
Twitter 101
Platform overview, best practices, and recommendations for getting the most 
out of Twitter
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Why Should I be on Twitter?

•  There are about 330 million users on Twitter.
•  75% of users believe that a company/brand with leadership 

who is engaged on social media makes the brand seem 
more honest and trustworthy (BRANDfog).

•  The general population is interested in a leader's personal 
values, obstacles they have overcome, and personal 
success stories among other non-business updates 
(Edelman).

•  Twitter provides a global forum where scientists from all 
career levels can meet and discuss—a kind of conversation 
that is hard to find in a traditional conference setting  
(American Scientist). 

•  Allows for consumers, clients, media, and brands to stay 
informed with current trends and interests.

•  Great for sharing links and short thoughts/ideas.
•  Promotes free-flowing, bi-directional and informal 

discussion.
•  Ability to connect directly with other users.
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Profile Creation
•  Email & password

•  Use a generic Gmail/Yahoo account to avoid email overload to your professional 
email

•  Username (handle)
•  Example: @DrDebbieOssip

•  Account name
•  Example: Dr. Debbie Ossip 

•  Image
•  Use a professional headshot if possible

•  Header/banner image
•  Use an image that’s relevant to you/your career – perhaps a picture of the URMC 

campus

•  Bio 
•  Example: Professor - public health sciences, oncology & community health. 

Principal investigator for @NIH-funded research. @CLIC_CTSA co-director. 
#TeamScience #PopHealth

•  Location
•  Example: Rochester, NY

•  Link
•  Example: https://www.urmc.rochester.edu/people/20023713-deborah-j-ossip 



Understanding Engagement

•  Try to tweet with 140 characters or less. Twitter now 
allows for more characters than this, but you risk losing 
your audience’s attention.

•  Focus tweets on being to the point, not about getting all 
your key messages across.

•  Retweet content from Program stakeholders (both 
internal and external), content from industry-related 
reporter’s and influencers, and timely stories/comments. 

•  Replies that start with “@” are shown only to that person 
(and to people that follow both of you). Replies that start 
with .@ are shown publicly.

•  Capitalize on “moments in time” (i.e. World Health Day).
•  Be personal!



Sharing Content

•  Majority of retweets (RTs) happen in the afternoons, 
evenings and weekends between 3PM and midnight.

•  Optimal length of a tweet is 71-100 characters. 
•  If you’re sharing an article it’s important to write a great 

headline to associate with that URL. Never tweet only a 
URL.

•  When tweeting, think about adding multimedia content to 
your tweet (images, video). It will be more attractive to 
followers and get stronger visibility in their feeds.

•  When relevant, tag other accounts in your tweets. 
•  Make sure that you are using the platform to add value to 

your followers.
•  When sharing an article, reference the original source (“XX 

via @HuffPost”).



Key Terminology

@ REPLY 
You direct public messages to other 
Twitter users by inserting an “@” 
sign immediately followed by their 
username. For example, “@KAYAK 
Hi there.” This causes your tweet to 
also appear in the “@Mentions” 
section of the person you are 
tweeting 

@ MENTION 
An @mention uses a specific user 
handle in the context of a tweet. For 
example – “A great read from 
@nytimes…” A mention includes a 
username within a tweet rather 
than starting the tweet with 
“@username.” 
 

TRENDING TOPICS 
Any person, place, thing, or idea 
that a lot of people are tweeting 
about at once is considered a trend. 
You can find trends on the left side 
of your Twitter homepage, and you 
can even tailor what trends you see 
based on your location and who you 
follow 

DIRECT MESSAGE 
A Direct Message (DM for short) is a 
short message privately sent 
between two Twitter users. DMs are 
private and do not appear to 
anyone besides the specified 
recipients. You can only send DMs 
to those following you, unless they 
allow all users to send them DMs. 

FOLLOWER 
On Twitter, you “follow” another 
user to see his or her updates on 
your Twitter home page, and they 
follow you to see yours. This is the 
basic social relationship of Twitter. If 
you have more followers, your 
updates reach and potentially 
influence more people 

RETWEET (RT FOR SHORT)  
When you see a tweet that you feel 
would be of interest to your 
followers, you can click the 
“retweet” button (      ) so it will 
appear in your timeline. The original 
poster will know you were the one 
who shared it as it will appear in 
their notifications 

RT WITH COMMENT 
Some people retweet manually by 
typing “RT @username” before 
typing out or pasting the tweet’s 
contents, where “username” is the 
original author’s Twitter username. 
This allows you to provide context 
or your own thoughts to a post 
 

MODIFIED TWEET 
Modified tweet (or MT) is a tweet 
which a user retweets that is 
shortened (or modified) to save 
space. It is important that the 
modification still hold the meaning 
of the original tweet 
 
 



Key Terminology: Hashtagging

•  Hashtags aren’t what they used to be, but they’re still used to 
connect relevant conversations around a particular topic, 
event, trend, etc. They are clickable and will show all tweets 
that include the hashtag.

•  Use pre-existing hashtags whenever possible.
•  When creating a hashtag, keep them short and sweet – 10 

characters is a good rule of thumb, as anything over 15 will 
likely not be used.

•  Do not overload tweets or responses with multiple hashtags – 
a tweet should contain no more than three hashtags

•  When creating a hashtag, it is important to understand what 
your audience would best respond to, so researching the 
hashtag ahead of time is key.

•  Do not jump on trending hashtags just to make your content 
more visible. Do participate in Twitter chats or hashtag 
conversations that are relevant to you. 



Recommendations

•  Be visual
•  Visual content rules on social media.
•  When possible, incorporate images, GIFs and videos into your publishing efforts to increase reach 

and engagement.

•  Connect with stakeholders
•  Twitter is a great place to meet, connect with and stay on the radar of key stakeholders.
•  Follow Program hubs, science-related influencers and reporters, government officials, etc. and share 

their articles on a regular cadence.

•  Don’t be boring
•  Translational science is really important – but don’t forget to be yourself on social media.
•  Interspersing a variety of content topics shows that you’re a human, with a range of interests and passions.
•  Insert your own personality in posts when applicable. 

•  Choose quality
•  More is not always better.
•  Social media is no longer strictly ruled by quantity given the rise of tricky algorithms (things aren’t in chronological 

order anymore).
•  Take caution to not appear “spammy” by publishing too much content. Instead, act as a filter for your audience, so 

when you do share something, it’s viewed as something that must be read.

•  Give, give, give
•  Publishing your own content is only half the battle – maybe less.
•  Retweet insightful remarks and stories, and join conversations whenever possible.



Resources

URMC Personal Use Guidelines
•  https://www.urmc.rochester.edu/connect/social-media-toolkit/pers onal-use-

guidelines.aspx 

Sprout Social Twitter Best Practices Handbook
•  https://sproutsocial.com/insights/twitter-best-practices/ 


