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Short, informative written and visual content performs best on 
Twitter, with the platform providing various posting formats and 
ad options to optimize content distribution and short-form 
interaction, including: 

• Single image or text post
• Video post
• Poll ads
• Carousel ad

Algorithm considerations
Twitter’s content is displayed based on their algorithm that ranks 
according to recency, relevance, engagement and rich media, 
focusing on what users have liked in the past and what people 
similar to these users like. 

Twitter users can toggle between two different timelines: Top 
Tweets and Latest Tweets. Top Tweets show users the Twitter 
algorithm to shuffle posts to the best order and Latest Tweets 
show users their follower’s tweets in real time. 

An Overview of Twitter 
HOW TO USE TWITTER

Source: https://optinmonster.com/best-social-media-platforms-for-business/; https://media.twitter.com/en/twitter-basics.html

https://optinmonster.com/best-social-media-platforms-for-business/
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Basic photo posts on Twitter include a single image and copy 
with a character count limit of 280.

Video posts include one video up to 1GB with post copy with a 
character limit of 280.

Twitter Image and Video Posts 
AN OVERVIEW OF TWITTER

Source: https://optinmonster.com/best-social-media-platforms-for-business/; https://media.twitter.com/en/twitter-basics.html

https://optinmonster.com/best-social-media-platforms-for-business/
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Polls gain valuable insights by adding interaction to your posts, and use a single image or video and post copy with a 280 
character limit. 

Polls allow you to compare results with similar polls on other platforms to determine whether audiences on these different 
platforms want and engage with different things, enabling you to customize offers and content accordingly. 

Twitter Polls 
AN OVERVIEW OF TWITTER

Source: https://optinmonster.com/best-social-media-platforms-for-business/; https://media.twitter.com/en/twitter-basics.html

https://optinmonster.com/best-social-media-platforms-for-business/
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Carousel ads allow users to tell a story with up to 6 images or 
videos in one post with post copy with a character count of 
280. 

Twitter Carousels 
AN OVERVIEW OF TWITTER

Source: https://optinmonster.com/best-social-media-platforms-for-business/; https://media.twitter.com/en/twitter-basics.html

https://optinmonster.com/best-social-media-platforms-for-business/


Setting Your Objectives on Twitter 
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The Importance of Objectives 

Setting your objectives is the crucial first step in using social media 
effectively. It’s important to know what you want to achieve and what 
your overall goal is in order to choose the right objective per platform. 

Every business will have their own specific objectives based on their 
business goal, but there are general overarching objectives for 
business social media use:

• Brand awareness 
• Reach
• Traffic
• Engagement 
• Lead generation
• Consideration 
• Conversions 
• Content distribution 

Sources: https://eclincher.com/5-goals-of-social-media-marketing/; https://www.managers.org.uk › uploads › 2020/03; 

https://fitsmallbusiness.com/smart-goals-examples/

SETTING YOUR TWITTER OBJECTIVES 

https://eclincher.com/5-goals-of-social-media-marketing/
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&ved=2ahUKEwiXhY3vnNjvAhUxw1kKHZGQB8gQFjABegQIBRAD&url=https%3A%2F%2Fwww.managers.org.uk%2Fwp-content%2Fuploads%2F2020%2F03%2FCHK-231-Setting_Smart_Objectives.pdf&usg=AOvVaw3M6r-zGfpgkpTJhz4xhPWV
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S.M.A.R.T Objectives 

Regardless of the industry sector you operator in, to achieve your social media goals on each platform, your objectives 
must be S.M.A.R.T: 

S – Specific: Objectives need to be clear and as precise as possible to avoid ambiguity or confusion. Being specific 
means stating what you will do using action words. 

M – Measurable: Setting measurable objectives gives you something to measure your progress and success against. 
Measurable objectives can be qualitative or quantitative, using metrics or data targets that provide a means of 
evaluation. 

A – Achievable: You want to set challenging objectives, but they should always be realistically achievable and within 
scope.  

R –Relevant: The objectives should focus on outcomes rather than the means of achieving them and should always 
remain relevant to your business goals. The objectives must make sense to your business and improve it in some way.

T – Time-bound: Setting target dates for all objectives provides a sense of urgency and motivation, and sets 
expectations for when objectives will be achieved, helping make objectives measurable.

Example of a S.M.A.R.T objective: Increase gift shop sales by 5% over the next 3 months. 

Sources: https://eclincher.com/5-goals-of-social-media-marketing/; https://www.managers.org.uk › uploads › 2020/03; https://fitsmallbusiness.com/smart-goals-examples/

SETTING YOUR OBJECTIVES ON TWITTER

https://eclincher.com/5-goals-of-social-media-marketing/
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&ved=2ahUKEwiXhY3vnNjvAhUxw1kKHZGQB8gQFjABegQIBRAD&url=https%3A%2F%2Fwww.managers.org.uk%2Fwp-content%2Fuploads%2F2020%2F03%2FCHK-231-Setting_Smart_Objectives.pdf&usg=AOvVaw3M6r-zGfpgkpTJhz4xhPWV
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Advertising on Twitter  
SETTING YOUR OBJECTIVES ON TWITTER

Twitter has a very influential audience which make s it a great marketing tool. Twitter makes it easy to 
choose objective based campaigns to achieve your business goals by offering the following options for 
objectives: 

• Reach – provides you with the maximum reach to promote your brand, service or offering to the largest 
audience possible

• Video Views – increases the number of users viewing your videos
• Pre-Roll Views – pairs your ads with premium content, playing before premium content 
• App Installs – drives users to install your app and is a great way to connect with Twitter’s dominantly 

mobile audience
• Website clicks – drives traffic to your website or optimize toward conversions 
• Engagements – drive connections with Twitter’s receptive and influential audience
• Followers – drives brand loyalty building and brand community 
• App Re-Engagements – drives users to open, update or take action in your app 

Source: https://business.twitter.com/en/blog/how-to-select-campaign-objectives-twitter-ads.html



Setting Up Your Twitter Account 



Social media accounts are technically any website, applications 
and any similar means by which users create and share 
information, ideas, personal messages and creative content to 
participate in social networking. 

It may seem daunting to set up accounts for all of the top 8 social 
media platforms, but we’ve made it easy with a step-by-step guide 
per platform. The following section will help you quickly become a 
part of the Twitter landscape. 

Source: https://www.lawinsider.com/dictionary/social-media-accounts

Setting Up Your Twitter Account 



Creating an Account 
SETTING UP YOUR ACCOUNT ON TWITTER

Available on:
Desktop 
Mobile

Creating an account

Before creating a business account for Twitter, users must sign up with 
a valid phone number or email address. You can also login through 
Facebook. 

1. Enter a screen name
2. Enter a valid phone number 
3. Enter a date of birth
4. Click Next, then Sign Up

Source: https://twitter.com/i/flow/signup

https://twitter.com/i/flow/signup


Creating an Account (cont.)
SETTING UP YOUR ACCOUNT ON TWITTER

Setting up an account

Once signed up, users can set their account to feature their business 
or brand information.

On the account page, complete the following steps:

1. Add a username or screen name
2. Add a profile and cover photo
3. Add a bio, introducing the brand or business in a few short 

sentences
4. Add other basic information such as contact information, 

location, service, website link, etc. 

Source: https://twitter.com/i/flow/signup; https://business.twitter.com/en/basics/create-a-twitter-business-profile.html

https://twitter.com/i/flow/signup
https://business.twitter.com/en/basics/create-a-twitter-business-profile.html


Creating Your Ideal
Twitter Content 
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Creating Your Ideal Content for Twitter

The most beneficial way to connect and engage with your audience through 
social media is to use good, quality content. The better your content is, the 
more likely your audience is to share and engage with your content, further 
increasing your awareness and reach. 

Consumer needs, wants and habits have changed in many ways over the past 
year that have direct impacts on destination marketing. One of these key 
influences is how consumers are investing their dollars and time on 
items/activities with emotional benefits that give them a sense of balance, 
including nature and staycation related activities. 

Another trend since the pandemic hit is that consumers are realizing the 
importance of local bonds and connections, supporting local businesses and 
purchasing local products more because of this. 

With the 280-character count on Twitter, you can be limited to what you can 
express through text, so use visuals to further create this emotional bond and 
connect with your audience in with impactful creative. 

The following pages take you through recent content that follows these 
strategies to drive results, as well as overall tactics you can apply to improve 
your content.  

Source: https://grin.co/blog/create-content-for-social-media/
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Example

We’ve been using Holy Whale Brewing Co. as an example throughout this toolkit, however they do not use Twitter 
based on the objectives and target audience. We’ve therefore chosen Sugarloaf Mountain to reference in this 
example.

CREATING YOUR IDEAL CONTENT



17

Content Creation Tactics  
CREATING YOUR IDEAL TWITTER CONTENT 

1. Focus on Your Experience 
Stand out within your sector of the tourism industry by showcasing the 
quality experience you provide versus solely focusing on the product or 
services offered, using high impact visuals. 

2. Focus on Shareability 
Shares and reposts will amplify reach and awareness, creating content that 
your audience will want to share, and can strengthen results. What content 
drives sharing?
• Video and visual content 
• Content that connects on an emotional level drives 1,000 times more 

shares
• Polls and interactive content 

3. Promote Your Deals and Packages 
Travellers want to know that they are getting the best value when booking a 
visit, and featuring your deals and packages that provide the most value can 
help drive purchase.
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Content Creation Tactics (cont.) 
CREATING YOUR IDEAL TWITTER CONTENT 

4. Always Include a CTA
Including a call-to-action (CTA) within content has significant positive impacts on click-through rates and helps 
drive users closer to purchase.
• Integrate relevant CTAs into written content:

o Try it today 
o Visit us today 
o Discover more of our flavours today
o Buy now! 

5. Encourage and Share User Generated Content (UGC)
UGC can be one of the most compelling forms of content to showcase an authentic experience in a trusted 
way, acting as proof to users that the brand delivers on the expected experience.
• Make it easy for guests to share content with a recognizable hashtag 
• Encourage guests to capture content that showcases the guest experience and drives them to post this 

content across their social platforms
• Reshare good UGC that delivers a message in line with your brand and showcases the guest experience
• Use hashtags consistently within your own content 
Keep in mind that not all UGC is created equal. When selecting the UGC to reshare on your platforms, use 
discretion to ensure the content is in line with your brand and conveys an authentic experience with a message 
you want to support and promote.

Source: https://www.evokad.com/destination-marketing-a-guide-to-social-media/
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Content Creation Tactics (cont.) 
CREATING YOUR IDEAL TWITTER CONTENT 

6. Encourage Loyalty within Your Social Media 
Community 
Use your already engaged audience to build brand loyalty 
by connecting with customers on a more personal level. 
The use of high impact visuals and emotionally resonating 
content drives increased audience engagement and 
provides an opportunity to listen and respond to what your 
audience is saying in a way that drives further engagement 
and interest, helping build lasting relationships with 
consumers.

7. Post Content that Interests your Audience
You do not need to only focus on your business in your 
content. Post content that genuinely interests your 
audience and is not focused on your business  builds a 
stronger relationship with current and potential 
consumers. 

8. Post a Variety of Content 
Using a mix of posting styles works best to reach and 
attract your audience. Vary between posting photos, 
videos, memes, longer/shorter form content, statistics, 
quotes, news, etc. 
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Creative Asset Tips 
CREATING YOUR IDEAL TWITTER CONTENT 

When determining the best photo and video assets to leverage and/or capture, keep the following considerations in mind:

• High impact visuals work best to draw attention across all social media platforms. Examples of high impact visuals that 
perform best on social media include high quality experience images, colourful infographics, charts, quotes, photos of real 
guests, memes and videos.

• Sharing stats or text in the caption of your visuals is a great way to create engaging high impact visuals
• 96% of active social media users in Canada access platforms with mobile – assets should be captured with the vertical 

aspect ratio in mind
• Guests want to see themselves fitting into your experience and therefore want to see themselves reflected in the people 

features in your content. If your target audience is families, showcases families in your content. 

Source: https://www.socialmediatoday.com/news/7-tips-for-using-visual-content-marketing/548660/; 

https://www.socialmediatoday.com/news/7-tips-for-using-visual-content-marketing/548660/
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Creative Asset Tips (cont.)
CREATING YOUR IDEAL TWITTER CONTENT 

• Always showcase your brand 
• Take advantage of the assets Tourism New Brunswick captures and shares via: 

https://platform.crowdriff.com/m/destinationnb/
• Leverage research and learnings from Tourism New Brunswick on the type of assets that resonate with potential guests, ones 

that focus on moments of connection, showing the right vibe and highlighting the view through real eyes
• Advancements in camera technology on mobile phones provide more opportunity than ever to capture high-quality assets 

without using a supplier, with a growing number of online training and tools that provide basic skills to the masses, such as
the Discover Smartphone Photography series: 
(https://www.youtube.com/watch?v=keaNPy30HcM&list=PLziDPkoLE31KWhIokOkaxLZ9xKCLC6gUn)

https://platform.crowdriff.com/m/destinationnb/
https://www.youtube.com/watch?v=keaNPy30HcM&list=PLziDPkoLE31KWhIokOkaxLZ9xKCLC6gUn
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Creative Asset Tips (cont.)
CREATING YOUR IDEAL TWITTER CONTENT 
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Repurposing Your Content   
Social media provides the perfect space to repurpose and recycle quality 
content. On top of the obvious advantage of recycling – less work, more 
time/money saved – there are several other benefits you will reap, including 
reinforcing your brand’s messaging and reaching audiences who may have 
missed a piece of content the first time around. 

Repurposed content can be converted into a new format, such as an 
infographic, email, video or the copy of a social media post. Repurposing the 
same content into various formats will help with consistent messaging across 
your platforms. 

Repurposing content encourages you to reinforce the information you 
already have, to add to it and to appear more well-versed in what you do.

It’s important to note that not all content is created equally and some 
content will be better for repurposing than others. Prioritize repurposing 
content that performs well, is inline with your business goals and remains 
relevant. If a post does well on one platform, repurpose for other platforms, 
tweaking and updating as necessary to remain optimal. 

CREATING YOUR IDEAL TWITTER CONTENT 

Source: https://www.veolia.co.uk/nottinghamshire/recycling/recycle-nottinghamshire/3rs-reduce-reuse-and-recycle; 
https://www.socialchamp.io/blog/repurposing-content-for-social-media-reach/

https://www.veolia.co.uk/nottinghamshire/recycling/recycle-nottinghamshire/3rs-reduce-reuse-and-recycle


The Art of Posting on Twitter
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The Art of Posting on Twitter

A challenge with social media can be rising above the “noise” and 
getting your posts seen. Following the creative guidelines in the 
previous section of the toolkit and creating impactful high-quality 
content is critical to getting noticed, but knowing when to best post is 
equally as important. 

This section of the toolkit focuses on how to effectively post the content 
you’ve created per platform as well as tactics per platform that will 
maximize your opportunity for engagement. 

It is important to note that while these are recommended guidelines for 
posting per platform, you will need to discover specifically what works 
best for your brand and adapt as necessary. Your target audience and 
the relevancy of the content you are sharing should not be 
underestimated, you know your audience best. 

Source: https://sproutsocial.com/insights/best-times-to-post-on-social-media/
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Posting Formats and Tips
For a complete guide on how to post all formats of posts on 
Twitter please visit: 

https://help.twitter.com/en/using-twitter

Effective Posting Tips: 
• Twitter users are very active and Tweets have a very short 

shelf-life, with the majority of users posting anywhere from 1-
51 times per day – it is recommended to Tweet 5-15 times per 
day for optimal results 

• The majority of Twitters engage 15-23 times per day –
engagement includes posting, retweeting, likes, sharing or 
commenting 

• With this short shelf-life, it’s important to spread your Tweets 
out when posting multiple times per day

• The best time to Tweet is from 9am-4pm, with the, highest 
engagements rates from Monday-Thursday between 9am-
4pm

• Keep in mind workday hours when posting - post during 
work hours when users will be on their phones, not during 
working hours such as coffee, lunch and afternoon breaks

NOTE: As the bulk of the world operates on Eastern Standard 
Time (EST), the time frames used are in EST.
Source:: https://louisem.com/144557/often-post-social-media

THE ART OF POSTING ON TWITTER

https://help.twitter.com/en/using-twitter
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Posting Considerations 

• Well executed social media posts can be a powerful 
growth driver but quality, relevant, content can be 
time-consuming to produce. Use publishing tools to 
reduce time, and thus money, spent on posting. There 
are publishing tools that allow you to schedule future 
posts, such as Hootsuite or Buffer which have free 
versions and upgrades available that increase 
capabilities for a fee. 

• Using a mix of posting formats yields best results 

• The more often you post, the more you must follow up 
with engagements. It is essential to respond to your 
comments or messages in a timely manner to use 
social media effectively. 

THE ART OF POSTING ON TWITTER 

Source: https://www.businessnewsdaily.com/7761-facebook-business-guide.html

https://hootsuite.com/
https://buffer.com/
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