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AGENDA

• Why use Twitter

• The toolbox

• Connecting with VIPs (donors, stakeholders, etc.)

• Social media policy





I have made this letter longer 
than usual, because I lack the 

time to make it short. 

~Blaise Pascal

“



WHY?



Twitter is designed for 

people to interact with one 

another who do not know 

each other, yet.





It’s about people.













And of course, to 
connect with millions of 
others interested in what 

you have to say.







ALGORITHMS

• Influence Rating

• Spam Score

• Followers/Following Ratio

• Inactive/Talkative/Quiet

• Language (―Non-English‖)

• Location

• Sentiment Analysis

• Engagement/Replies

• No Profile Image

• Lists

• Page Rank

• Sharing URLs

• Demographic Data

• Media Preference



PSYCHOLOGY

• Recency effect

• Familiarity heuristic

• Rule of reciprocity

• Similarity/Attraction Theory

• Impulsiveness

• Etc.



• Tweets
• Replies
• Retweets
• Favourites

• Private Messages

• Media

• Following

• Lists

• Hashtags



Favorites (now Likes)



FAVORITES (NOW LIKES)

• Valuable real estate

• Costs nothing

• 1,000 a day



Lists



LISTS

• E.g., 580 notifications in one 
day

• A hat tip

• Another way to engage 
people with your content and 
build brand identity



Hashtags







Target those who matter

Leverage existing 

communities



Analytics



Again.

It’s about people.



Leverage free 

advertising



Use analytics to 

to connect to 

priority 

accounts



Target 

associations 

and embed 

yourself in their 

communities



Use your toolbox:
Tweets

Replies

Retweets

Favourites

Private Messages

Media

Following

Lists

Hashtags







Organizations vs. Personal handles





If the head of an organization 
doesn’t participate in the 

corporate Twitter handle, why 
should anyone else?



HANDLES

• At the very least, we should occupy be occupying 
our brands.

• And remember – we do not always have to be 
producing content, we can be sharing content we 
find valuable.



TO REFLECT ON
• Do we, as the sector, have an opportunity to

manage staff with social media influence differently?

• Can organizations be leveraging their employee 
numbers to launch their social campaigns in better 
and more innovative ways?

• Can organizations more effectively communicate 
their rights regarding social media to their 
employees (and employee’s rights)?





The vast majority of organizations have 
applied traditional media 
management practices to a liberalized 
social media world—

And the sector is in a unique position to 
change that.



The future of outreach is not mass 
communication, but masses of 

communicators.



Does the sector have an opportunity to hire 
staff that are also ambassadors of our brands… 
across the organization… in multiple positions?

What does your brand mean in the age of 
transparency and how can we leverage our 
hiring capacity to look for people who can 
balance both guarding our brands while still 

keeping it human, and accountable?



It’s about people… and 

more of them

Coordination  Facilitation



THE ONE-PAGERUse analytics 

Meaningful content

Use hashtags

Handle (Carbon Copy) 

accounts

Follow new accounts 

Favourite similar tweets

Retweet other accounts 

Participate in other account’s 

activity through replies

―Ask‖ people to share through DM

Use lists

Unfollow those who do not follow 

back

Respect the Social capital 

Economy



• Mitchell Kutney

• kutney@gmail.com

• 613-552-8225

• @MKutney

• www.mitchellkutney.com

• Call me or text me if you ever need help

mailto:kutney@gmail.com
http://www.mitchellkutney.com

