
1 
 

 



2 
 

 
To our Zisters in District  15: 

 

How many times have you wondered how to get more exposure for  your club?  Do you worry  about 

attendance at events?  Do you want more people in your community to know about your club and what 

you do? 

 

We hear this a lot from many of you.  Of course, we know that there are clubs who get serious coverage in their 

cities and have many great successes, and we hope that you will  share those best practices with others, 

whenever we gather ï whether at Spring Workshops, Fall Conferences or conventions. 

 

This manual is an effort by a group of Zontians from District 15 who have joined together to share our best 

practices and ideas.  Itôs simple and easy to use.   

 

Many thanks to Denise Keipert, Lynne Reed, Kathy Bardins, Gail Johnson, Adrienne McCormick, Raquel 

Boone and Melinda Frame, for their time and efforts to compile this information. 

 

Please print, please use and let us know what you think. 
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WHY SOCIAL MEDIA?  

These days, it isnôt enough to have a website for your business or organization ï your digital storefront extends 

to social media marketing sites like Facebook and Twitter, and itôs time to start capitalizing on it. If your club 

still doesnôt have a Twitter account or a Facebook fan page, itôs time to get with the program and bring yourself 

up to speed (or risk falling behind your competition). 

Still not convinced? Here are nine reasons social media marketing should top your to-do list: 

1.)   You get to see your target market, up close and personal.  

2.)   You can respond to problems immediately.  

3.)   Your competition is Tweeting and Facebooking like crazy. 

4.)   People are receptive to your messages.  

5.)   It will get you more sales (members).  

6.)   You will find customers you didnôt know existed. 

7.)   Customers you didnôt know existed will find (and buy from) you. 

8.)   Itôs free.  

9.)   The social media marketing arena is a (fairly) level playing field. 

Simply put, social media marketing is part of doing business in the new millennium. Marketing with Facebook 

has been hot for quite a while now, but recently more and more companies have been using Twitter for 

marketing. If your business isnôt already active on social networking sites, now is the time to start. Who knows, 

you could be missing out on sales opportunities right now. 
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SIX Reasons Why Your Zonta Club Should Create a Facebook Page Today! 

1. Your Facebook page can teach you more about your target audience.  
Having a Facebook page for your club gives you a way to talk to and get direct feedback from your target 

audience. Think of it like an ongoing focus group. Your fans are there because they are aware of your 

organization, and want to learn more. While they are certainly expecting to receive useful information from 

your Facebook page, you can also be collecting useful information from them through their participation. 

Facebook Insights also provide useful information about your fans and their interactions on your page. As a 

microcosm of your target market, your Facebook fans can tell you a lot about what they want through their 

interaction, comments and feedback.  

2.  A Facebook page gives you a chance to "humanize" your club.  

Social connections and genuine communication are integral parts of social media, and a Facebook page for your 

organization gives you a unique opportunity to attach a face, name and personality to your brand. While your 

Facebook page may be representative of your organization, it also allows you to show the human side of your 

business through one-on-one conversations, personal tidbits and non-business interaction. 

 

Even if you automate parts of your social media activity, you can fit in a moderate amount of live, on-the-spot 

communication to create richer, more "human" relationships.  

 

3.  You can build a community on your Facebook page.  

Facebook pages are excellent places to gather together your community, sponsors, donors, prospects and fans to 

provide reviews, share opinions, voice concerns and offer feedback. You can build a community on your 

Facebook page in a number of ways, including: 

¶ Posting useful, relevant and interesting links  

¶ Asking fans to contribute with comments  

¶ Organizing contests and promotions  

¶ Providing a place to leave reviews and other feedback  

¶ Offering incentives for activity on the page  

If the Facebook page you create for your club successfully brings people together, you can develop a loyal 

following that will continue to grow.  

 

4.  Facebook is good for search engine optimization (SEO).  

Having a Facebook page for your organization can be an effective way to direct traffic to your club website 

http://marketing.about.com/cs/brandmktg/a/target_market.htm
http://marketing.about.com/cs/brandmktg/a/target_market.htm
http://sbinformation.about.com/od/marketresearch/a/what-is-a-focus-group.htm
http://www.facebook.com/help/search/?q=insights
http://homebusiness.about.com/od/facebook/a/Getting-Facebook-Fans-to-Like-Your-Page.htm
http://sbinformation.about.com/od/ecommerce/tp/how-to-grow-your-facebook-page-community.htm
https://www.bing.com/images/search?q=social+media+clip+art&view=detailv2&&id=8E52890415CF1DA234D8C9696C626F5E16FEF504&selectedIndex=69&ccid=guBosrfX&simid=608018527928781597&thid=OIP.M82e068b2b7d790daa0d1df98740dfe8aH0
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and/or blog. Your posts, links and other activity that are contained on your public Facebook page can also give 

you an SEO boost if they are indexed by search engines. 

 

With the speed of social media and new weight being added to information shared through social channels, 

having a Facebook page that is filled with rich content that is relevant to your organization can help you boost 

your search engine rankings.  

 

5.  Your competition may already have a Facebook page.  

I wouldn't recommend taking action in any area of your club simply because your competition is doing it. 

However, when it comes to social media, not having a Facebook page or presence on other social networks can 

cost you opportunities, especially if your competition is using social media and using it well.  

 

6.  You can put your club in front of your community every day.  

Perhaps one of the biggest benefits of having a Facebook page for your organization is the ability to have status 

updates, shared links and videos, and other information appear in your fans' news feeds once they "like" your 

page. 

 

With more than 750 million active Facebook users, an increasing number of consumers are using the site to find 

products, services and brands to solve their everyday problems. Facebook and other social networks make it 

easy for potential/existing members, donors, and sponsors to find you. And when they do, they are often more 

likely to remember you/your brand and share it with their own connections. 

 

Ultimately, a branded Facebook page for your club can be a powerful way to expand your reach and increase 

awareness of your organization online.  

 

 

 

 

 

 

 

http://onlinebusiness.about.com/b/2008/03/07/what-is-seo.htm
http://sbinfocanada.about.com/od/onlinebusiness/g/Search-Engine-Optimization.htm
http://sbinformation.about.com/od/marketingsales/a/what-not-to-do-when-using-social-media-for-business.htm
http://www.facebook.com/press/info.php?statistics
http://sbinformation.about.com/od/ecommerce/ss/how-to-create-custom-facebook-welcome-page.htm
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FacebookéItôs as EASY as 1, 2, 3! 

**Important Note: You must have a personal Facebook page in order to have a Facebook 

business/organization page so please follow the below steps to set up your personal Facebook page if you 

donôt already have one. 

 

How-To Steps for the Intermediate-Level Social Media User 

How do I sign up for Facebook? 

If you don't have a Facebook account, you can sign up for one in a few steps: 

1. Go to www.facebook.com. 

2. If you see the signup form, fill out your name, email address or phone number, password, birthday and 

gender. If you don't see the form, click Sign Up, then fill out the form. 

3. Click Sign Up. 

Once you sign up, you'll need to confirm your email address or phone number. Facebook will send you either an 

email or a text message to help you confirm your account. 

Get help if you didn't receive a mobile confirmation code or if you didn't receive your confirmation email by 

going to www.facebook.com/help/.  

 

  

https://www.facebook.com/help/188157731232424
https://www.facebook.com/
https://www.facebook.com/help/427064200647221
https://www.facebook.com/help/224320090914202
http://www.facebook.com/help/
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First You Crawlé 

How-To Steps for the Beginner-Level Social Media User 

Although you may not be a fan of Facebook or a current Facebook user, you may want to learn to use or have 

been asked to use it.  There are some great resources that give good step-by-step instructions on how to get 

started with and use Facebook. Please see below for the best resources we could find on the web for you at the 

end of this article. 

Opening your Facebook Account 

1. Go the Facebook web page facebook.com.  

2. Fill out the brief sign up form asking for your First Name, Last Name (women usually list their maiden 

and married names), email address (twice), password (WRITE IT DOWN), Gender, and birth date. 

3. Click the Sign Up button. 

4. Decipher and type the words found on the security measure screen that appears (This proves you are a 

human and not a robot although some days you may not feel like either J). 

5. Once signed in, you will be asked to verify an email via a link sent to your email address. 

6. Check your email for the verification link from Facebook and click it to verify your identity. 

7. You will now be transported back to Facebook where you can begin to search for friends and create your 

own profile (information about yourself). 

Adding or changing your Facebook profile picture 

1. Log into your Facebook account 

2. Click the Profile option from the right hand side of the screen 

3. Hover on your profile picture 

4. Click the option that says add or change your picture 

5. Click Browse to locate and upload a picture from your computer 

http://www.facebook.com/
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Uploading Pictures to your Facebook page 

Note: As with most computer functions, there are many ways to do this, but here is a slightly longer route that 

has stayed consistent through the changes Facebook has made in its existence. 

1. Log into your Facebook account 

2. Click the Profile option from the right hand side of the screen 

3. Click Photos under your profile picture 

4. Click the Upload Photos option at the top right of the screen 

5. Click Select Photos button 

6. Navigate to the folder containing the photos you want to upload 

7. Click the photo one time (hold down the Ctrl key to select multiple photos) 

8. Click Open 

9. Fill out the little form that appears asking you if you want to create a new album (group) for the photos 

or add to an existing album, change who gets to see the photo, etc. 

Creating a profile picture from an existing Facebook picture 

When looking at a photo that you would like to use as your profile picture, simply click the Make Profile 

Picture option in the lower left of the screen and follow the on-screen instructions. 

 

Saving Facebook photos to your computer 

1. When viewing any photo on Facebook, click the Download option in the lower left of the screen. 

2. Choose a location to save the photo 

3. Name the photo something that makes sense to you 

4. Click Save 

Setting the privacy options in your Facebook account 

1. Log into your Facebook account 

2. Click the Account option from the right hand side of the screen 

3. Click Privacy settings 

4. Click View Settings under the Connecting on Facebook heading 

5. Choose whether Everyone, Friends of Friends or Friends Only can perform certain activities 

6. Click Back to Privacy button 

7. Click Custom option at the left 

8. Click Customize Settings 

9. Make changes to any and all settings on this screen that you would like to modify 

Good online resources for learning more about Facebook 

¶ Click Help at the bottom right of any Facebook page 

¶ Facebook 101 from LearnFree.org 

¶ eHow.com Facebook Video Series 

How to permanently delete a Facebook Account 

This information is from the Facebook Help Center: 

http://www.gcflearnfree.org/facebook101
http://www.ehow.com/videos-on_108_use-facebook.html
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ñIf you deactivate your account from the ñDeactivate Accountò section on the Account page, your profile and 

all information associated with it are immediately made inaccessible to other Facebook users. What this means 

is that you effectively disappear from the Facebook service. However, if you want to reactivate at some point, 

we do save your profile information (friends, photos, interests, etc.), and your account will look just the way it 

did when you deactivated if you decide to reactivate it. Many users deactivate their accounts for temporary 

reasons and expect their information to be there when they return to the service.ò 

 

As mentioned above, deactivating your account does not delete any information, only hides it. If you want to 

permanently delete your account and all the content associated with it, you need to first log back into your 

Facebook account, then use this link (http://www.facebook.com/help/contact.php?show_form=delete_account) 

to request account deletion. 

 

 

How To Create a Facebook Business/Organization Page 
 

 
 

**important note: you must have a personal Facebook page in order to have a Facebook business/organization 

page.  

Step 1: Choose a Classification. 

To begin, navigate to https://www.facebook.com/pages/create.php. This page will showcase six different 

classifications to choose from: 

1. Local Business or Place 

2. Company, Organization, or Institution 

3. Brand or Product 

4. Artist, Band or Public Figure 

5. Entertainment 

6. Cause or Community 

Each of these classifications provides more relevant fields for your desired Page. 

http://www.facebook.com/editaccount.php
http://www.facebook.com/help/contact.php?show_form=delete_account
https://www.facebook.com/pages/create.php
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For this tutorial, we'll select the second option: company, organization, or institution. After selecting our desired 

classification, we'll be asked for an official name for our Business Page. We recommend carefully selecting 

your name. Although Facebook allows you to change your name and URL once, it's a difficult and tedious 

process. 

Step 2: Complete Basic Information. 

Facebook should automatically walk you through the following four basic sections to complete the fundamental 

aspects of your Page. 

 

Finish "About" Section 

The "about" section will serve as the main 2-3 sentence description for your company. It will be on your main 

page, so make it descriptive but succinct. Be sure to include a link to your company website as well. Also 

ensure that this information differentiates your brand, making your page even more appealing to potential 

followers. 

This is also where you can select your unique domain (that, as mentioned above, can only be changed once).  

Upload Profile Picture 

Next you'll be asked to upload a picture. This will serve as the main visual icon of your page, appearing in 

search results and alongside any comments you publish. While any perfectly square image will work, the 

recommended size is 180 x 180 pixels. 

Add to Favorites 

Every individual Facebook user has a vertical navigation bar to the left of their News Feed. You can add your 

Business Page as a "Favorite" item here -- similar to bookmarking a web page in your web browser -- for easy 

access.  

Reach More People 

Facebook will prompt you to create an advertisement to draw attention to your Page. Whether employing paid 

tactics is a part of your strategy or not, I recommend avoiding starting any ads at this stage -- there's no 

compelling content on the Page yet that would convince them to ultimately "Like" your page.  
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Step 3: Understand the Admin Panel. 

The basic skeleton of your Business Page is now live. Facebook will ask if you'd like to "Like" your Page. 

Again, I recommend avoid doing so at the moment. This activity will appear in News Feeds of those you're 

connected to personally on Facebook. Without any content on the Page, we want to save that organic Timeline 

story for when you're really ready for people to view the Page. 

In the top navigation, you'll see an option for "Settings." Click that. Along the left side, a vertical navigation bar 

with different sections should appear. We'll focus on three core ones now: 

¶ Page Info: This is where you can add additional details about your business. This section will also 

unveil different fields based on the classification you chose in Step 1. 

¶ Notifications: This section allows you to customize when and how you'd like to receive Page alerts. Set 

a frequency that fits your social media marketing schedule. 

¶ Page Roles: Whether or not you'll be the main manager of the Page, there may be others at your 

organization who need access to your Facebook Page. Here, you can invite other colleagues to make 

changes to your Pages. Some common use cases here include:  

o A public relations manager who needs to respond to any delicate questions. 

o A support representative who can assist those asking technical questions. 

o A designer tasked with uploading new photo creative to the Page. 

Step 4: Populate Page With Content. 

Now it's time to actually publish content to your Page and then invite users to be a part of your growing 

community. Let's start with the basic content needed to get your Page kicking. 

Posts 

The rest of your Page will populate over time as you publish more updates. Facebook currently provides six 

different posting options: 

1. Plain text status 

2. Photo with caption 

3. Link with caption 

4. Video with caption 

5. Event page 

6. Location check-in 

When posting on your page, just be sure to use a variety of content. What images would your audience like to 

see? What stats would they like to read? What links would they like to click? You can also click the little grey 

arrow in the top-right corner of each post and then click "Pin to Top" to move one of your posts to the top of 

your Page's Timeline for seven days. Use this feature for product announcements, business anniversaries, and 

other major events pertinent to your brand.  

Cover Photo 

This is the large, horizontal image that spans the top of your Facebook Page. Typically, this is a branded image 

to help attract people to your Page. The official photo dimensions are 851 x 315 pixels.  

http://offers.hubspot.com/how-to-turn-facebook-fans-into-paying-customers
http://offers.hubspot.com/how-to-turn-facebook-fans-into-paying-customers
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Now that there's content on the Page, we can start strategically inviting users to ñLikeò it. I recommend inviting 

users in the following cadence: 

¶ First, invite colleagues to ñLikeò your page and its content to build some initial activity. 

¶ Second, invite supporters in your network. Encourage them to engage. 

¶ Third, invite customers. With some activity now on the Page, theyôll be more interested. 

With content published and users invited, you can go to the "Activity" tab in your Page's top navigation to 

monitor how people are engaging with your Page and content. 

Step 5: Measure Your Growth. 

Finally, we need to measure our efforts to ensure we're making valuable marketing decisions on Facebook. 

Fortunately, Facebook has embedded in some decently helpful metrics for us to take advantage of. Simply click 

the "Insights" option in the top navigation to see the following: 

¶ Overview: This tab shows a 7-day snapshot of your metrics such as Page Likes, post reach, and overall 

engagement.  

¶ Likes: This tab shows your overall fan growth and losses. If you're employing paid efforts, you'll be able 

to see the breakdown of paid versus organic growth.  

¶ Reach: This tab highlights the raw number of people your Page is reaching every day. If you notice 

spikes on a specific day, try cross-checking what you posted that day to see if you can replicate that 

reach. 

¶ Visits: This tab indicates where on Facebook your viewers are coming from. You can see the difference 

in visits on Facebook Timelines, your information tab, reviews, and others. 

And voila! You have a Facebook business page. Now go post interesting content and amass a loyal base of fans 

and prospective new club members! 

Learning how to use Facebook is like riding a bikeéonce you learn you never forget! 
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How to Set Up a LinkedIn Organization Page & Why It Will Work for YOU  

 

 

You all have heard about Facebookésome of you may even remember Myspace. There are other social 

networks out there however. If you or your club members are using a social network for pure business purposes, 

chances are good that social network is LinkedIn, which has more than 150 million business users. A LinkedIn 

organization/business page is an excellent way to show a community of professionals what you and your Zonta 

club can do, and it's an opportunity for free advertising that you shouldn't pass up. 

Get Started 

First you must sign up for a LinkedIn account. Don't worry about upgrading to a paid account; you don't need 

that to start a company page, or even to do most things a business /organization should do on the social network. 

Choose a password that you're comfortable handing out to other club members if they maintain your club page, 

or change it if you already have a profile. This is the first screen you see when creating a company/organization 

page. 

After entering the name of the 

organization and your email address, 

you'll find yourself on the Overview 

page. To add data to this section, click 

the Admin Tools button on the right 

side of the page, and choose Edit. 

Here, you'll enter your logo, your 

description, your blog's RSS feed (if 

you have one), and, most important, 

your club/organization specialities. If 

you really want to narrow the terms 

down, use the Google AdWords 

Keyword suggestion tool to find key 

phrases for other service 

organizations. 

For an example of a well-built LinkedIn page, take a look at the one for GoodLife Fitness. This page does it 

right, showing statistics about the size of the company and how many members belong to the club, combined 

with a short and well-written description. Cutting and pasting your entire 'About Us' section from your website 

isnôt recommended if it's wordy. On LinkedIn, if you can whittle the description down to one paragraph as 

GoodLife has done, youôll speak to your busy LinkedIn audience.  

 

LinkedIn Can Save the DayêLet 

LinkedIn become your 

SUPERMAN! 

https://www.bing.com/images/search?q=funny+LinkedIn+pics&view=detailv2&&id=30FAD12513E87A7B2AD1B2D640D7B9C68933B37E&selectedIndex=15&ccid=4a0%2b/m7b&simid=607991495407504096&thid=OIP.Me1ad3efe6edb634b24637856c45a36b9o0
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Consider Products and Services 

You can add products and services to your 

organizationôs page under the 'Products & 

Services' tab, but you should add only your most 

popular items; you may want to send visitors to 

your website (if you have one or to Zonta 

Internationalôs website) for a closer look. 

However, don't ignore this tab entirely (as many 

companies on LinkedIn do), since it helps 

prospective members, donors and/or sponsors 

find and understand your business. 

LinkedIn lets you add videos, name an 

organization contact, and insert lots of other 

details. For example, you could call your service 

"Service Organization in Iron Mountain, 

Michigan," and assign the responsible contact. 

The contact needs to have a LinkedIn profile to 

participate, so encourage your club members to 

sign up if they haven't already. Add products and 

services to your company page to help potential clients find your organization. 

Once youôve entered a product or service, 'Recommend' and 'Share' links appear beneath it. Ask loyal 

customers/members/donors/sponsors on LinkedIn if they wonôt mind making a recommendation for your club, 

which will appear along with a link to their profile in the right-hand sidebar of your product or services page. 

The 'Share' button lets interested people share your products on LinkedIn, or on Twitter if they have added their 

Twitter account to LinkedIn. 

Ask Club Members to Add the Club/Organization Page to Their Profiles 
 

Once you've created your club page, ask members to go back and edit their profiles so that the new club page 

appears. They can do so by clicking Edit Profile and then clicking Edit beside their position at your club; once 

they start typing the name of the organization, they can choose the club page. The benefit for you is that visitors 

to their profile will be able to click over to your club's page. 

 

You can add club members responsible for a certain product or service solely from the 'Products & Services' 

tab. These are the only club members that visitors to your page will be able to view, unless they have your 

members in their personal LinkedIn network.  
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Post your own status updates. 

 

Wolverine's products page is well done.

 
 

Although you can import your Twitter feed to post to your personal LinkedIn profile, you can't do that with a 

company page. Keep in mind that only designated administrators can post on an organization/company page 

from within LinkedIn. You're also barred from updating a company/organization LinkedIn page with Hootsuite 

unless you're a Hootsuite Enterprise customer, so small to midsize organizations must log in and post directly to 

their page each time they want to share an update. It is a bit more time-consuming approach, but it works and 

does NOT have to become an overwhelming task.  

 

Spread the Word with Groups and Answers 

One of the better ways to network on LinkedIn is to join and participate in groups in your field. LinkedIn 

Groups are probably the most noise-free place on the Internet to have a professional discussion. If you find no 

groups relevant to your industry, start one. 

 

If you have a question, you could ask it in a group or use LinkedIn Answers to get instant replies from anyone 

on LinkedIn who wants to help. LinkedIn Answers is probably most handy for IT questions and other queries 

for which people in your industry may not know the answer. And answering questions helps to establish you as 

an expert in your field. 

 
The entire LinkedIn setup process should take your company no more than a few minutes to an hour or so, but 

the payoff in community exposure over the long term is well worth the effort. 

Networking U.P. 

Style! 
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Twitter New User FAQs 

What is Twitter?  

Twitter is a service where users communicate through the exchange of quick, frequent messages. People post 

Tweets, which may contain photos, videos, links and up to 140 characters of text. These messages are posted to 

your profile, sent to your followers, and are searchable on Twitter search.  

Do I need anything special to use it? 

All you need to use Twitter is an internet connection or a mobile phone!  Once you're in, begin finding and 

following accounts whose Tweets interest you.  

What's a Tweet? 

A Tweet is any message posted to Twitter up to 140 characters of text. Once you've signed up, just type your 

first Tweet in the update box. Characters are counted for you! Click the Tweet button to post the update to your 

profile.  

 

How do I find people to follow? 

When you create an account, you can search for people by name or @username, import friends from other 

networks, or invite friends via email. Twitter will also offer suggestions of ñwho to followò  

How do I know who I'm following? 

After you click the 'Follow' button on someone's profile, you're following them. See a list of people you're 

following by clicking on the following link on your profile page or on your home page's sidebar. 

How do I know who is following me? 

Twitter sends you an email when someone new follows you. Set up your email preferences to notify you when 

you have a new follower. The 'Followers' link on your profile page or home page's sidebar will also tell you 

who is following you. 

Who reads my updates? 

Your followers read your Tweets. If your Tweets are public, anyone who runs a search for a keyword in your 

Tweet may be able to see that message. Your Tweets are public by default; if you're hesitant to have people you 

may not know read your updates, protect your Tweets to approved followers and keep your updates out of 

search. 
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What are replies? 

If a message begins with @username, meaning it was directed to another user, it is a reply. Click the Reply 

button on another person's Tweet to reply to it. Please note that if your Tweets are protected, users who are not 

following you will not see your replies or mentions.  

What are Direct Messages? 

Direct Messages are private messages sent from one Twitter user to other Twitter users; they do not appear in 

public for anyone else to read. You can start a conversation with anyone who follows you.  

What is the difference between a reply and a Direct Message? 

A reply is a public message sent regardless of follow-ship. Anyone can view it (if your Tweets are public). 

A Direct Message is a private message, and can only be seen by the sender and intended recipients. 

Can I edit a Tweet once I've posted it? 

No, you canôt edit a Tweet once you have posted it, but you can delete it.  

What's a Retweet (RT)? 

A Retweet is a Tweet that you forward to your followers. Similar to a ñShareò on Facebook 

Getting Started with Twitter  

1. DISCOVER SOURCES: Find and follow others 

Itôs best to begin your journey by finding and following other interesting Twitter accounts. Look for businesses 

you love, public service accounts, people you know, celebrities, or news sources you read. To find people you 

know, you can search for their Twitter handle (similar to a username). A Twitter handle starts with @. 

2. CHECK YOUR TIMELINE: See whatôs happening 

Messages from those you follow will show up in a readable stream on your Twitter homepage, called your 

ñTimeline.ò Once youôve followed a few people, news outlets, organizations, or accounts of your interest, youôll 

have a new page of information to read each time you log in. Click links in otherôs Tweets to view articles, 

images or videos theyôve linked to. Click hashtagged keywords (#) to view all Tweets about that topic.  

3. TAKE IT WITH YOU: Connect your mobile  

One of the best things about Twitter is that itôs portable. Connect your account to your mobile phone or 

download a Twitter application to begin reading Tweets on the go. The app is free to download in your mobile 

app store. 

How to start tweeting: 

1. BUILD A VOICE: Retweet, reply, react 

Use existing information (other people's Tweets) on Twitter to find your own voice and show others what you 

care about. Retweet messages you've found and love, or @reply with your reaction to a Tweet you find 

interesting. Tip:  If you're a new user, others are more likely to find your messages if they are Retweets or 

@replies. 

 



19 
 

2. MENTION: Include others in your content 

Once you're ready to begin authoring your own messages, consider mentioning other users by their Twitter 

username (preceded by the @ sign) in your Tweets. This can help you think of what to write, will draw more 

eyes to your message, and can even start a new conversation.  

3. GET FANCY: Explore advanced features 

As you become more engaged on Twitter, others will begin to find and follow you. Once you're familiar with 

Twitter basics, consider exploring the siteôs more advanced features: lists, direct messages, and likes. Learn 

how to include images or videos in your Tweets, or consider connecting your Twitter account to your 

your blog, Facebook, or website.  

The Twitter Glossary 

@ - The @ sign is used to call out usernames in Tweets: "Hello @twitter!" People will use your @username to 

mention you in Tweets, send you a message or link to your profile. 

@username - A username is how you're identified on Twitter, and is always preceded immediately by the @ 

symbol. For instance, Katy Perry is @katyperry. 

Alerts - Twitter Alerts enable public safety agencies to inform people during emergencies by highlighting 

critical time-sensitive content with notifications and a unique look. 

Bio - Your bio is a short (up to 160 characters) personal description that appears in your profile that serves to 

characterize your persona on Twitter. 

Block - If you block a Twitter user, that account will be unable to follow you or add you to their Twitter lists, 

and you will not receive a notification if they mention you in a Tweet. 

Cashtag - A cashtag is a company ticker symbol preceded by the U.S. dollar sign, e.g. $TWTR. When you 

click on a cashtag, you'll see other Tweets mentioning that same ticker symbol.  

Deactivation - If you deactivate your account, it goes into a queue for permanent deletion from Twitter in 30 

days. You may reactivate your account within the 30 day grace period. 

Direct Messages - Direct Messages are private messages sent from one Twitter user to another Twitter user. 

You can use Direct Messages for one-on-one private conversations, or between groups of users.  

Follow - Subscribing to a Twitter account is called ñfollowing.ò To start following, click the Follow button next 

to the user name or on their profile page to see their Tweets as soon as they post something new. Anyone on 

Twitter can follow or unfollow anyone else at any time, with the exception of blocked accounts.  

Follow(s) - A follow is the result of someone following your Twitter account. You can see how many follows 

(or followers) you have from your Twitter profile. 

Follower - A follower is another Twitter user who has followed you to receive your Tweets in their Home 

stream. 

Geolocation, Geotagging - Adding a location to your tweet (a geolocation or geotag) tells those who see your 

Tweet where you were when you posted that Tweet. 

# OR Hashtag - A hashtag is any word or phrase immediately preceded by the # symbol. When you click on a 

hashtag, you'll see other Tweets containing the same keyword or topic. 

Header photo - Your personal image that you upload, which appears at the top of your profile. 
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Like (n.) - Liking a Tweet indicates that you appreciate it. You can find all of your likes by clicking the likes 

tab on your profile. 

Like (v.) - Tap the heart icon to like a Tweet and the author will see that you appreciate it. 

List  - From your own account, you can create a group list of other Twitter users by topic or interest (e.g., a list 

of friends, coworkers, celebrities, athletes). Twitter lists also contain a timeline of Tweets from the specific 

users that were added to the list, offering you a way to follow individual accounts as a group on Twitter. 

Mention - Mentioning other users in your Tweet by including the @ sign followed directly by their username is 

called a ñmention.ò Also refers to Tweets in which your @username was included. 

Pinned Tweets - You can pin a Tweet to the top of your profile page to keep something important to you above 

the flow of time-ordered Tweets. 

Reply - A response to another user's Tweet that begins with the @username of the person you're replying to is 

known as a reply. Reply by clicking the "reply" button next to the Tweet you'd like to respond to. 

Retweet (n.), RT - A Tweet that you forward to your followers is known as a Retweet. Often used to pass along 

news or other valuable discoveries on Twitter, Retweets always retain original attribution. 

Retweet (v.) - The act of sharing another user's Tweet to all of your followers by clicking on the Retweet 

button. 

Timeline - A timeline is a real-time stream of Tweets. Your Home stream, for instance, is where you see all the 

Tweets shared by your friends and other people you follow. 

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 determined 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. 

Tweet (n.) - A Tweet may contain photos, videos, links and up to 140 characters of text. 

Tweet (v.) - The act of sending a Tweet. Tweets get shown in Twitter timelines or are embedded in websites 

and blogs. 

Twitter Polls - Twitter Polls allow you to weigh in on questions posed by other people on Twitter. You can 

also easily create your own poll and see the results instantly. 
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