rela-
tively easy.

Start by searching for your main compet-
itors, large customers, clients, and suppli-
ers. This will find the firms or people you 
are looking for if they are on Twitter and 
also suggest several other similar Twitter 
accounts. Follow all of those that are rel-
evant and have a look at some of the most 
active, especially who they follow. Hope-
fully, this will give you a wealth of similar 
relevant people to follow.

When you’ve followed a few people, 
you’ll be given the option of searching your 
email contacts to quickly add friends and 
contacts that are already on Twitter. You’ll 
have to enter your email address, pass-
word, and a verification code to use this 
feature but it is a very useful way of finding 
people you know who are already on Twit-
ter. It is not so useful for finding corporate 
accounts.

A better route for finding good-quality 
corporate accounts, news sources, govern-
ment departments, and other organizations 
to follow is to use the List function in Twit-
ter, You will see that across the top of each 
user profile, there is a heading “Lists.” This 
contains curated lists of followers, maybe 
created by the account you are following 
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or they might be lists other people have 
created and which they are following. You 
have two choices with these: you can either 
click on the list and plunder it for accounts 
to follow, or you can subscribe to the list, 
which means that you can come back to it 
at any time via your account to see what 
the people in the list have been tweeting.

As you extend the number of accounts 
you follow, Twitter lists will become a very 
useful tool for managing the content that 
will come your way at what will initially 
seem an alarming rate.

A Twitter List as almost a mini timeline. 
If you follow 1,000 people, your timeline 
will rapidly scroll during the day because 
it contains updates from all 1,000 accounts 
at once. However, if you start to use the 

list function to categorize accounts by the 
subject of the content they provide, the 
type of firm, or region, and put 10 or 20 
accounts, or even 100 accounts, into your 
own list, you’ll have a mini timeline that’s 
much easier to manage and read. Some of 
the Twitter applications such as Tweetdeck 
will import your lists into separate col-
umns making it possibly to see them at a 
glance.

Creating a list is easy. Go to your profile 
and click Lists or, if using the Twitter app 
on a mobile device, go to your profile and 
click the gear icon. Then click Create List 
(press the plus sign) pick a name and en-
ter a short description and choose between 
public and private. Public list means that 
others will be able to see it and follow it, 

You can easily create your own lists or subscribe to other people’s
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whereas a private list is just available to the 
account that created it.

Too add (or remove) accounts from a list, 
go to the profile page of the account to add. 
Click the gear icon and choose “add or re-
move from Lists.” A menu of your lists will 
appear and you will have the option of add-
ing the account to one or more list.

Once you have identified a reasonable 
number of people to follow—say 40 to 50—
Twitter will generate suggestions based on 
those which will appear on the right-hand 
side of your home page. By clicking the 
View All option, you will get a constantly 
refreshing list to choose from. It will also 
have additional suggestions every time you 
log on to twitter.com or its app. If you use 
the app, there is also a Connect feature that 
makes suggestions based on what you have 
tweeted about or liked.

Some people will automatically follow 
you back. Generally, the convention on 
Twitter is to follow back everyone who fol-
lows you if they look at all relevant to you. 
You will get spam accounts that follow you 
from time to time and these are usually 
fairly obvious. When you see an account 

that you feel is spam or just wholly inap-
propriate to have among your list of follow-
ers, Twitter gives you three options: mute 
(so you don’t see what they tweet in your 
timeline but they don’t know you have 
done that), block (which means they can’t 
follow you and you don’t see them but they 
will be aware of that), or report (which 
blocks them and flags up to Twitter why 
you are concerned).

Only when you follow an account will 
you automatically see all of their Tweets. 
These will appear in your timeline in the 
order they happen, appearing instantly 
as they are posted by users. You—or your 
team—will quickly get accustomed to the 
speed with which they appear and learn to 
use some of the tools, such as Tweetdeck 
or Hootsuite, that helps organize and filter 
this stream of content.

You will also see in Notifications Tweets 
from accounts that mention you using 
your user name as well as people who like, 
retweet and share your content. A sudden 
spate of notifications that other people 
who you don’t follow are talking about you 
might be an early indication of trouble 

You can easily create your own lists or subscribe to other people’s
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Twitter notifies you when people engage with your content by Retweeting it, commenting 
on it or liking it

brewing or a reflection that your firm has 
done something—positive or negative—to 
get in the news that day.

There is an option to mute particular 
words, phrases, or names, which is occa-
sionally useful if a lot of people you follow 
suddenly start talking about a particular ce-
lebrity or sporting occasion.

You can also choose to unfollow any ac-
count at any time if they don’t live up to 
expectation, perhaps filling your timeline 
with irrelevant or inappropriate Tweets or, 
sometimes, just producing too many Tweets.

There are no limits to the number of ac-
counts you can follow or which can follow 
you. Some celebrities and politicians, news 
outlets, and sporting organizations have 

tens of millions of followers. They do not 
adhere to the common practice of follow-
ing back everyone who follows them and 
often only have a handful of accounts they 
follow on Twitter.

It is best not to rush into following hun-
dreds of other users. You need to get used 
to the pace and immediacy of the platform 
before reaching out too far. Twitter does im-
pose limits on how quickly you can build 
up the volume of accounts you follow. Cur-
rently, it limits new accounts to 2,000, rais-
ing that as people start to follow the new 
account. It is an anti-spam tool but also a 
useful restraining discipline for new users.

Best to follow a couple of hundred rel-
evant accounts to get a good feel for it, start 
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producing some Tweets of your own, and 
see who and how others engage with you. 
The pace with which you develop your 
presence on Twitter is almost entirely in 
your own hands. The most obvious excep-
tion would be if you hit the news or became 
the subject of what is sometimes referred 
to as a Twitter firestorm, something dealt 
with in a later section.

You will see people following you who 
promise—in exchange for money—to find 
you thousands of followers. Ignore them, 
or better still block or report them to Twit-
ter as spam. No reputable firm should have 
a need to take up such offers that appeal 
only to people who measure their social 
value by the number of people who fol-
low them. Good-quality financial firms 
want good-quality relevant followers and 
the only way to get those is to earn them 
through the quality of your engagement on 
Twitter. There are several options for pro-
moting accounts or specific content using 
Twitter’s own advertising tools. These will 
be worth exploring once an account is es-
tablished and has found a voice and a de-
cent core following. They are discussed in 
Section 8.

Twitter has developed an extensive vo-
cabulary of its own and a comprehensive 
glossary can be found on its own site and 
plenty of others can be found online. Here 
are the key terms we have mentioned or 
haven’t already covered that you’ll need to 
get to grips with the start.

Direct Messages (DM): Direct Messages 
are private messages sent from one Twit-
ter account to another account that fol-
lows you. You can use DM for one-on-one 
private conversations, or between groups. 
They aren’t subject to the same word limits 
Twitter imposes on public Tweets. Some ac-
counts use the DM feature to send an auto-
mated welcome message to new followers, 
adding a few specifics about the sort of con-
tent they can expect to find, additional links 
to websites, or contact details. This feature 
can be especially useful to firms that want 

to attract an audience they can engage with 
in greater depth outside Twitter.

Hashtag: A hashtag is any word or phrase 
immediately preceded by the # symbol. 
When you click or tap on a hashtag, you’ll 
see all the other Tweets containing the 
same keyword or topic. Anyone can create 
a hashtag. They cannot have any spaces 
between the words, i.e., #thisisahastag, so 
always check carefully that running words 
together doesn’t inadvertently spell some-
thing inappropriate. They are a great way 
of finding relevant content quickly and 
can also be used to build conversation 
around a topic, an event or a person. If you 
want to create a hashtag to support a par-
ticular event, launch, or themed content, 
you should always do a search first to see 
if any other current topics are using your 
choice. It can be all too easy—and poten-
tially embarrassing—to get caught up in a 
stream of other people’s totally unrelated 
content.

Like: Tap the heart icon that appears 
underneath a Tweet to like it. The author 
will see that you appreciate it. Liking a 
Tweet indicates that you appreciate it in 
some way and boosts the measurement of 
engagement in the analytics. You can find 
all of your likes by clicking or tapping the 
Likes tab on your profile.

Mention: Mentioning other accounts in 
a Tweet by including the @ sign followed 
directly by their user name (handle) is 
called a “mention.” It also refers to Tweets 
in which your @username is included. 
You will receive notification when you are 
mentioned (unless you turn off that fea-
ture) as it might be a direct invitation to 
respond or a comment on your firm or its 
products that you may need to respond to. 
Being mentioned boosts the measures of 
engagement in the analytics tools that sup-
port Twitter. Similarly, if you include some-
one’s user name (with the @ symbol) in a 
Tweet, they will be notified.

Moments: Twitter Moments are collec-
tions of tweets about a topic or event and 
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can be tweeted, liked, pinned, and embed-
ded in the same way as normal tweets. Mo-
ments are published with a cover photo 
and an introductory sentence and provide 
a catch-up view of the most relevant Twit-
ter content on a single subject. Initially, 
only Twitter and a handful of major news 
organizations could create Moments but 
now anyone can. They have major poten-
tial for businesses.

Notifications: The Notifications timeline 
 displays your interactions with other Twit-
ter accounts—Mentions, Likes, Retweets, 
and who has recently followed you. It 
is a useful way of checking you haven’t 
missed something important that was di-
rected at you.

Pinned Tweets: You can pin a Tweet to 
the top of your profile page to keep some-
thing important to you above the flow of 
time-ordered Tweets. This can be useful for 
corporate accounts when they are dealing 
with a major incident such as a systems 
failure, major claims event, or have a sig-
nificant corporate announcement. It can 
also serve as an extension of the biography 
or account description—a further state-
ment of why you are worth following, per-
haps with a regularly updated topical twist. 
If you are using this feature for one-off cor-
porate announcements that have a limited 
shelf life, remember to unpin it when it has 
served its purpose.

Promoted activity: There is a range of 
paid-for options for advertisers to promote 
accounts, individual Tweets, or specific 
content such as videos linked to tweets. 
This will be worth investigating if you want 
to use Twitter to support major corporate 
announcements. You will see Promoted 
Tweets in your feed and you should moni-
tor these to see how other firms, especially 
your competitors, use them.

Reply: This is the basic response to an-
other person’s Tweet. Reply by clicking or 
tapping the reply icon next to the Tweet 
you’d like to respond to. A direct reply 
count is displayed next to the reply icon of 

a Tweet, and indicates the total number of 
replies the Tweet has received.

Retweet: Someone else’s Tweet that you 
share with your followers is known as a 
Retweet. Often used to share news or other 
valuable discoveries on Twitter, Retweets 
always retain their original attribution. 
The Retweet button gives two options, one 
is just to share the original Tweet, the other 
is to Quote Tweet, which allows you to add 
a comment to the original Tweet so your 
followers see both together. If a Tweet con-
tains a link, never retweet it without first 
checking that the link works and is to bona 
fide, good-quality content. This is espe-
cially important for financial services firms 
needing to stay on the right side of product 
promotion rules—“I didn’t read it” will be 
no defense when faced with compliance or 
regulatory investigations.

Top Tweets: Tweets determined by a 
Twitter algorithm to be the most popular or 
resonant on Twitter at any given time.

Trends: A Trend is a topic or hashtag de-
termined algorithmically to be one of the 
most popular on Twitter at that moment. 
You can choose to tailor Trends based on 
your location and who you follow using the 
tools in the Trends box, which will appear 
alongside your timeline.

Twitter Polls: Twitter Polls allow you to 
weigh in on questions posed by other peo-
ple on Twitter. You can also easily create 
your own poll and see the results instantly.

Verification: A process whereby a Twitter  
account receives a blue check icon to in-
dicate that the creator of these Tweets is 
a legitimate source. Verified accounts in-
clude public figures and those who may 
have experienced identity confusion on 
Twitter.

Having set up an account and found 
some appropriate accounts to follow, you 
need to start providing some content—
Tweets—of your own. You shouldn’t wait 
too long to do this because if people see 
you have followed them or are prompted 
to consider following, most will quickly 
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look to see what you are Tweeting about. 
If they see no content, they may not fol-
low you and may never come back to look 
at your account again, or at least not for a 
long time.

It is best to have some Tweets ready to 
go once you are up and running. These can 
be merely descriptive of the type of con-
tent you will provide, the topics you expect 
to Tweet about and the sort of people and 
accounts you would like to engage with. 
You can have a bank of these ready, care-
fully crafted to fit in with the style and tone 
you want to adopt and if you are in a highly 
regulated firm within a tight compliance 
grip on external marketing communica-
tions, all preapproved (although that is not 
something you want to encourage in the 
longer term).

Everything you Tweet will appear in-
stantly in the Twitter timelines of your 
followers. There is no pulling it back or 
editing it if you have second thoughts—it 
is out there for all to see. You can delete 
Tweets so they cannot be seen by people 
who look at your feed after you have de-
leted it, but this is very much shutting the 
stable door after the horse has bolted. Oth-
ers will have already read it, may have re-
sponded to it, and may have shared it with 
others and you will have no control over 
this.

The immediacy of Twitter is clearly one 
of its huge attractions but it is also a night-
mare for anyone who presses the Tweet 
button in haste only to regret it (moments) 
later. Sound policies and well-trained 
teams will ensure you avoid falling into 
this trap.

You can attach a range of other media and 
content to a Tweet, an especially valuable 
feature for those more complex concepts, 
propositions, or news items that even the 
most skilled wordsmith would struggle to 
capture in 280 characters. This can be valu-
able when compliance procedures require 
preapproval of marketing and promotional 
materials and we will look at how this can 
be used in a subsequent section.

geTTing The STyle righT
Having set up a Twitter account, it now 
needs a voice. This is about creating a tone 
and style that reflects a firm’s values.

This is tough on Twitter. The core mes-
sage has to be conveyed in a maximum of 
280 characters, often allowing for the inclu-
sion of hashtags, links, and other content, 
and there appear to be few rules. From its 
launch until November 2017 Twitter im-
posed a limit of 140 characters on Tweets. 
This met with a generally lukewarm re-
sponse from the current user base, which 
has adapted creatively to the brevity of the 
platform. This remains one of its strengths, 
and Twitter expects most Tweets to remain 
well within the new 280 limit. During a 
two-month trial period for the extended 
Tweets only 5% of the content posted by 
those included in the trial went to 280 char-
acters. Even with more words to play with 
there is stilla high premium on carefully 
crafting messages so that the maximum 
information and meaning is conveyed in a 
very truncated format.

Many are repelled from Twitter by their 
misplaced belief that you cannot convey 
a serious message within such constraints 
or that the extent to which you often have 
to suspend the normal rules of grammar 
mean that you will frequently fall short of 
conveying the serious, quality, intelligent 
image that you believe your firm embod-
ies. The objection may weaken as Tweets 
get longer. At the other end of the spec-
trum, the brief may be to use Twitter to 
engage with audiences that respond best 
to informal conversation but you fail to 
meet that objective because you retain too 
much of the formal language of corporate 
communications.

There are certainly traps here for the un-
wary, or rather for those who rush in with-
out thinking too hard about the style they 
will adopt on Twitter. To get that right you 
have to first think of the voice you want to 
adopt.

Twitter is a tightly constrained medium 
so the choices you have when thinking of 
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the voice or tone of your presence over 
there are necessarily limited. There is sim-
ply no point in writing a long brief about 
the style of writing that people in the firm 
contributing to Twitter should use as the 
carefully crafted subtleties will never sur-
vive the refinement down to those precious 
280 characters.

It is much better—and totally in keeping 
with the character of the medium—to think 
of the tone of voice you want to adopt in 
just one or two words:

■■ Lighthearted
■■ Engaging
■■ Thoughtful
■■ Opinionated
■■ Sympathetic
■■ Sharing
■■ Supportive
■■ Informative
■■ Authoritative

Or, perhaps you might find it easier to 
think of your Twitter feed as a character 
and couch it in terms that might describe 
them:

■■ Commentator
■■ Comedian
■■ Salesperson
■■ Leader
■■ Marketer
■■ Educator
■■ Influencer

Only when you have decided on the tone 
of voice you want to adopt can you start 
writing rules about the precise style of the 
Tweets issued in your company’s name.

Choosing the right voice is one of the most 
important decisions a firm can take as it en-
gages with Twitter. It should be a key part of 
the overall strategy, so if you want to adopt 
a phased approach toward Twitter, it may 
be best to think in terms of how your voice 
might mature as engagement increases or 
you become bolder. It might, for instance, 
be best to adopt a low-key approach initially, 

perhaps adopting a fairly neutral informa-
tive tone. As the audience for your content 
grows, this might mature into a more au-
thoritative leadership voice. Or, if you are in 
a consumer market you might want to set 
out your stall to be supportive early on be-
fore adding a more focused marketing ele-
ment to your content later on.

Of course, there is nothing wrong in set-
ting a distinctive tone from the outset if 
you are confident in your audience, your 
content, and your ability to engage on 
Twitter. If you haven’t got it quite right to 
start with, adjusting the tone in the light 
of engagement, feedback, and comment is 
relatively easy as Twitter’s transient nature 
means people engage most with the latest 
content. Only the most dedicated market-
ers—probably among your competitors—
are going to trawl back through past tweets 
to track a change in tone.

Having decided on a tone of voice, the 
next challenge is to write the rules that will 
ensure everyone knows how to deliver it.

Style is a carefully crafted linguistic mix 
consisting of vocabulary, structure, punc-
tuation with special attention paid to the 
appropriateness and accessibility of lan-
guage for the principal audience(s).

In addition, for Twitter there must be clear 
guidelines on how to use hashtags, links, 
pictures, user names, emojis etc. as these all 
eat into those precious 280 characters.

The best way to start is simply to review 
as much content from competitors, your 
core audience, and other corporates that 
are trying the communicate with the same 
audience(s). The financial services sector 
is notoriously conservative in its use of lan-
guage, combined with a fondness of jargon 
that is often impenetrable to its customers. 
Looking at how other sectors communicate 
with the same audiences through Twitter 
will help refine your style and ensure that 
it is accessible while not sacrificing too 
much in terms of precision.

The more sophisticated the audience, 
the more conventional the language that 
can used. If the aim is to be an influencer 
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among regulators, politicians, and con-
sumer groups, then reasonable assump-
tions can be made about their existing 
knowledge.

On the other hand, the broader the audi-
ence, the aim has to be inclusive language, 
avoiding all jargon, terms, and vocabulary 
that could deter people initially from fol-
lowing you and subsequently from engag-
ing with you.

The stylistic purists will struggle to adapt 
to the demands of Twitter, especially the 
need to be very sparing with punctuation, 
nonessential pronouns, and even weak 
verbs as they eat into the character count. 
Also, understanding when and how to use 
abbreviations and symbols is important. 
Generally, the younger the audience you 
are trying to develop, the wider the range 
of abbreviations, Twitterspeak, and emojis 
you can confidently use without obscur-
ing the message. Caution is the watchword 
here as people who scan through your re-
cent tweets before deciding whether you 
are worth following will quickly go away if 
they see too much that is not instantly ac-
cessible to them.

You need a style that people are going 
to be comfortable using and which quickly 
becomes relatively instinctive. Make it too 

prescriptive so that people are constantly 
having to refer to it before crafting a per-
fectly compliant Tweet and you will never 
achieve the fully engaged status you should 
be aiming for.

There is plenty of advice on the inter-
net about styles, common abbreviations, 
common symbols, and emojis. Review a 
selection of the best of those in terms of 
appropriateness for the type of voice you 
want to create and then compare that with 
your competitors’ use of Twitter without as-
suming that they have all got it right and 
always aware that you want to have as dis-
tinctive a voice as possible, not one that 
sounds the same as everybody else com-
municating with your customers. This will 
largely be down to content but it will also 
be about style.

Once you have observed how others 
communicate on similar topics to your 
target audience(s), draft a simple style 
sheet with the key points that are going to 
be important for you. It is best to involve 
a broad-based group in creating this, es-
pecially making a point to include some 
of those who are likely to be fussy about 
the precision—or lack of it—that abbre-
viated messages on Twitter often neces-
sitate. It should also include people from 

Emojis are part of the language of Twitter. They need to be used carefully to complement 
the tone  of your content



© Business Expert Press 978-1-63157-831-1 (2018)  Expert Insights
www.businessexpertpress.com 21

Twitter for Financial Services

customer-facing functions, especially peo-
ple who deal with customer complaints as 
they will be very sensitive to the sort of lan-
guage and terminology that causes confu-
sion among your customers.

Test your outline style guide by asking 
these people to write short messages about 
the company, its products, the services it 
offers, or a business event they will be host-
ing or attending without worrying initially 
about keeping it within the 280 characters. 
Or, you can give them some messages you 
have written in advance that seem succinct 
but which break the 280 character limit by 
up to, say, 25 characters (any more than 
that and you won’t have a realistic starting 
point).

Most of the messages people draft will be 
too long for Twitter, so ask them to shorten 
the messages without losing crucial points 
or stepping outside any very basic guide-
lines you may have created as a starting 
point. Having done that exercise, ask them 
to review the messages again incorporat-
ing a medium-length hashtag, say #8let-
ters. This will start to test their ability to 
express themselves within the constraints 
of Twitter so has value as a training exer-
cise but it will also help to refine the style 
and tone you want to use. Any reasonably 
diverse group will produce several differ-
ent responses and these can be shared to 
ask which are most likely to be readily un-
derstood by the people you want to engage 
with on Twitter and which best encapsu-
late the tone that will best represent your 
firm. That feedback should be used to re-
fine your style.

The exercise can be taken a step further 
by exploring the boundaries of what can 
reasonably be communicated effectively in 
the still brutally constrained world of Twit-
ter. In the financial services sector there 
will be many issues and concepts that will 
pose enormous challenges to communi-
cate effectively over Twitter. There will be 
topics that are simply not capable of being 
reduced to 280 characters or where the ef-
fort in paring down a sentence or two to fit 

onto Twitter is simply not worth the effort 
because the meaning or vital information 
is lost.Usually the best solution in those 
cases is to create content on your website 
or in a blog that supports your social media 
campaigns and link to those from Twitter. 
This works extremely well, especially for 
firms looking to deepen relationships with 
people who engage with them on Twitter. 
If Twitter is embedded as a key tool in a 
broader content-marketing strategy, it will 
have the added benefit of being able to 
measure its success as the engagement will 
be around the hits on your deeper content.

This has the advantage that the longer 
content, created in advance, can contain 
more sophisticated messages and can be 
submitted to the rigorous approval regimes 
that are often necessary in tightly regu-
lated firms. This advance preparation of 
content should also embrace good-quality 
infographics that help convey a complex 
message visually. These have a very im-
portant role to play in the world of online 
communication.

You should resist the temptation to al-
ways try to use all 280 characters. For 
many users the attraction of Twitter is its 
brevity, and they are put off by unneces-
sarily wordy Tweets. You should maintain a 
variety of different approaches, using very 
short Tweets with pictures and links as well 
as longer Tweets. You should be especially 
careful about not revealing too much in a 
Tweet if it contains a link to more in-depth 
content you want people to read. In those 
circumstances the Tweet should work like 
a newspaper headline. It should invite 
people to read the full story, teasing them 
without revealing too much.

One trap that many people are falling into 
with the longer Tweets is to create a “hashtag 
soup” with an excessive number of hastags 
at the end of a Tweet.  There are several rea-
sons why you should avoid doing this.

Because hashtags usually appear in blue, 
if you use too many, visually they will over-
whelm the core text. That is oft-putting to 
most users. It also looks like a desperate 
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attempt to gain attention and that, too, 
turns users away.

As a general rule, if you find yourself 
adding more than three hashtags, stop!

At the other end of the spectrum from 
the sophisticated content-marketing strat-
egy and sharing of information on com-
plex topics is the chatty, conversational 
approach to Twitter, contributing building 
a softer, more approachable image for your 
firm. This certainly works for financial 
firms with mass market products and those 
who want to engage with younger custom-
ers and potential customers.

This is where exploring the more adven-
turous modes of expression using abbrevia-
tions and emojis and participating in some 
of the collective conversations or Twitter 
promotions. As an example, in the early 
days there was a regular #FollowFriday 
promotion in which people were encour-
aged to share their favorite accounts to fol-
low. As Twitter has grown, this has fallen 
away but there are regular promotions ini-
tiated by Twitter and others that might en-
gage the audience you want to reach and 
so you should explore how to participate in 
these appropriately.

Emojis have grown enormously in popu-
larity. Once limited to a handful of smiley 
and sad faces, there is now an emoji for 
almost everything. These can add life and 
humor to your Twitter feed but like all of 
these unconventional modes of expression 
they need to be used with care and a clear 
understanding of how they fit in with the 
style and tone of your Twitter presence. 
They will be unlikely to appeal to compli-
ance and legal teams and if you want to in-
corporate them as a regular feature in your 
style, you may have to gather examples of 
how competitors are using them and per-
haps even go as far as having your own pre-
approved library of emojis for use on your 
Twitter accounts.

A robust internal trial and error method-
ology will also help you start to formulate a 
clear and workable policy toward linking to 
other content and supporting Tweets with 

visual material, both areas where working 
closely with legal and compliance depart-
ments is essential. This is the stage at which 
they should be brought into the discussions 
if they haven’t been involved earlier.

The key point to keep at the forefront of 
your discussions as you formulate a pol-
icy on style and tone is what is most ap-
propriate for your firm. Twitter is the Wild 
West stylistically, a platform where almost 
anything goes. That doesn’t mean you 
shouldn’t have any rules—quite the oppo-
site. It is worth spending a little time devis-
ing them.

The style rules should never be set in 
stone, however. Twitter is a dynamic me-
dium. New Twitterspeak and conventions 
emerge all the time, some of which might 
be perfectly acceptable for you to use, so 
make sure there are one or two people in 
your firm who are using Twitter who have 
a brief to continuously review your style 
guidelines and make suggestions.

Some firms have used the need to sim-
plify their style for Twitter to sharpen up 
their overall marketing style and tone, so 
it is worth ensuring that the development 
and review of a Twitter style is not carried 
out in isolation from other communication 
guides a firm may have.

USing linkS and oTher media
Twitter doesn’t stop with those precious 
280 characters. You can also add links, pic-
tures, and videos to a tweet.

This is where financial services firms 
have a big opportunity but also where care 
is needed as inappropriate images or graph-
ics have the potential to cause trouble by 
infringing some of the regulations on prod-
uct promotion.

Many people and organizations gain sig-
nificant followings on Twitter by sharing 
content with others. That content might be 
their own or it might be sourced elsewhere.

If it is your own content then Twit-
ter should be seen as a tool in a broader 
content-marketing strategy, driving people 
to your website, your blogs, your YouTube 
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channel, or wherever you develop and 
curate the majority of your content. This 
is ideal for firms able to generate a regu-
lar stream of fresh content that adds value 
for their clients. That doesn’t always have 
to be long, in-depth thought leadership 
style pieces but could be short blogs, com-
menting on key issues in the market. This 
content can be created with the luxury of 
getting the relevant approvals within the 
firm but then Tweeted many times with 
comments highlighting different aspects or 
key points.

Indeed, tweeting links like these sev-
eral times is essential if you want every-
one who should see it to have a chance 
of engaging with that content. Twitter is a 
transient medium that most people dip in 
and out of and only scroll back a certain 
way to see what they might have missed. 
Twitter and some of the tools that support 
it try to help users by suggesting content 
they might have missed—but if they are 
a morning and evening commute user 
then they may well miss something just 
Tweeted once during the middle of the 
day. Experiment with different times and 
monitor the engagement to get an idea of 
the optimum time(s) to Tweet different 
content, but be prepared for no obvious 
trends to emerge.

Gaining a reputation for sharing quality 
content with your followers is a valuable 
dynamic on Twitter. From sharing it you 
can move toward engagement and conver-
sation by inviting thoughts and views on 
the points made, establishing your brand 
as one that wants to enhance the market’s 
or its customer’s understanding of major 
issues.

It should go without saying that you 
should always read anything you link to 
thoroughly before sharing it. This is es-
pecially true if it is content created by a 
third party or hosted on a website other 
than your own. You need to be confident of 
its quality, that it doesn’t have the poten-
tial to damage your brand by associating 
with it or that it breaches any regulations 

or copyright. It doesn’t matter how many 
times you may have linked to something 
from a particular source in the past; the 
day you do so without reading it will be the 
day it comes back to haunt you.

The same applies if you share other in-
sights by Retweeting something with a link 
in it. Always check that the link goes to 
where it says it does as this will not be ob-
vious as most links are via shortened URLs, 
that it works and that the content is what it 
says it is and of the right quality to be given 
the appearance of endorsement by you. It 
doesn’t matter if you say on your profile 
page ‘retweets do not imply endorsement’ 
as most people do not stop to refer back to 
your profile page every time.

If you are Retweeting something you 
disagree with—all or in part—as a contribu-
tion to a debate then say so—“Don’t agree 
with all @XXXXXX says but key viewpoint” 
or similar will position it perfectly and in 
doing so enhance your organization’s rep-
utation for being open-minded, confident 
in its own stance, and respectful of other 
points of view.

You may link to content direct from the 
source’s own site. All media organizations 
and many others that rely on their content 
being widely disseminated have a panel 
of social media buttons alongside every 
item and Twitter will always be prominent 
among those. This is usually quick and easy 
and might be sufficient on many occasions. 
The drawback is that it will be tweeted as 
the host site dictates, usually their heading, 
maybe with a fragment of the first line and 
the URL back to their site. Sometimes they 
show you a box with this in to confirm that 
you want to send it and this is an oppor-
tunity to customize it, perhaps to say why 
you are sharing it. Alternatively, copy the 
URL and paste it into an original Tweet so 
you can add a comment relevant to your 
audience.

Adding pictures to Twitter is easy and 
there are a variety of tools for doing this 
from within Twitter or direct from photo 
apps, smart phones, and tablets. If doing 
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so from within Twitter, you just click on 
the camera icon below the text box when 
you generate a new Tweet and follow the 
options.

Pictures add life to your words and usu-
ally draw people with busy Twitter streams 
toward your Tweets. There are some excel-
lent “how to” guides on Twitter.com and 
elsewhere that cover all of the technical 
aspects of creating and using images on 
Twitter.

They can be photographs or graphics, 
yours or sourced from elsewhere. You can 
create mini galleries so that people see more 
than one image with your Tweet, although 
there is a law of diminishing returns here as 
in most Twitter viewing applications they 
will be very small, especially if the bulk of 
your audience is mobile and using Twitter 
on smartphones.

It should go without saying that they 
should be relevant to the content of your 
Tweet. There will be occasions when you 
will see Tweets supported by an image and 
wonder how the two are related. You don’t 
want your followers scratching their heads 
wondering what the relationship between 
the picture and the words is. It should also 
be obvious that you should be entitled to 
use them, i.e., that you are not breach-
ing someone’s copyright. If you stick to 
using your own pictures and generating 
your own graphics (again, there are sev-
eral very good apps that generate simple, 
effective graphics for Twitter and other 
social media platforms) then this won’t be 
a problem.

Think about what sort of images best sup-
port the style and tone of voice you have 
adopted for your Twitter persona, whether 
that be individual or corporate. If you have 
chosen a very people-orientated style then 
pictures of people are the obvious choice. 
If, on the other hand, you want to project 
authority and knowledge on matters finan-
cial then graphs and charts are an excellent 
choice. These can often be sourced easily 
from elsewhere without worrying unduly 

about copyright. Published reports from 
government bodies and large organizations 
often contain dozens of charts and picking 
out one or two of these to share with your 
followers is permitted under copyright 
laws around the world—indeed, as long as 
you acknowledge where it comes from, the 
originators will probably welcome the extra 
publicity for their work.

You may decide to generate your own 
graphics to support your Tweets using one 
of the many easy-to-use stand-alone appli-
cations to do this. You should be able to find 
one with a choice of templates, colors, and 
typefaces that enable you to create graph-
ics that sit well with your corporate brand-
ing. Larger firms will have the resources 
to create their own templates but even if 
you can’t go this far, settle on a style that is 
clear but distinctive and stick to it so that 
it becomes a quick visual association with 
your brand.

It is often said that we live in the video 
age and Twitter has steadily embraced the 
popularity of video, introducing its own 
tools and enabling third party apps to add 
short video clips. Again, the same advice 
applies—if it adds value, draws in the 
viewer and neatly complements your mes-
sage, then it will work.

There are several ways to share videos 
on Twitter, none of which counts toward 
the 280 character limit and which are also 
accessed through the camera icon beneath 
the tweet text box.

You can record, edit, and share videos 
from within the various Twitter apps. You 
can record up to 2 minutes and 20 seconds 
of video this way—140 seconds, although 
there is always a possibility that Twitter 
may extend this. The camera icon will take 
you to the camera on your device and you 
will be offered a choice between making a 
video or taking a picture. You will be able to 
edit this to keep within the time constraints 
if necessary.

An alternative is to import a video you 
have already recorded on a mobile device 
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if you use the Twitter for iPhone or iPad 
app. Again the time limit is 2 minutes and 
20 seconds.

If you are on a laptop or desktop or using 
the main Twitter site on a tablet, you can 
upload videos from other sources (subject 
to limitations in terms of size and format, 
which are detailed on twitter.com). This is 
obviously going to be a common route for 
financial firms concerned to ensure that 
video quality reflects the values and status 
of the firm and where the messages in the 
content may have to be approved by com-
pliance or marketing departments.

All videos posted to Twitter that are 6.5 
seconds or shorter will automatically loop 
and there are options to enable longer vid-
eos to autoplay whenever someone views 
a Tweet with a video. How to change these 
settings, uploading instructions, acceptable 
formats, and how to edit videos are all cov-
ered in detail on twitter.com.

There is also an option in the Twitter 
apps to live stream video straight onto Twit-
ter using Twitter’s own Periscope App. This 

relatively new option has already been 
used extensively by people caught up in 
major news events but is likely to be de-
ployed cautiously in the corporate world. 
It is easy to see its uses when a chief ex-
ecutive is making major announcement or  
a firm has a high-profile event or launch.

A further option is to include a GIF, a 
moving image made out of a few stills or a 
few seconds of a video clip (without sound), 
usually intended to convey or suggest an 
emotional response to the content of the 
Tweet to which it is attached. These are of-
ten used with heavy doses of sarcasm and 
that would not sit comfortably alongside a 
carefully crafted corporate voice on Twit-
ter. However, they can be used to provide 
a simple eye-catching visual reinforcement 
to a positive marketing message—excite-
ment at a product launch, approval for a 
corporate announcement of employee suc-
cess, and so on.

If you click on the GIF icon below the 
Tweet box, you will be taken to Twitter’s 
limited library of GIFs. Alternatively, you 

Video works well on Twitter, especially when used with text so that people do not have to 
have the sound on
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can find wider selections (usually paid for) 
on a wide range of sites or you can make 
your own. Look at what others are using 
and how they use them because this is an 
easy one to get wrong by, for instance, ap-
pearing to trivialize a serious point.

Another feature that can quickly be 
added to a Tweet is a poll. The poll icon 
below the text box takes you to a simple 
template that allows you to create a poll 
with two, three, or four questions. The first 
question to ask is of yourselves: why would 
you want to run a poll? Of course, there 
are many answers to that but behind that 
question is another: are you prepared for 
the answers?

The results of the poll will be seen in-
stantly by anyone who votes so you need 
to be careful how you frame questions and 
the answers so you don’t inadvertently cre-
ate a platform for a negative view of your 
company, people, or products. It may also 
raise expectations that you need to be able 
to control and meet as failure to do so can 
come back and bite firms. Put up a poll that 
asks for a view on something your com-
pany does and then fail to respond to the 
results could unleash a backlash about the 
poll being just a marketing exercise, about 
not listening to customers or carrying on 
with a practice that the majority of custom-
ers disapprove of.

The polls feature also tells people how 
many people have voted. When you start 
experimenting with polls, you will need to 
monitor this carefully as consistently low 
numbers of respondents is not only a sign 
that you aren’t asking interesting questions 
but could also put off potential followers 
who see the low numbers as a reflection of 
a wider lack of interest in what you have 
got to say. There are no magic numbers be-
cause it depends on the audience you are 
engaging with, its breadth, its enthusiasm 
for engaging on Twitter, and its general pro-
pensity to express an opinion. Flag up with 
staff or clients that you will be putting a 
poll up on Twitter to build some early mo-
mentum in voting.

A poll is an invitation to engage and is 
potentially a powerful tool in the Twitter 
armory if used well. It can be used to dem-
onstrate that your presence on Twitter is 
about two-way communication and not just 
pushing out corporate messages and con-
tent. If you are moving through a planned 
process of phased engagement and want a 
simple way of signifying that you are mov-
ing from listening or one-way broadcasting 
mode to a more rounded presence, then a 
few polls is a very good way of subtly dem-
onstrating that change of mode.

The final option for adding richness to 
your 280 characters is to add the location. 
This is done easily by clicking the location 
icon. Usually this has limited value for cor-
porate accounts but there are occasions 
when it can add value.

If a Twitter account has a CSR (corporate 
and social responsibility) dimension, then 
using it to show your team is working on a 
charity project or taking part in a fundrais-
ing event, especially in conjunction with 
a picture, works very well. Also, if you are 
generating a Twitter feed from an event, then 
adding the location will demonstrate to your 
followers that you are actually there and not 
tweeting about it remotely from head office.

By using an intelligent and appropriate 
mix of the core features on Twitter, most 
firms should be able to create a vibrant and 
engaging Twitter stream, full of interest 
and adding value to the people they want 
to reach and engage with.

The legal and regUlaTory 
BoUndarieS
The one aspect of a social media strategy 
and Twitter financial firms cannot afford to 
experiment with too wildly is the content. 
At least, not until they have clearly under-
stood the legal and regulatory boundaries 
within which they must operate.

Reputational risk is a significant fac-
tor. The wider reputation of the financial 
services sector has taken a battering in 
the decade following the peak of the fi-
nancial crisis in 2008. In some countries, 
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individual sectors have further damaged 
their own reputations by misselling prod-
ucts to customers, failing to deliver on 
guarantees, or appearing to withdraw from 
certain less profitable markets and product 
lines to protect their under-pressure bal-
ance sheets.

The last thing any firm wants to do it to 
jeopardize the slow recovery of their and 
the sector’s reputation by falling into any 
of the many legal and regulatory traps that 
exist around social media.

National markets vary significantly in 
their approach to financial promotions—
the core area of concern when it comes to 
social media—with the UK by some way the 
most heavily regulated. It has developed 
a tough approach to financial promotion 
over several years in response to a range 
of scandals and consumer-led campaigns.

In general, the regulation of conduct is 
more developed and onerous in the UK than 
anywhere but it is moving up the regulatory 
agenda in most developed markets. The main 
European regulator, the European Insurance 
and Occupational Pensions  Authority, made 
conduct regulation one of its priorities in 
2017 and looked to the UK model as its start-
ing point.

It therefore makes sense for firms wher-
ever they are based to look at the UK reg-
ulator—the Financial Conduct Authority 
(FCA)—and its approach to social media to 
gain an intelligent understanding of where 
the boundaries are being set.

The primary focus is on financial promo-
tion and ensuring social media isn’t used 
to promote inappropriate products to the 
wrong people, that people have the right 
information in order to make an informed 
decision with an increasing emphasis on 
transparency.

Extensive guidance has been provided in 
Chapter 8 of the FCA’s Perimeter Guidance 
Manual (PERG) on the interpretation of 
the financial promotion restriction, which 
is intended to ensure compliant behavior 
in all forms of communication, including 
via electronic mediums. If communication 
through electronic mediums (websites or 
social networks) invites or induces a person 
to engage in investment activity, it will be 
considered a financial promotion. The FCA 
has recognized the significance of the inter-
net in general as a medium for communi-
cating financial promotion in their recent 
revisions to the PERG manual and make 
clear that “the test for whether the content 
on a website involves a financial promotion 
is no different to any other medium.”

Further guidance as to what may or may 
not involve financial promotion is set out in 
Chapter 8.22. For example, a hypertext link 
may, in certain circumstances, be a finan-
cial promotion in and of itself, and banners 
or changeable text may also be considered 
financial promotion by the FCA. However, 
there is nothing on paper that specifically 
deals with financial promotion made via 
social media.

The UK’s Financial Conduct Authority has led the way among regulators in producing clear 
social media guidance
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Is Social Media Different?
In response to various enquiries, the FCA 
has said that it views social media as just 
another form of online communication 
that must conform to the guidance set out 
in Chapter 8.22. It has stressed the impor-
tance of record keeping and audit trails for 
firms using social media as a tool to com-
municate with customers. Otherwise, the 
same rules apply as with every other form 
of communication.

Social media is just another form of 
communication, little different in many 
respects from the telephone, email, or 
face-to-face communication. These chan-
nels are all used daily in financial services, 
underpinned by the classic “train and trust” 
principle backed by monitoring, appraisal, 
and robust audit. This is the approach that 
should be adopted with social media. The 
most successful social media strategies in 
the financial services have a successful 
partnership between marketing and com-
pliance at their heart. Some firms embed a 
compliance person in the marketing team 
so that referral is easy and instant. This 
also has the benefit that those responsible 
for using social media develop a greater 
awareness of the compliance issues by 
working in partnership with that expertise 
daily. Alongside this sits a clear set of refer-
ral and approval rules that are focused on 
enabling social media communication, not 
inhibiting it.

There are financial services firms where 
the referral policy is tortuous and seri-
ously undertakes to approve Tweets within 
48  hours. This is just not appropriate for 
such a fast-moving social media platform. 
Customers have grown impatient and have 
expectations of fast responses. Many firms 
in other sectors have social media teams 
empowered to respond instantly and that 
has raised consumer expectations. The 
compliance issues facing financial services 
firms are a problem for the firms to solve 
and should not be transferred to their cus-
tomers through long delays in responding.

While the reputational dangers of getting 
social media wrong have been well docu-
mented and may be easier to appreciate, 
some of the legal and regulatory risks are 
less obvious. This is partly because the law 
is often slow to catch up with digital trends, 
and also because there have been few, if 
any, high-profile test cases involving busi-
ness use of social media.

Top Tips for Better Compliance
This does not mean there is any scope for 
complacency as social media plays an in-
creasing role in legal proceedings and 
businesses ignore the legal risks of social 
media at their peril. The good news, how-
ever, is that a little planning and common 
sense can go a long way in mitigating those 
risks—here are seven tips for staying on 
the right side of the law when it comes to 
social media:

■■ Have clear policies in place for how your 
employees are allowed to use social me-
dia. The guidelines published by IBM are 
frequently held up as a great example, as 
are those from Intel, so by all means use 
these as a starting point, but make sure 
you adapt them to your own organization’s 
unique requirements.

■■ Ensure that employees are not only edu-
cated on the guidelines, and the risks of 
ignoring them, but also that the guidelines 
are enshrined in employment contracts 
so that staff members are fully aware that 
they must be obeyed.

■■ Avoid discussing competitors or publishing 
negative comments about other businesses 
or individuals on your social channels, un-
less you’re absolutely certain that the com-
ments you publish could not be classified as 
defamatory or otherwise unlawful. Again, 
the UK has the tightest laws and therefore 
the most cautious approach to publishing 
and there have been several high-profile 
social media libel cases in the UK.

■■ Be wary of posting images or content for 
which you do not hold copyright or have 
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permission to use. Sometimes fair use 
applies, but make sure you understand 
what constitutes fair use before publish-
ing (also known as “fair dealing” in the UK 
and Commonwealth countries). Copyright 
holders can and do sue for damages when 
their material is shared without permis-
sion on social media.

■■ Be transparent and honest with every-
thing you publish in your social channels. 
Avoid the temptation to post fake reviews 
or endorsements—this is illegal under US 
and European business law, and last year 
Samsung was fined for doing it in Taiwan.

■■ Keep secure archives of everything that 
is published on your organization’s social 
media channels—both the content that you 
post and comments posted by third parties. 
This could be vital if you do get involved 
in a legal case or regulatory investigation.

■■ Regulators—especially in the financial ser-
vices sector—may be more prescriptive 
than the law. Keep abreast of changes in 
the relevant regulations by checking the 
advice on their websites regularly as this is 
the sort of thing they do not always make 
big public statements about. Generally, 
 ensuring social media content that stops 
well short of product promotion will keep 
on the right side of regulation. With Twitter 
and its very truncated formats, this bound-
ary should actually be easier to understand. 
The simplicity and directness of the core 
280-character message should make it ob-
vious where there is a direct promotional 
message. The traps for the unwary and un-
trained are to be found in the other media 
that can be associated with a Tweet.

As the law scrambles to catch up with 
technological developments and the explo-
sion in communication via social media, 
we’re certain to see plenty of interesting le-
gal cases involving social media. With the 
right policies and preparations in place, 
you can make sure that your business 
doesn’t find itself wrapped up in a poten-
tially damaging test case.

BUilding yoUr aUdience
You can have the most creative, engag-
ing Twitter feed in the world but it needs 
an audience. Finding that audience often 
worries people almost as much as decid-
ing what they say and how they say it. It 
shouldn’t.

Great content will quickly find an audi-
ence on Twitter, partially because of the 
many prompts Twitter provides to follow 
active accounts Tweeting about the same 
topics and if you are saying interesting 
things, providing useful links or other me-
dia then your followers will share that con-
tent with their followers. Twitter is rather 
like dropping a pebble at the center of a 
pond: you watch the rapidly multiplying 
ripples spread out, eventually reaching 
some far-flung bank. This is followers of 
followers sharing your content with their 
followers. This is sometimes referred to 
as the “reach” of a Tweet or an account in 
some analytics programs.

Many of those people, upon finding your 
content in this way, will follow you and so 
you build up an audience that is interested 
in what you have got to say. This is the key 
point: relevant to audiences. Twitter should 
never be a crude numbers game for finan-
cial services firms. They want good-quality 
followers who they can influence, engage 
with, educate, or entertain according to 
their principal objectives for being on Twit-
ter. That might be 500, 5,000, or 50,000 fol-
lowers but the key objective is always to 
find an appropriate, relevant audience.

There are some reliable methods for 
building up this relevant audience quickly.

The most obvious is adding value to your 
target audience. This does not always mean 
you have to be wholeheartedly committed 
to engaging in conversations, although be-
ing prepared to respond to people is es-
sential. Many Twitter accounts deliver 
significant value by sharing content.

As discussed earlier, this could be 
as part of a wider, more sophisticated 
content-marketing strategy where the firm 
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is generating original content in the form 
of longer articles, commentary pieces, vid-
eos, graphics etc. on its own website(s). This 
strategy can be supplemented by sharing 
content from elsewhere. Again, it could take 
many different forms and could come from 
a wide variety of sources and can be shared 
on Twitter with a simple comment about 
how followers may find it of interest or an 
indication that you agree or disagree with it.

You can also make a point of sharing 
content that others post on Twitter with ap-
propriate Retweets. This sort of generosity 
plays well in the Twitterspehere and is more 
likely to result in others sharing your con-
tent, thereby helping you reach a wider au-
dience. The important caveat here is always 
check links and other media attached to a 
Tweet to make sure it is what it claims to be.

Twitter is not just a tool for large firms 
with specialist resources to devote to de-
veloping it. Many small, local brokers and 
advisers have built very effective social 
media campaigns centered on Twitter. In 
almost every town, city, or region, there 
are conversations going on through Twit-
ter that draw in the potential client audi-
ence that an adviser wants to reach. These 
might be small business networks, shared 
interest groups, or just occasional conver-
sations about topics that open themselves 
to engagement around the services a local 
adviser has to offer.

Taking time to explore this local dimen-
sion should quickly pay back. Engaging 
in their conversations, providing content 
that is appropriate to them, and utilizing 
the lists that will undoubtedly already exist 
should gather a relevant audience.

For small and large firms, learning to 
how carefully praise and recommend other 
business and services adds another poten-
tially valuable dimension to their Twitter 
engagement and has the potential to ex-
tend loyal audiences further. This can work 
especially well in local communities where 
other businesses are often looking for rec-
ommendations for a wide range of goods 
and services, for example IT support, office 

equipment, security services, catering, lo-
cal events venues, and so on.

Recommendations might just be phrased 
as thank you to suppliers rather than glow-
ing endorsements but, either has the po-
tential to reach new audiences as the firms 
you are thanking will almost certainly 
Retweet and endorsement to their follow-
ers and others who have been similarly im-
pressed with them will also be likely to do 
the same. That way your name spreads out 
widely to new audiences.

There is, however, a slight quirk in the 
way Twitter works that could inhibit this 
potential reach.

If you start your tweet with the account 
name (Twitter handle) of the person or 
business you are mentioning, it will restrict 
who sees it. This is an easy mistake if you 
don’t realize how Twitter works as most 
people will instinctively put the name of 
the person they are thanking first.

The Twitter timeline displayed on your 
account’s home page is composed primar-
ily of a chronological list of posts from the 
accounts you follow. The one major excep-
tion is that it will only include posts that 
start with ‘@username’ if you also follow 
the account being referred to.

For example, if @DavidMedia posts “@
OfficeFitters provided top class service for 
our office move,” the tweet will only ap-
pear on the timeline of people who follow 
both @DavidMedia and @OfficeFitters ac-
counts. It will be visible to people who look 
at what Tweets @DavidMedia has posted 
and will appear in search results but won’t 
be visible to people outside those narrow 
audiences.

One solution recommended by Twitter 
and others is to place just a full stop/period 
(or another single character) before the ac-
count name (.@OfficeFitters provided. . . .) 
but this looks rather artificial and slightly 
inelegant. It is better to rephrase the Tweet 
so the account name appear, e.g., “Top class 
support our office move from @OfficeFit-
ters.” Twitter is reviewing this feature and 
it may change.
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Recommendations on Twitter are very 
powerful. There is a growing body of mar-
ket research that shows Twitter users place 
a high value on recommendations they 
see from accounts they respect. By recom-
mending other businesses, they are more 
likely to recommend you. For smaller ad-
viser firms with a local market reach, these 
recommendations can be very powerful.

Other opportunities to build an audience 
might arise around specific events. These 
could be major news events that affect 
your sector or your customers, such as ma-
jor statements from finance ministries. Or, 
they could be actual events such as confer-
ences hosted by yourselves or others but 
at which your firm has representatives. 
Providing a steady flow of Tweets report-
ing or commenting on these events usu-
ally quickly gathers a relevant audience, 
especially if the ground has been properly 
prepared.

For advisers with a focus on particular 
geographical areas, there will often be local 
events—virtual or real—that create oppor-
tunities to engage with potential customers.

Many people let the opportunities sur-
rounding events slip away from them by 
not doing the preparatory work. If you are 
attending an event or planning one for 
your firm, you need to alert your audience 
in advance so they know to watch you (by 
which we mean your Twitter feed) on the 
day. This means creating a hashtag if it is 
your event or, if it is someone else’s event, 
finding the one switched-on organizers 
should already be promoting. When cre-
ating your own hashtag, try to make it as 
obvious as possible without making it too 
long and check whether anyone else is us-
ing it already. This is simple as you can just 
search under your preferred hashtag and 
see what, if anything, comes up.

You then need a series of pre-event 
Tweets demonstrating that you will be pro-
viding a worthwhile feed on Twitter before, 
during, and after the event. At the event 
or on the day, maintaining this stream 
needs to be a specific responsibility, not 

an afterthought. Where appropriate, pic-
tures and video clips can be added to bring 
followers in. Once you have clear enough 
policies around how you are using Twitter 
and people trained and familiar with them, 
this should be capable of being managed 
outside of any preapproval processes com-
pliance might usually require.

Similarly, there will be Twitter events 
and campaigns that might be good places 
for a firm to be seen. There are frequent 
campaigns with a charitable or public edu-
cation element, especially around some 
of the major public health issues. These 
might align neatly with a firm’s own char-
ity support and CSR objectives. Identifying 
with these will help build a broader image 
for a brand and potentially draw customers 
closer to it.

Twitter is fast moving content platform 
that it is impossible to monitor constantly 
and there are two major implications of 
this when it comes to building an audience.

The first is that a single Tweet may of-
ten be overlooked by many in your core 
audience. The way to address this is to re-
peat some Tweets, especially when you are 
sharing high-value content that you want 
to draw people in to. This needs to be done 
with both common sense and a modest de-
gree of subtlety. This means you need to 
carefully select which Tweets have a higher 
potential value to your audience and then 
find a way of repeating them without mak-
ing it too obvious or thoughtlessly repeti-
tive. If, for instance, it is a piece of content 
on your website, share it a few times each 
highlighting a different point in the com-
ment you attach to it.

The other aspect that needs attention is 
the timing of Tweets. When is your audi-
ence most likely to engage with you or with 
the topics you want to talk about? There is 
a wealth of research available on this and 
incorporating a review of this into the early 
days of planning a Twitter strategy is defi-
nitely worthwhile.

In addition, the various analytics avail-
able within Twitter and through third party 
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platforms will help you quickly build up a 
picture of when and how your audience is 
most likely to engage. Use these to fine-tune 
your usage of Twitter so that you can be 
more confident of hitting your target audi-
ence with right content when they are most 
likely to be in a position to engage with it.

This may show that people engage with 
your Tweets at times of day that do not fit 
in well with the availability of you or your 
team to distribute the content. This is eas-
ily dealt with as there are several options 
for managing and automating Tweets both 
within Twitter and using third party appli-
cations. These can range from linking the 
addition of new content on a website to an 
automated Tweet, often useful for global 
brands adding content in different time 
zones, to pre-writing Tweets and schedul-
ing them to be distributed at specific times. 
This facility can also be useful when the 
topics you want to Tweet about might re-
quire some scrutiny by legal and compli-
ance teams before going out.

Other opportunities to reach out to wider 
audiences will arise around nonbusiness 
content and events. One of the key ques-
tions that anyone—firm or individual—has 
to address when they start using Twitter is 
how narrow—or broad—should their con-
tent be. This clearly goes right back hav-
ing clarity about why you are on Twitter 
and how it sits within a communications 
or marketing strategy. There will be a core 
content and a target audience but having 
established that, there may be opportuni-
ties to soften the edges of that approach—
commenting on or joining in with the 
conversation around major sporting, cul-
tural, and political events for instance.

There are no hard and fast rules around 
this but whatever is down should feel a log-
ical extension of the personality and voice 
of the person or firm behind the Twitter ac-
count. In general at least 80% of content 
should be focused on the principal purpose 
of the account, 20% maybe “softer.” To put it 
in a business context, think of social media 
as a live event, a conference or exhibition.

The conference presentations are the 
equivalent of the content on your website, 
carefully selected, well-crafted, and pol-
ished. The Q&A session after the presenta-
tions is the comments facility on a website. 
Then delegates step outside into an exhibi-
tion hall, highly organized and structured 
very business-like rather like LinkedIn.

Twitter is the conversation that goes on 
around all of that. “Did you hear that pre-
sentation?’, ‘X may some great points about 
regulation,” “Y has some fantastic new 
products on their stand,” but some of the 
conversation will be “Are you watching the 
big match tonight?,” “I recommend Z res-
taurant if you are looking for a quiet meal.” 
An 80/20 mix of business and nonbusiness 
content can contribute to a rounded Twit-
ter personality that managed intelligently 
can reinforce brand identity and customer 
engagement. Crucially, it will add a softer, 
human dimension to what, for many firms 
in the financial services sector, is often a 
complex, dry, and technical-sounding sub-
ject matter.

Paid-for Options
Finally, there are the paid-for options that 
Twitter offers for boosting the profile of a 
business, brand, or product. These have 
developed rapidly as Twitter now faces 
shareholder pressure to build revenue 
from its massive user base. The most re-
cent changes to its advertisement op-
tions give businesses a range of campaign 
choices, which can be broadly categorized 
as follows:

■■ Boost website traffic by showcasing your 
business and sending your audience to your 
website. This can be effective where Twitter 
is part of an integrated content-marketing 
strategy.

■■ Growing Twitter following by promoting 
a Twitter account and specific Tweets to 
encourage engagement and growth.

■■ Maximizing brand awareness by promot-
ing specific tweets to give your business 
a boost in brand awareness. You will see 
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promoted Tweets appear in your timeline 
from time to time.

■■ Get People Talking: this also enables you 
to promote Tweets to create a higher pro-
file for your brand on Twitter.

Twitter has also introduced specific ad 
targeting where you are able to specify 
your target audience(s). This can be done 
by location, language, gender, interest, de-
vice, behavior, follower count, keywords, 
and geographical location.

For larger firms wanting to use Twit-
ter to reach a wide consumer audience, 
these options are definitely worth explor-
ing. Of course, any promotional activity 
will have to be carefully crafted to remain 

compliant—just because it is paid for 
doesn’t mean it faces any less potential 
scrutiny from regulators. In some firms 
responsibility for the creation of this pro-
motional content might sit with commer-
cial teams outside of the core social media 
team, so it is important that they are in-
cluded in all the relevant training.

managing The negaTiveS
Financial services firms are understandably 
concerned about negative publicity and 
comment. They have fragile reputations. 
In some markets and countries, whole sec-
tors have badly damaged reputations that 
they are nursing back to health. The last 
thing senior management wants in these 

Promoted Tweets are an effective option for firms with a marketing budget for social media
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firms is more bad publicity, and social me-
dia often seems to them to be full of poten-
tial, unwanted hazards.

It is no good hiding from these as they 
are very real and especially so on Twitter 
where anonymity, the potential to gain 
easy notoriety by being outrageous or of-
fensive or merely air a grievance with little 
fear of comeback attracts people with the 
potential to damage a firm’s image and rep-
utation. Having clear policies for managing 
everything from negative comments to ma-
jor public relations crises—sometimes re-
ferred as Twitter Firestorms if their origins 
or main focus is social media—is essential.

Customer services, marketing, public re-
lations, and complaints departments will all 
have plans and policies in place for dealing 
with all aspects of negativity toward a firm 
and its brands—or at least they should do if 
they are doing their jobs properly. Policies 
for responding to similar problems on so-
cial media should be a logical extension of 
these and not developed in isolation. There 
are features of social media— especially 
Twitter—that need to be kept to the fore as 
these policies are developed.

The negativity that firms—and others—
see on Twitter is not generated by Twitter. 
It exists already but Twitter allows it to find 
a voice. Up to a point firms should welcome 
the negative as well as the positive com-
ments because it demonstrates how cus-
tomers feel about a firm. That doesn’t mean 
they are always very easy to deal with.

The most frequent problems are caused 
by customers who are dissatisfied, and 
simple procedures should ensure these are 
dealt with efficiently and effectively.

When a negative comment occurs, it 
may be out of the blue or in response to 
something you or someone else posted. 
You should read the message carefully and 
identify the core problem. Being Twitter, it 
may be expressed in rather blunt language 
but this shouldn’t lead to immediate as-
sumptions about the value of taking time 
to deal with that person. There are some 
people who will never be satisfied and who 

may just take pleasure in hurling abuse in 
your direction—often categorized as trolls—
but resist the temptation to put people in 
that category too soon. They may have a 
genuine—and often resolvable—complaint.

Capture the Tweet(s) by taking screen-
shots. This ensures you maintain a com-
plete record of the incident and can provide 
an audit trail should the complaint prompt 
subsequent regulatory investigation.

Whatever you do, initially do not ignore 
the complaint. A timely response is essen-
tial as the nature of Twitter is that people 
have little patience when they are on it. 
Leave the initial response for anything 
longer than an hour and the risk of it es-
calating increases. Have a good look at the 
account the complaint came from to help 
form a picture of the person or organiza-
tion you are dealing with. Monitor very 
carefully whether the complaint is being 
picked up by others, Retweeted, or shared. 
If this starts to happen, you will need to 
move very quickly to push out a response, 
engage with the person or with those join-
ing in the discussion.

If the complaint is of an individual na-
ture try to get the discussion taken offline 
as quickly as possible as a protracted pub-
lic discussion carries enormous risks. If it 
is a complaint, criticism, or comment of a 
firm’s policies, products, senior manage-
ment, and so on, then it will almost cer-
tainly be impossible to get it offline. The 
relevant PR and marketing people will 
need to be brought in to ensure that the 
response is in line with company policy. 
Inappropriate responses at this stage could 
make the situation worse.

Of course, there will be times when 
a firm is thrust into the public limelight 
for all the wrong reasons—senior man-
agement departures, bad results, regu-
latory action, and fines—and nowadays 
understanding how this might play out 
on social media is essential. It is no good 
ignoring the main social media platforms 
because they won’t ignore you in such 
circumstances.
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Twitter in particular is seen as a fruitful 
source of news and comment by almost all 
media organizations. Nowadays you fre-
quently see comments from Twitter repro-
duced on websites, in newspapers, and in 
TV news bulletins. If a firm is not aware of 
what is being said on Twitter in these situ-
ations, they could easily find social media 
setting the news agenda, forcing them onto 
the defensive.

Twitter hacks are another potentially se-
rious threat to a firm, its brand, and reputa-
tion. The most common method of hacking 
account is through phishing where vari-
ous methods might be used to find out the 
key credentials—especially passwords—of 
Twitter accounts. It is vitally important that 
staff are trained to spot these, especially as 
some are now very sophisticated.

Other pathways to Twitter hacks might 
be disgruntled current or former employ-
ees, poor storage of passwords, or inade-
quate reviews of passwords, which should 
be changed regularly, especially if they are 
used by several people.

The first a user often knows of a Twitter 
hack is that content starts to appear in their 
Twitter timeline that they didn’t create. 
This is usually detrimental to the user in 
some way, although some hacks have been 
used to leverage a user’s large and engaged 
audience to promote a particular cause or 
promote a viral message. Many hacks are 
just plain malicious, done because they can 
do it and for no other obvious reason.

Sometimes the access to the hacked ac-
count is via an app that has been autho-
rized to use the account, say if the user 
posts from Tweetdeck, Hootsuite, or one 
of the many social media management or 
analytics tools.

However, it has happened and what-
ever form it takes responding quickly is 
essential.

Regain control by changing the password 
to something completely unrelated to any-
thing you have used before. At the same 
time review all of the authorized apps and 
delete any that are not essential or which 

you suspect might be the cause of the hack. 
A list of authorized apps can be found un-
der Settings and the Apps menu.

Sometimes followers will notice that an 
account has been hacked before the user 
and may inform Twitter, especially if the 
content being posted is particularly contro-
versial or offensive. If this happens, Twitter 
is likely to suspend the account, informing 
the user they have done so. It can be reac-
tivated by going onto the Twitter support 
pages and completing the form for hacked 
sites.

Delete all the content posted by the 
hacker, although remember if that has al-
ready been shared by other Twitter us-
ers, it won’t instantly disappear from the 
network.

You should tell your followers you have 
been hacked, apologizing appropriately 
for any offensive or confusion caused and 
reassuring them you are back in control. 
You should also notify compliance and le-
gal teams of what has happened, providing 
them with copies of all the content that 
was posted by the hacker(s).

Whatever the source or nature of the cri-
sis, speedy response must be at the heart of 
crisis management.

There are several very sophisticated 
tools for monitoring comment about a firm 
and its brands on social media and the in-
ternet, showing shifts in sentiment, iden-
tifying important influencers, highlighting 
the key words and phrases people are us-
ing when discussing you. Major PR firms 
use these tools all the time and they are 
an essential part of a sophisticated social 
media support resource. They are expen-
sive so shopping around is advisable. If a 
firm already has external public relations 
support, they should already have access to 
one of these tools.

There are free sentiment analysis tools 
available, sometimes as a come on to buy-
ing a more sophisticated version but often 
as a stand-alone resource. These are usually 
of limited value except to offer a narrow in-
sight into what sentiment analysis can do 
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and how it works. If these are new to an 
organization, it is worth searching for what 
free or trial resources are currently avail-
able and seeing how your firm comes out.

The bottom line is that there is no sub-
stitute for having a well thought through, 
practical policy that is widely shared and 
understood. Working through it should be 
an essential part of any training program 
for staff using social media.

meaSUring engagemenT
Measuring success on social media is diffi-
cult. There is no way of ducking the chal-
lenge of producing metrics that are going 
to impress skeptical senior management 
or say ‘success’ when you reach the bench-
marks you have created for yourself.

Twitter is especially hard and notori-
ously subjective to measure but there is 
a burgeoning array of measures and tools 
available to help understand how an ac-
count is performing. The paid-for tools will 
also benchmark an account against those 
of competitor firms as well as providing 
deeper insights.

This is a top-level guide to what you can 
measure and what it means.

What you measure and how you value it 
depends a lot on what the core objectives 
of your Twitter presence and campaigns 
are. If you are largely listening and only 
responding when prompted or criticized, 
then simple measures of how effectively 
you close down criticism would be very 
useful. These should include how many 
Retweets and other engagements the com-
plaints or criticisms gain before and after 
your responses, how quickly the conversa-
tion around the issue dies down, or is iso-
lated to just a few persistent participants.

If your Twitter presence is more ambi-
tious than that you will need to find a more 
extensive range of measures. Twitter has its 
own analytics package that provides some 
useful basic measures of engagement.

First, each Tweet has its own mini- 
analytics. If you click on a Tweet, it will 
open in a pop-up window, which will show 

you instantly how many replies, likes, and 
Retweets it has received and who has inter-
acted with it. By clicking on the little bar 
chart on the right, you open up a more de-
tailed view of the Tweet’s progress.

This records impressions, engagement, 
mentions, use of links and media, and pro-
file views.

The first figure you see is impressions, 
which is how many times a tweet has been 
seen. It is a reflection of how many follow-
ers are logged into Twitter at the time(s) 
it is posted, shared, and commented on 
and who have probably seen it. The fig-
ure is analogous to hits on a webpage. Of 
course, “seeing” a Tweet is not necessarily 
the same as reading it and taking in what 
it is about so, as with many social analyt-
ics, the figures need to be treated with care. 
If someone searches the hashtag that is in 
your tweet, then they will add an impres-
sion and that indicates a level of engage-
ment with it. It is from this basic statistic 
of impressions that the more sophisticated 
social media analytical tools develop their 
measures of reach and exposure.

The next figure is the total engagements, 
which is literally what it says and it broken 
down underneath so, for instance, if you 
included a picture and a link, you can see 
which has done the best job of pulling in 
followers to engage with your Tweet. This 
is data worth monitoring, so your social 
media strategy can be usefully refined. The 
more engagement you see with links and 
media, the more you will understand about 
what works best with your audience(s).

The profile views is a useful guide as to 
how a particular tweet has reached a new 
audience. If it is breaking new ground in 
terms of content, subject, use of links, 
graphics, or hashtags, then the number of 
people who see it and then click through 
to see the profile of the account that first 
posted it is a good, basic indication of how 
useful or interesting they felt it was.

As mentioned in early sections, the pur-
suit of followers just for the sake of building 
up a big number doesn’t really sit well with 
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a professional approach to engagement on 
Twitter. However, if a Twitter feed is provid-
ing useful content to its target audience—
and that audience is on Twitter—then you 
would expect this number to grow steadily 
over time. There are apps that will give you 
regular updates on how many accounts fol-
low you and how many unfollow you and 
who they are. These provide another layer 
of insight into your appeal.

Twitter’s own analytics offers useful in-
sights into how a Twitter accounts audience 
is developing. By clicking on Analytics on 
the Profile menu you access a range of use-
ful data. Under the Audiences tab there is 
data about the interests of your audiences, 
basic demographics, and the devices they 
are using to access view your content.

Monitoring hashtags can give particu-
larly useful insights into what is engaging 
your audience—both your own content and 
that of competitors, clients, and key com-
mentators. All of the sophisticated paid-for 
analytical packages include this but top 
line monitoring can be managed through 
hashtags.org.

Where content marketing is a key strand 
of a Twitter presence, monitoring the hits 
on the content and where they come from, 
assuming the content is hosted on your 
website or another social media platform, 
provide further valuable insight. Again, it 
will help you refine your social media cam-
paigns and manage your resources effec-
tively if you are monitoring what content 
engages people who follow you.

Monitoring Twitter in isolation from 
other social media platforms has only a 
limited value and will not offer much in-
sight into how much time and resources 
should be devoted to Twitter compared 
to, say, LinkedIn, Facebook, or You Tube. 
This is where the integrated analytical 
tools come in and at any one time there 
is a wide range available. Many have free 
sample packages or time-limited trials and 
these are worth taking advantage of to get 
a good idea of their functionality, the tools 
they offer for managing social media cam-
paigns and, crucially, the cost.

These best tools will incorporate senti-
ment monitoring, enabling a careful watch 

Twitter’s in-built analytics can tell you a lot about who is engaging with your content and how
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to be kept on the tone of what people are 
saying about a firm and its brands as well 
as the precise content. For larger firms 
with important consumer markets, these 
have become essential.

When looking at these, the better the 
idea of what it is you want to achieve and 
what type of engagement is really impor-
tant to you to measure, the better the deci-
sion you will make on what to use. It is very 
easy to be seduced by the wonderful range 
of things that can measure, compare, ana-
lyze, and present in any number of formats 
but you want to be certain these matter 
to you and offer meaningful insights. You 
don’t want to find yourself left struggling to 
answer questions about it being very nice 
but not appearing to mean very much.

When social media has become fully in-
tegrated into marketing and promotional 
campaigns, often with elements of paid-for 
social advertising, then a whole new level 
of analytical data is opened up. Once a firm 
starts spending money directly on social 
media content, then analyzing the return 
is essential. One of the key questions for 
firms that have gone down this route is just 
how much more engagement and reach 
has been achieved through paid-for pro-
motion rather than their own freely gener-
ated content. This will constantly change. 
Watched carefully, it will ensure that social 
media marketing budgets are spent wisely.

A major challenge for many firms is how 
they monitor all this data. If one of the 
key strengths of Twitter is its power as a 
real-time communication tools, then moni-
toring performance and sentiment in real 

time makes sense. That is not always easy. 
With so much incoming data, it can be hard 
to know where to look, when to look, and 
what resource to devote to those tasks.

Firms with an established social media 
presence have responded to this chal-
lenge in a variety of ways, ranging from 
a small, dedicated team (maybe a single 
person) whose role is to monitor the data 
and alert others to significant movements 
to integrate social media command cen-
ters where large screens share the key data 
constantly with the social media team. For 
regulated firms that need to have a close 
relationship between social media market-
ers and compliance, this integrated com-
mand center approach can provide the 
ideal environment for both to work along-
side each other.

Raw data may not always mean much to 
the people who are best suited to generat-
ing the content. This must be addressed 
through effective data visualization, espe-
cially when going down the route of shar-
ing the incoming data with everyone in a 
department. Graphs and charts that tell the 
story of how social media content is per-
forming against the key measures that have 
been put in place will help ensure that con-
stant refinement of the content and better 
targeting of messages.

Like everything else with social media, 
the choice of tools and the breadth and 
depth of what they can measure are con-
stantly changing. Monitor carefully what 
is available, find out what competitors are 
using, and frequently review the analytics 
you are relying on. 


