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Drive Results with Twitter 

We’ll give you all the tools you’ll need in these  

six chapters:

Twitter connects businesses with customers to drive meaningful conversations. 
But how do you turn those conversations into site visits, leads and, ultimately, 
revenue? This guide is intended to help you understand how you can use Twitter 
to drive direct response and provide you with tangible best practices and tips 
that you can put to use right away.
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  Master direct response 

terms 

Understand what the commonly 
used direct response terms mean 
in the context of Twitter.

  Reach your  

target audience 

Learn how Twitter Ads targeting 
options can help you reach 
relevant users who will be receptive 
to your content.

� �*YLH[L�LɈLJ[P]L�
content 

Get guidance on how to write 
Tweets that drive your desired 
results.

  Choose the right 

products for  

your campaigns 

Find out how you can capture 
leads directly within your 
Promoted Tweets as well as  
see whether your leads convert.

  Measure campaign 

performance 

Obtain insight into how campaign 
performance stacks up against 
your business goals with Twitter 
Ads analytics.

  Learn from others 

See how other businesses have 
used Twitter to drive results in 
these direct response success 
stories.



  Master direct  

  response terms
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Attribution window

Refers to the maximum length of time between 
click and conversion that you use to calculate 
return on ad spend.

Attribution models

 First-click: assigns 100% of the conversion value 
to the click that initiates a conversion path.
Last-click: assigns 100% of the conversion value 
[V�[OL�ÄUHS�JSPJR�PTTLKPH[LS`�WYLJLKPUN�H�ZHSL�VY�
conversion event.
 Mulit-channel attribution: Weighted model 
that gives the most credit to clicks closest to 
JVU]LYZPVU�VY�[V�[OL�ÄYZ[�HUK�SHZ[�[V\JO�WVPU[Z�HUK�
less to the touch points in the middle of  
the funnel.
Post-engagement: Includes not only attribution to 
<93�JSPJRZ��^OPJO�THU`�V[OLY�WSH[MVYTZ�VɈLY��I\[�
also Tweet expands, Retweets, replies, favorites, 
or follows that a user performs on a Promoted 
Tweet before converting. 
Post-view: Accounts for when a user simply views 
an ad and later converts on your website.

Cost per acquisition (CPA) 

Total campaign spend divided by the number 
of new customer acquisitions. If you use our 
conversion tracking, this information will be 
surfaced on the Conversion metrics tab of 
your campaign analytics within the Twitter Ads 
interface. 

Cost per install (CPI)

Total campaign spend divided by the number of 
app installs. 

Cost per lead (CPL)

Total campaign spend divided by the number of 
leads. If you use Twitter’s Lead Generation Cards, 
this information will be surfaced within the Twitter 
Ads interface at the individual campaign level and 
via the Creatives tab. 

Click-thru rate (CTR)

Total engagements on an ad divided by 
impressions.

Conversion

When an exchange of information or sale takes 
place between you and a potential customer.

Conversion tag

If you are using Twitter’s conversion tracking, this 
is a snippet of code generated within your Twitter 
Ads account. This code can be placed on your 
website pages to measure conversion events, like 
site visits, signups and purchases, that can be 
attributed to Promoted Tweets campaigns. 

Conversion tracking

Measurement and reporting tool which helps 
you understand the full conversion impact of 
impressions and engagements from Promoted 
Tweets.

Direct response (DR)

Type of marketing designed to generate immediate 
actions from consumers. For example, this could 
PUJS\KL�SLHKZ��ZP[L�[YHɉJ�VY�W\YJOHZLZ��,HJO�VM� 
these actions can be measured and attributed to  
an individual ad or advertising campaign.

Master direct response terms

.L[�MHTPSPHY�^P[O�[OLZL�;̂ P[[LY�KLÄULK�[LYTZ�[V�OLSW�`V\�ZL[�NVHSZ�� 
JYLH[L�LɈLJ[P]L�JHTWHPNUZ�HUK�TLHZ\YL�YLZ\S[Z�
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Engagements

Refers to clicks on any component of a promoted 
campaign, including any link or links (shortened 
VY�YLN\SHY�SPURZ���WYVÄSL�WPJ[\YL��ZJYLLU�UHTL��
username, detail, hashtags, retweets, replies, 
favorites, follows and expands.

Earned media

Refers to free impressions, clicks and 
engagements with your Promoted Tweets 
campaigns that stem from Retweets and replies. 
(Z�HU�HK]LY[PZLY��`V\�HYL�VUS`�IPSSLK�MVY�[OL�ÄYZ[�
engagement that occurs so these additional 
engagements happen at no extra cost.

,ɈLJ[P]L�JVZ[�WLY�LUNHNLTent

(eCPE)

Your campaign spend divided by total number of 
engagements, including earned media statistics.

Key performance indicators 

(KPIs)

Metrics you choose to determine whether a 
campaign was successful. KPIs can include leads 
generated, CPI or CPL etc.

Lead

A lead is a person or business that shows interest 
in your company and/or product. A lead can also 
be referred to as a prospect.

Lead form

A web page used to collect a lead’s contact 
information after they’ve clicked through from a 
link.

Lead Generation Card

A Lead Generation Card allows you to capture a 
user’s name, email and @username within a Tweet. 
Learn more about Lead Generation Cards.

Lifetime customer value (LCV)

How much a customer is worth to your company 
over their lifetime of doing business with you. This 
is sometimes referred to as lifetime value (LTV) or 
customer lifetime value (CLTV).

Link tracking/Click tracking

Link tracking is a best practice and helps you 
identify your highest performing campaigns by 
TH[JOPUN�^LIZP[L�[YHɉJ�IHJR�[V�HKZ�I`�YLWVY[PUN�
on the actions people take after clicking on ads. 
Some third party link tracking tools can help track 
performance of links and help optimize landing 
pages.

Master direct response terms



   Reach your  

target audience
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Twitter has over 240 million monthly active users. And many of those users are 
looking for small and medium-sized businesses (SMBs) like yours. In fact, in 
a recent DB5 study*, 57% of respondents say they have discovered an SMB 
on Twitter. In addition to discovering SMBs, 61% also see Tweets from these 
businesses daily or more often. 
  
;OLZL�ÄUKPUNZ�Z\NNLZ[�[OH[�`V\Y�WV[LU[PHS�J\Z[VTLYZ�HYL�VU�;̂ P[[LY��)\[�^OLU�
you have direct response goals, it’s not just about reaching more people, it’s 
about reaching more of the right people. With Twitter Ads targeting options, 
you can focus your campaigns on the people who will be most receptive to 
your message based on their interests or recent behaviors and also more likely 
to take actions in the form of clicks, lead submissions and purchases.

Targeting options that help connect you with your most receptive customers 
include:

Interest targeting

;HW�PU[V�;̂ P[[LY»Z�YLHS�[PTL�PU[LYLZ[�NYHWO�[V�ÄUK�YLSL]HU[�\ZLYZ�^P[O�`V\Y�
campaigns. This type of targeting allows you to deliver tailored messages to 
people who are likely to be interested in, and engage with your Tweets.  
Interest targeting works in two ways:
 
  By category. Choose from over 350 – from Technology and Computing to 

)\ZPULZZ�[V�,K\JH[PVU�[V�.HTPUN�

�� @V\�JHU�HSZV�NL[�TVYL�NYHU\SHY�I`�[HYNL[PUN�ZWLJPÄJ�'\ZLYUHTLZ�[OH[ 
  are relevant to the product, event or initiative you want to promote. We’ll 

then show your Tweets to people with similar interests to the followers of 
those @usernames.

Reach your target audience
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Campaign tips for interest targeting:

��)RFXV�RQ�ZKDW·V�PRVW�UHOHYDQW��Choose interests at the subcategory 
level and include no more than two or three in your campaign.

  Get thematic: Create separate campaigns for groups of related interests. 
;OPZ�LUHISLZ�`V\�[V�JYLH[L�TVYL�[HPSVYLK�TLZZHNPUN�MVY�ZWLJPÄJ�H\KPLUJLZ�
and  independently adjust your bids.

  Extend your reach and stay precise: The number of @usernames you 
[HYNL[�^PSS�HɈLJ[�OV^�THU`�WLVWSL�`V\�YLHJO�^P[O�`V\Y�JHTWHPNU��<ZL�[OL�
reach estimator to adjust your targeting until you reach a recommended 
threshold of at least 50K users and the @username suggestion tool to add 
relevant accounts to your campaign.

Twitter Ads analytics provides granular breakdowns of which interests,  
@usernames or keywords are driving results within each campaign. Use this 
PUMVYTH[PVU�[V�HSSVJH[L�`V\Y�I\KNL[�TVZ[�LɉJPLU[S �̀�

........................................................................................................................................................................

........................................................................................................................................................................

#ProTip

Reach your target audience
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 Keyword targeting

Tweets are real-time signals of what’s top of mind for people, including their 
intentions, needs and wants. Keyword targeting in timelines allows you to tap 
into this valuable information and promote Tweets to people based on keywords 
in their Tweets and the Tweets with which they’ve recently engaged.

Use this type of targeting to harness real-time expressions of intent and drive 
VɈ�WSH[MVYT�HJ[PVUZ�SPRL�ZP[L�]PZP[Z�HUK�SLHK�Z\ITPZZPVUZ�

Campaign tips for keyword targeting:

 Maximize relevancy: Include at least one of  
your targeted keywords in your Tweet copy to  
improve performance.
 

Keywords can be more than just keywords:  

You can also target relevant hashtags and @usernames in our campaigns.  
To gauge volume and relevance, you can do a quick search on Twitter.com.

'RQ·W�UHLQYHQW�WKH�ZKHHO��Take keywords that have performed well in your paid search 
JHTWHPNUZ�HUK�[Y`�[OLT�VU�;̂ P[[LY��:PUJL�WLVWSL�[^LL[�KPɈLYLU[S`�[OHU�[OL`�ZLHYJO��KV�H�
search for these keywords on Twitter.com and add negative keywords as needed. This will 
help to ensure you participate in only the most relevant conversations.

Reach your target audience
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Campaign tips for device targeting

   Segment based on device: Want to target iOS users to let them know about 
your new iPhone app? Or get feedback from Android users for an upcoming 
release? Create separate campaigns for each type of device so that you can 
HKQ\Z[�IPKZ�PUKLWLUKLU[S`�HUK�VW[PTPaL�MVY�LɉJPLUJ �̀

  Optimize for lead submissions: If your website or landing page is not 
optimized for mobile, use a Lead Generation Card in your Tweets to capture 
customer email addresses.

Device targeting

Reach on-the-go consumers with relevant, timely messaging based on their 
mobile device. Because 76% of active Twitter users are mobile users (Source: 
Twitter internal data), this is a great way for you to reach more, relevant users more 
of the time.

Reach your target audience



� � *YLH[L�LɈLJ[P]L 
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Once you’ve connected with your target audience on Twitter, how do you drive 
those users to action with your content? 

First, remember what it is that you’re trying to achieve with your campaigns. Do 
`V\�^HU[�[V�PUJYLHZL�^LIZP[L�[YHɉJ&�(YL�`V\�SVVRPUN�[V�KYP]L�JVU]LYZPVUZ&�0Z�SLHK�
generation your priority? Whatever your goal might be, it should guide the content 
you write for your Tweets. 

Many direct response behaviors begin with a click. And while clicks make up a large 
portion of overall engagements on the platform, the key is to set yourself up for success 
so that you’re more likely to get clicks where and when they are most valuable.

Create effective content

3L[»Z�SVVR�H[�HU�LɈLJ[P]L�KPYLJ[�YLZWVUZL�;̂ LL[!

It’s important to note that clicks are not the only type of engagement that can drive 
direct response behaviors. And with conversion tracking, you can understand the 
impact that these other engagements like Retweets, replies and favorites have on 
conversions. The key for any Tweet is to see how it performs using your analytics. 

So, when you create your own direct response Tweets, try multiple versions. For 
L_HTWSL��\ZL�ZSPNO[S`�KPɈLYLU[�JVW �̀�[Y`�HU�PTHNL�VY�WSHJL�[OL�<93�PU�]HYPV\Z�
locations. To optimize your campaigns, make sure that you remove Tweets that 
underperform and add new Tweets similar to those that are top performers on a 
regular basis.



   Choose the right 

products for 

your campaigns
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Choose the right products for  

your campaigns

Your potential customers are on Twitter and now you know how you can target 
[OLT�^P[O�`V\Y�TVZ[�LɈLJ[P]L�JVU[LU[��5V^�SL[»Z�SVVR�H[�[OL�WYVK\J[Z�[OH[�^PSS�OLSW�
you deliver your message, collect leads and observe the purchase behavior driven 
by your campaigns.

Promoted Tweets

Promoted Tweets are just like your regular Tweets but they extend beyond your 
current followers and allow you to reach additional, relevant users who are likely to 
be interested in your content.

Promoted Tweets can be targeted based on interest, keyword or device to ensure 
that you reach the right users outside of your follower base. This allows you to 
gain more relevant impressions at the top of your marketing funnel. 
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Choose the right products for  

your campaigns

Because they help you gain relevant impressions, Promoted Tweets not only 
add to the top of your funnel, they also contribute to the impact you see at 
each subsequent stage. In fact, a recent DB5 study* found that more than half 
of respondents have noticed a Promoted Tweet from an SMB and of those that 
noticed, the majority have taken some sort of action as a result.

In addition to interest, keyword and device based targeting, Promoted Tweets can 
also be combined with the other products that we’ll outline in this chapter, creating 
even more opportunities for you to unlock and measure direct response results.

Lead Generation Cards

Twitter Cards enable you to provide rich experiences and useful tools to users 
within an expanded Tweet. With the Lead Generation Card, people can express 
PU[LYLZ[�PU�`V\Y�WYVK\J[Z��ZLY]PJLZ�VY�VɈLYZ�^P[OV\[�SLH]PUN�;̂ P[[LY�VY�OH]PUN�[V�ÄSS�
out a cumbersome form. 

When someone expands your Tweet, that person will see a description of your 
VɈLYPUN�HUK�H�JHSS�[V�HJ[PVU��;OL�\ZLY»Z�M\SS�UHTL��'\ZLYUHTL�HUK�LTHPS�HKKYLZZ�
(previously entered in Twitter account settings) will be pre-populated within the 
Card. With a simple click of a button, the user can send this information to  
you directly. 

Submitted 
my email
address

Followed a 
new account

Clicked 
on it

RT it Talked to 
a friend 
about it

Purchased 
something

23%25%25%28%29%

48%

Actions taken as the result of noticing  

a Promoted Tweet from an SMB
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Choose the right products for  

your campaigns

How to set up a Lead Generation Card:

  Select the Cards option under the Creatives tab within your Twitter Ads 
account. 

 Create the Lead Generation Card:

B. Card image

  Upload an image that includes your business name or logo and 
JVTT\UPJH[LZ�[OL�]HS\L�VM�`V\Y�VɈLYPUN��@V\Y�PTHNL�ZOV\SK�IL�
at least 600 pixels wide with a 4:1 aspect ratio, and no larger 
[OHU��4)��(JJLW[LK�ÄSL�MVYTH[Z�PUJS\KL�QWN��QWLN��WUN�HUK�NPM�

A.  Short description

� �0U����JOHYHJ[LYZ�VY�SLZZ��KLZJYPIL�OV^�\ZLYZ�^PSS�ILULÄ[�MYVT�
sharing their contact information.

C. Call to action

  Use 20 characters that clearly articulates what you want the 
\ZLY�[V�KV�HUK�YLP[LYH[LZ�[OL�ILULÄ[Z�VM�KVPUN�ZV�

1

2

A

B

C
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Choose the right products for  

your campaigns

  Make your Lead Generation Card accessible to users by attaching it to a 
Tweet. To do this, click the blue Tweet button in the upper right corner of 
any page within your Twitter Ads account. Then select the Cards icon at the 
bottom of the Tweet dialog that opens and choose one of the Cards you’ve 
created. When you’re ready, click Tweet. 

  Promote your Lead Generation Card and reach more users by adding the 
Tweet you’ve just created to any existing Promoted Tweets campaign. You 
can also create a new Promoted Tweets campaign and select your Card-
containing Tweet. 

  Download your leads as they accumulate within your Twitter Ads account. 
Simply click on the Download icon in the bottom right corner of your Lead 
.LULYH[PVU�*HYK�[V�NL[�H�*:=�ÄSL�JVU[HPUPUN�`V\Y�SLHK�PUMVYTH[PVU�

Campaign tips for Lead Generation Cards

   Break it up: Create new campaigns that are exclusive to lead generation. 
This will make it easier to track your results.

  Test a number of options: ;Y`�HU`^OLYL�MYVT�Ä]L�[V�ZL]LU�KPɈLYLU[�*HYKZ�
across 20-30 variations of Tweet copy. Once you understand what works, 
stick with it! With Lead Generation Cards, you don’t have to refresh like you 
do with Tweets.

� �'RQ·W�OHDYH�WKHP�KDQJLQJ��Have a plan for you will follow up with leads 
after they submit their contact information. Often times, this just means 
including them in your existing marketing programs.

3

4

5
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Conversion tracking

Some direct response actions, such as purchases on your website, may start on 
;̂ P[[LY�I\[�HYL�JVTWSL[LK�VɈ�WSH[MVYT��+PYLJ[�YLZWVUZL�HJ[PVUZ�JHU�HSZV�ILNPU�VU�
a mobile device, but are then completed via desktop. With the help of a snippet of 
code, called a conversion tag, placed on your website, conversion tracking allows 
you tie these direct response actions back to your Twitter Ads campaigns.

+HUH·V�DQ�H[DPSOH�RI�KRZ�LW�ZRUNV�

The insights surfaced through conversion tracking allow you to better understand 
which of your Twitter Ads campaigns as well as which individual Tweets are 
TVZ[�LɈLJ[P]L�PU�KYP]PUN�`V\Y�KLZPYLK�YLZ\S[Z��6UJL�`V\»]L�PKLU[PÄLK�`V\Y�[VW�
performers, reallocate budget from under-performing campaigns into high-
performing ones. This will put you in a better position to see a positive return on 
your investment with Twitter Ads.

Choose the right products for  

your campaigns
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How to set up conversion tracking:

  Create your conversion tag

For setup click
“Conversions”

,KP[�`V\Y
attribution
settings

Copy tag
code and 
place on your
conversion 
page

Create a new
conversion tag

Choose the right products for  

your campaigns

1

A.  Visit the Conversion tab within your Twitter Ads account and click on the blue 
:L[�<W�*VU]LYZPVU�;YHJRPUN�I\[[VU��6UJL�`V\»]L�KVUL�[OPZ�MVY�[OL�ÄYZ[�[PTL��`V\Y�
view within the Conversions tab will look like the image below. To create a new 
conversion tag, simply click on the blue button on the right-hand side.

B.  Choose a name for your conversion tag that is distinct and will help you remember 
the direct response action you are tracking. If this action is related to a particular 
promotion, it may be helpful to include the name of the promotion as well.

C.  Specify the type of direct response action you want to measure. If you want 
to track a behavior that is not a website visit, purchase, download or sign up, 
choose the Custom option.

D.  Adjust your settings for both post-view (tracks conversions that occur after 
a user sees your Promoted Tweet but does not engage with it) and post-
engagement (tracks conversions that occur after a user engages with your 
Promoted Tweet) attribution. Then determine the length of time you want to 
count a conversion from that user after they have seen or engaged with your 
Promoted Tweet. Options for both types of attribution include 1, 7, 14, 30, 60, 
and 90 days. 

,���*SPJR�[OL�IS\L�*YLH[L�[HN�I\[[VU�[V�NLULYH[L�[OL�ZUPWWL[�VM�JVKL�[V�PUJS\KL� 
on your website page.

A

B

D

E

C
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  Install the conversion tag directly on the website page where you would 
like to track conversions or within an existing container tag on that 
page. For example, if you want to track purchases, you’ll want to place 
the tag on the Thank You page that a user sees after they complete an 
order. 

 If you choose to add the tag directly to your website page, you’ll    
place it between the <body> and </body> tags in your existing 
HTML. 

 If you want to add the conversion tag within an existing container     
tag in an ad server, you can usually do so by simply copying and 
pasting the code snippet into the ad server interface.

Campaign tips for conversion tracking:

  Understand the full funnel: Consider creating multiple conversion tags 
so that you can track URL clicks and landing page visits in addition to 
signups and conversions. This will help you identify places where drop 
VɈ�VJJ\YZ�PU�[OL�W\YJOHZL�WYVJLZZ�

  Get granular: Remember that there are two ways to view your 
conversion metrics. At the campaign level, you can see which targeting 
options are helping you reach your most receptive audiences and at the 
;̂ LL[�SL]LS��`V\�JHU�\UKLYZ[HUK�^OPJO�TLZZHNPUN�PZ�TVZ[�LɈLJ[P]L�PU�
driving action. 

Choose the right products for  

your campaigns

2



  Measure campaign  

  performance
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Campaign data  

See impression, engagement and spend data across all of your Promoted 
;̂ LL[Z�JHTWHPNUZ�MVY�H�ZWLJPÄJ�KH[L�YHUNL�

Cards data

Compare number of leads, spend and cost per lead (CPL) across individual 
*HYKZ�[V�PKLU[PM`�[VW�WLYMVYTLYZ��;V�ÄUK�[OPZ�KH[H��JSPJR�VU�[OL�*YLH[P]LZ�[HI�
within your Twitter Ads account and click Cards.

Conversion data

Track number of conversions by type at the campaign or Tweet level. This 
data, along with related metrics such as impressions, engagements, spend 
and CPA is available by toggling to the Conversion metrics option within your 
*HTWHPNUZ�[HI��+V^USVHK�H�*:=�ÄSL�VM�`V\Y�JVU]LYZPVU�TL[YPJZ�MVY�M\Y[OLY�
data analysis.

Tweet level data

Understand which individual Tweets are the biggest contributors towards your 
NVHSZ�HUK�NL[�H�IYLHRKV^U�`V\Y�L*7,�HJYVZZ�HSS�[HYNL[PUN�VW[PVUZ�

+90=,�9,:<3;:�>0;/�;>0;;,9 22

Measure campaign performance

Once your campaigns are live, how do you know if they are driving results? 
To help you analyze the success of your campaigns, Twitter Ads provides you 
with several views into performance:
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Here are some other things to consider to help you 

measure the success of your campaigns:

  Do you use any other analytics platforms? If so, how will those insights 
complement the analytics available through Twitter Ads?

� /V^�^PSS�`V\�HZZPNU�H[[YPI\[PVU��ÄYZ[�JSPJR��SHZ[�JSPJR��L[J��&
 
 What is your attribution window?

  Can you get more granular with your tracking to help you optimize?  
For example, can you create unique tracking for each campaign?

� �+V�`V\�ÄUK�]HS\L�PU�V[OLY�LUNHNLTLU[Z��SPRL�9L[^LL[Z��YLWSPLZ��L[J�� 
or follower growth in addition to main KPIs?

@V\Y�L*7,�PZ�HU�PTWVY[HU[�TL[YPJ�[V�^H[JO�PM�`V\�OH]L�LɉJPLUJ`�[HYNL[Z��^OPJO�
may include a CPC, CPL or CPA). The formula below will help you back your 
;̂ P[[LY�(KZ�JHTWHPNUZ�PU[V�[OLZL�TL[YPJZ�IHZLK�VU�H�TH_PT\T�L*7,�

:PUJL�`V\Y�TH_�L*7,�PZ�IHZLK�VɈ�VM�`V\Y�LɉJPLUJ`�[HYNL[Z��P[�JHU�IL�H�NYLH[�
source for guidance in setting your bid for Promoted Tweets campaigns. To help 
`V\�VW[PTPaL�`V\Y�JHTWHPNUZ�[V^HYKZ�`V\Y�KLZPYLK�L*7,��`V\�JHU�\ZL�[OL�[PWZ�
and best practices that we’ve covered in this guide.

*7*Z�HUK�*7,Z�HYL�M\UKHTLU[HSS`�KPɈLYLU[�ILJH\ZL�UV[�HSS�LUNHNLTLU[Z�YLZ\S[�PU�
^LIZP[L�[YHɉJ��[OPUR�9L[^LL[Z��YLWSPLZ��MH]VYP[LZ��'TLU[PVUZ��L_WHUKZ��L[J��

CPA goal/(100/landing page conversion %) = your CPC
`V\Y�*7*������JSPJRZ�VU�<93����$�`V\Y�TH_�L*7,

........................................................................................................................................................................

........................................................................................................................................................................

#ProTip

Reach your target audience
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Test, learn and optimize. 

As a direct response advertiser on Twitter, this is your mantra. The more you 
test, the more quickly you learn which targeting options, Tweet copy, links and 
Lead Generation Cards drive the best results. You can then allocate more of your 
budget towards those campaigns and pause or stop the campaigns that aren’t 
performing as well. 

For example, here is how B2B company  

@Meridianandco might set up their campaigns:

If this framework doesn’t work for you, you can simplify by testing one thing at 
a time. In the example above, @Meridianandco could simplify and test multiple 
versions of their Tweet copy within one campaign.

Target audience 1:

People who are

interested in IT

Link to white paper

landing page:

www.landingpage.com/tag1a

Link to white paper

landing page:

www.landingpage.com/tag2a

Link to white paper

landing page:

www.landingpage.com/tag3a

Link to newsletter

sign-up page:

www.landingpage.com/tag3b

Link to free-trial  

landing page:

www.landingpage.com/tag3c

Link to newsletter

sign-up page:

www.landingpage.com/tag2b

Link to free-trial  

landing page:

www.landingpage.com/tag2c

Link to newsletter

sign-up page:

www.landingpage.com/tag1b

Link to free-trial  

landing page:

www.landingpage.com/tag1c

Tweet 1:

“Read our new white  

paper on IT solutions 

for modern business

problems”

Tweet 2:

“Sign up for our newslet-

ter to get the latest on 

business software and 

industry news”

Tweet 3:

“Got IT challenges? Our

newest solutions can help. 

Start your free trial today”

Target audience 2:

People who are

interested in software

Target audience 3:

People with interests

similar to the followers

of their competitors

Reach your target audience
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Learn from others

BuzzStream (@buzzstream)

Marketing software company drives content downloads with 
Promoted Tweets.

@buzzstream wanted to drive downloads of their new marketing 
guide “Linking Outside the Box” to grow their base of potential 
customers. By targeting people similar to the followers of digital 
marketers who contributed to the guide, @buzzstream was able to 
reach an audience that was likely to be interested in their content 
and more receptive to downloading their free marketing guide. 

See how businesses across multiple industries and with 
various buying cycles have successfully used Twitter to 
drive direct response.

24.6% #1 Lowest
of content downloads 
attributed to Twitter

source of 
downloads and 
social shares: 

Twitter

cost per download 
amont paid marketing 

channels: Twitter.
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Learn from others

Rock/Creek (@RockCreek)

Outdoor gear and apparel company, Rock/Creek (@RockCreek) 
uses Promoted Tweets and Lead Generation Card to capture new 
customer email addresses.

@RockCreek wanted to capture email addresses with a drawing 
to win a free pair of Chaco sandals. They used Promoted Tweets 
with @username targeting to reach people with interests similar to 
people who follow the Chaco brand on Twitter and included the Lead 
Generation Card so that people could provide their email address to 
enter the drawing. 

4.6% 1,700
increase in

engagements
new email 

contacts in less 
than one week
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Learn from others

tenXer (@tenXer)

Managerial intelligence company, tenXer (@tenXer) uses Promoted 
;̂ LL[Z�^P[O�'\ZLYUHTL�[HYNL[PUN�[V�KYP]L�^LIZP[L�[YHɉJ�HUK�ZPNU\WZ�
for their new productivity tool.

'[LU?LY�^HU[LK�[V�KYP]L�YLSL]HU[�^LIZP[L�[YHɉJ��HUK�\S[PTH[LS �̀�
sign-ups for their new product. To reach users that were likely to 
be interested in their software, @tenXer used a combination of 
interest and @username targeting for their Promoted Tweets. They 
encouraged visits to their website with Tweet copy that focused on 
[OL�KH[H�KYP]LU�PUZPNO[Z�VɈLYLK�I`�[OLPY�UL^�ZVM[^HYL�HUK�PUJS\KLK�H�
link to their website where users could learn more. 

Highest 3.5xLowest
click through rate the number of 

sign-ups vs other 
channels

cost per engagement
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Learn from others

Webtrends (@Webtrends)

Digital marketing company uses Promoted Tweets and Lead 
.LULYH[PVU�*HYKZ�[V�PUJYLHZL�X\HSPÄLK�SLHKZ�

@Webtrends wanted to connect with marketing decision makers to 
generate leads and accelerate the sales cycle. The company used 
Promoted Tweets to target digital marketing decision makers, VP 
level or higher, working in areas like email marketing, optimization, 
social and mobile. By incorporating Lead generation Cards in their 
Tweets, @Webtrends provided their target audience with valuable 
resources to drive inbound leads. 

9x 500%
greater lead 
acquisition

improved cost  
per lead



Stay connected

To learn more, visit us at:
Y�I\ZPULZZ�^LIZP[L!�https://www.business.twitter.com\�6
Y�ISVN!�https://blog.twitter.com/small-business\�6
Y�Z\WWVY[�WHNL��HK]LY[PZPUN�ZLJ[PVU�!�https://www.support.twitter.com\�6

You can also follow us at @TwitterSmallBiz and @TwitterAds  
for the latest news, tips and resources to help you get the most  
out of Twitter for your business.

:\Y]L`�YLZWVUKLU[Z�HYL�ZLSM�PKLU[PÄLK�MVSSV^LYZ�VM�:4)Z��SVJH[LK�PU�[OL�<:��+)����;̂ P[[LY�	:THSS�)\ZPULZZ�*\Z[VTLY�0UZPNO[Z	�Z[\K`������


