An interactive Twitter presence
leads to higher brand loyalty

of people are interested
In supporting brands
who have an interactive
Twitter presence
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Objective

Laying the foundation for
your brand on Twitter to
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US growth

Source: Twit
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reason people come to Twitter is to
and about what’s happening

Source: Twitter Brand Tracker



What People Are Talking About

“This Is great!”

Source: Twitter Internal Data (Semantic Core). July 1, 2020 - August 15, 2020. Data retrieved August 31, 2020.



Twitter is the #1 discovery platform

59%0

79%

More likely to be the first
to buy new products

Like to discover
new things
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Twitter’s audience has a
heightened discovery
mindset

Users who saw ads on Twitter were more likely to
seek out information in the two weeks post-exposure

23%
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Experience

This discovery mindset leads to video ads
being seen as less intrusive on Twitter

Not intrusive

% agreement on how intrusive ads are within the platform where 1= really intrusive and 10= not intrusive at all (aggregate across all test ads) o

Intrusive Neutral NOT intrusive 54%

Intrusive Neutral NOT intrusive 49%

Intrusive Neutral NOT intrusive 51%

Intrusive Neutral NOT intrusive 47 %
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Brand sentiment remains stable and favorable
Year-to-date, sentiment of organic Iweets seen about brands remain unchanged

2019 2020

23 % 22 %

Positive. B Neutral [ Negative

Source: Brandwatch Data for 102 Advertiser Brands Across Industries (Tech/Telco, Travel, Auto, PAC, Retail,Alc/Dining, M&E,
FinServ, Health, CPG.); Time Frame: January 1st, 2019 - August 13th, 2020. Data Retrieved August 2020. Global, English only;
Impressions (reach) are algorithmically calculated by Brandwatch






HOW CAN YOU EARN A
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B\ Oreo Cookie @0reo
. Power out? No Problem.

YOU CAN STILL DUNK IN THE DARK (5635

- Audi @Aud]
Sending some LEDs to the @\VIBUSA



http://pic.twitter.com/dnQ7pOgC

Standing Out Let’s Start Here:

Why does the brand exist? <

Mission Vision and Purpose

What do we need to do to
win? What is the reason to
believe? What is the job to
be done?

< Your Brand Strategy

What is our unigue angle?
How will we bring it to life h Your Content Positioning
through content? What is
our voice?

Start by revisiting
the building blocks
of your brand.
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Building Thematics

Start by revisiting
the building blocks
of your brand.

What themes of content will Content Content Content
help you convey your < Pillar A Pillar B Pillar C

purpose and positioning?

How will we effectively
communicate with our <
audience using these themes?

Tactics & Tactics & Tactics &
Campaigns Campaigns Campaigns

WNEXT



Getting Started

Once you’ve solidified
your brand purpose

and positioning, turn it
into a authentic voice.

WNEXT

* Communicate seamlessly

* Speak with personality

* Connect with Culture

* Join In on conversations

Voice is the most critical aspect
of defining your brand identity
because It serves as a framework
for your social content.

Stephanie Purinto, Ignite Social Media
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Here’s the tea...and the lemonade. '
#lcedGreenTeaLemonade

It’s salty, it’s sweet, it’s... mesmerizing.
#SaltedCaramelMocha

Brand voice allows you to

Communicate
Seamlessly

Approach topics from a consistent
point of view so your audience
knows what to expect from you

12:44 AM - 19 Jun 2019

268 Retweets 2,195 Likes . P = . ‘ ﬁ @ [ ) 6

./ 95 Tl 268 2.2K ™M MP4$

— Starbucks Coffee &

A tropical tango of coconutmilk, dragonfruit,
with a hint of mango. ) #DragonDrink

™ Starbucks Coffee & -
% @Starbucks m )

Bursting with all the fall feels. 4%
#PumpkinSpicelLatte

WNEXT

10:02 PM - 20 May 2019

226 Retweets 2,163 Likes (D) % (4% e ‘; @ A . 9

10:21 PM - 4 Oct 2019

180 Retweets 1498Lkes (P PP O HH -~ @




Brand voice allows you to

Speak with
personality

Welcome conversations by talking
like a human, not a brand

WNEXT




Brand voice allows you to

Connect
with Culture

Find an identity and stick to it. Let it guide the
conversations you start, and jump into

WNEXT

Uber India &
' Follow
@Uber India

Let's celebrate our first Valentine's Day for all
with a symbol everyone can embrace. It's
time for an inclusive heart that celebrates the
many shades of love. Sign the petition to
help us get the Pride Heart emoiji.
#LoveMovesForward with every sign:
t.uber.com/lovemovesforwa...

#LoveMovesForward
1:02 AM - 13 Feb 2018

591 Retweets 4,978 Likes ° ﬁ # ‘ 6‘, 'L'; \" ‘:3 Y

./ 161 [l 591 5.0K




Mr. Peanut &
( Follow ) v
@MrPeanut

Shellebrating the end of the world's most
boring football game.

Brand voice allows you to

Joininon
Conversations

Brand Voice gives you the credibility to talk
about conversations that exist.
Planters’ Mr. Peanut during Super Bow!

11:10 AM - 4 Feb 2018

332 Retweets 1,327 Likes (\ ‘, e @ @ . 0 Q ’

O 140 11 332 ) 13k = MP4 L
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Oatly
@oatly

Replying to

Terve Janne! Tarkennatko hieman,
mita olemme valehdelleet.

Brand VOice a“ows you to Maitomyytit-kirjasemme perustuu

tutkimuspohjaiseen tietoon,

lahdeluetteloineen. Parhain terkuin,
m
Conversations

O ) O

Brand Voice gives you the credibility to talk
about conversations that exist.

Oatly drives the conversation around sustainability and milk

WNEXT



Brand voice allows you to

Twitter is #1 platform for journalists

WNEXT
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Kaurajuomayhtio alkoi kampanjoida maitoa vastaan, ja se

Esitettyja myytteja ovat muun muassa "maito vahvistaa luustoa” ja
"kasvavat lapset tarvitsevat maitoa". Kampanjassa perustellaan, miksi nama

1 month ago

= MTV Uutiset DV/Al KAURA?
Kaurajuomavalmistaja Oatly aloitti rajun kampanjan, jossa

Maitomyytit-kirjasessa pureudutaan nimensa mukaisesti maitoon liitettyihin
"myytteihin”. "Herattanyt aktiivista keskustelua". Oatlyn ...
1 month ago

JL Iitalehti

Oatly lahettaa maitoa vastustavan kirja lapsiperheille

Kirjasessa esitellaan 20 myyttia maidosta ja vastaukset niihin. ... etta
nykypaivan lasten on juotava maitoa ja siihen, etta koulut saavat EU:lta ...
1 month ago

Maaseuduntulevaisuus

Ruotsalainen Oatly kritisoi suomalaisten maidonjuontia ...

Oatlyn mukaan maidosta liikkkuu paljon harhaanjohtavaa tietoa. "Kaikki
johtuu siita, etta olemme lapsesta asti saaneet kuulla asioita, kuten maito ...
1 month ago

#s Helsingin Sanomat

Ruoka | Oatly lahti rajuun kampanjaan suomalaista maitoa

Ovatko Oatlyn listaamat "maitomyytit” todellisia myytteja? HS otti
tarkasteluun viisi keskeista vaitetta ja kavi ne lapi asiantuntijoiden kanssa.

Myytti: ...

1 month ago

XL Kauppalehti w
Oatly haluaa korjata sanomisiaan maitokampanjassaan MUTTA
Kirjasessa kritisoidaan muun muassa maitoon liittyvia terveysvaitteita, gg%lssm
maidon tuotantoa ja lehmien kohtelua. Valion viestintajohtaja Helena ... TARJOTTU %
1 month ago MAITOA.
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Where are you on this connect spectrum?

B

Align with Be at the front and
the topic center of the topic



Make it easy for people to turn
what they eat and drink into personal moments

Oatl of healthy joy without recklessly taxing
y the planet’s resources in the process.

Oatly’s message:
Upgrading the lives of individuals and
the general well being of the planet.

Lactose intolerant

Sustainably oriented consumers
Vegans

Conscious consumers

TARGET
AUDIENCE

#Veganfood
#Sustainability
#EarthDay
#Maitomyytit
#Dairyfree



BRANDS HAVE PERMISSION TO PLAY ON

56% 63%

AGREE THAT THEY AGREE THAT TWITTER
SEE BRANDS DOING IS A GOOD WAY TO
COOL THINGS ON FIND OUT ABOUT NEW
TWITTER PRODUCTS

y SOURCE | Research Now, Feb 2016, USA, monthly active Twitter users



Kaupunkiymparisto
@HelsinkiKymp

Helsingin kaupunkiympariston toimiala. Varoitus:
saattaa sisaltaa valilla huumoria. Ei 24/7.

© Helsinki, Finland & hel.fi/lkaupunkiympari...
Joined December 2011
484 Following 31,4K Followers

nh‘“ Followed by Antti Kiukas, Ville Ranne,
» JP Patrik Moring, and 35 others
Tweets Tweets & replies  Maedia Likes

& Pinned Tweet

Kaupunkiymparisto @... -14.11.2019 ---
Olemme saaneet palautetta, etta
vitsikkyys ei kuulu hyvaan

viestintatapaan.

Tykkaa, jos olet eri mielta.

#Helsinki #viestinta
QO 89 13100 Q) 5565

1919 7

4 Search

<

& Pinned Tweet

(oetsine) Kaupunkiymparisto
@HelsinkiKymp

Olemme saaneet palautetta, etta
vitsikkyys ei kuulu hyvaan
viestintatapaan.

Tykkaa, jos olet eri mielta.

#Helsinki #viestinta

Translate Tweet

10.50 - 14.11.2019 - TweetDeck

72 Retweets 28 Quote Tweets 5 566 Likes

O () 4 &

Pekka Mantyla @pjmant - 14.11.2019
(s Replying to @HelsinkiKkymp

. Ei vitsit!
O (! Q T
L2, Tommy @tommy_redhill - 14.11.2019

— —~ o~

Tweet your reply
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Verouutiset &

@Verouutiset

Verohallinnon uusimmat uutiset ja tiedotteet. 3%:
@TaxFinland

Translate bio
© Suomi (& vero.fi Joined January 2013
1092 Following 16,9K Followers

‘» Followed by Vesa Puttonen, Amel Gaily,
a)’ Rahamias, and 36 others
Tweets Tweets & replies  Media Likes

11 Verouutiset Retweeted

Kati Kalliomaki @KatiKalliomaki- 2h
Q Se on joulukalenteriluukkujen
-7 avaamisaika, ja myos monet
tiedotusvalineet avasivat
#verokone'ensa. Oheisessa
bloggauksessani mietin, minkalaisia
tulokulmia #vero'keskusteluun voi loytaa.

Ja kas: itselleni iski pintaan lahes
isanmaallinen tunne!




#BrandVoice

Who iIs the
voice of your
brand? i

We would love to dig deeper to
identify who your brand is on Twitter.

Questions to help us ID your brand If your brand was a person,

voice would include: who would it be?
- Are they male or female?
What are their attributes?

What makes them unique?




#Worksheet

Twitter Positioning

What should your Twitter bio say?

I

WNEXT



# Co ntentPi I I ars Goal: Identify at least 3 content pillars/themes and elaborate on
the key storyline, hashtags and assets involved in those themes

Theme 1 Theme 2 Theme 3
1 1. 1.
2 2. 5
3 3. q
4 4. 4
S 5. 5

WNEXT



#BrandVOlce Goal: Identify key elements of your brand’s persona

Is your brand female or male? What makes him/her tweet? Choose the celebrity / character

What emoji’s does he/she use the most?

What does he/she do on the weekends?

WNEXT



Setting content Twitter strategy

1. Solidify brand positioning

4. Map relevant moments

7. Craft short, concise copy

Clarify your brand purpose and define the value your products and
services deliver to consumers every day. Infuse that value into your
content strategy to make messaging work harder.

2. Define your brand voice &
aesthetic

Select archetypes who embody your brand. Is your brand inspiring,

witty or playful? Determine how brand personality drives word choice.

|dentify key words and phrases to incorporate into copy with
consistency.

3. Create content pillars

Twitter creates rich opportunities for brands to connect with
consumers in relevant moments. Go beyond your own tentpoles and
brand moments by identifying personal moments and larger cultural
events your brand can authentically tap into.

5. Align content to clear
marketing objectives

Short is always sweet. Tweets with under 100 characters drive
significantly higher engagement than those over 100. Use concise
copy, especially when coupled with media rich Tweets.

8. Have a “feed first” mindset

The best brands on our platform create content that delivers against
business objectives across the funnel. Be clear on your objective and
align the creative accordingly.

6. Create visual intrigue

Shoot for the feed by creating or adapting assets to make an impact
in the Twitter timeline. Aim for short-form and making an impact early.

9. Use hashtags effectively

Define 3-5 strategic territories or themes to structure your content
plan. Organize ideas and assets using these content pillars.

WNEXT

We’ve come a long way since 140 characters. Now, tweets with rich
media outperform those without. Leverage the full spectrum of
creative formats to get people to stop in their timelines.

Unify brand or campaign hashtags to make content searchable and
discoverable. Target or leverage cultural hashtags to tap into trends or
enter recurring cultural conversations like #motivationmonday.

10. Be conversational

Consumers come to Twitter for direct access to brands. Be
responsive to your audience, and leverage the immersive tools to
generate conversations on your own.



#YourTwitterTeam

Ari Heiskanen
Client Partner

@AriHei

wok

David Weiner
Sr. Client Partner

@DavidWeiner



EXCLUSIVE MEDIA PARTNERS

Httpool exclusively represents some of the major international media platforms
across its European and Asian markets. Httpool guarantees them access to
the local media agencies, brands and native advertisers, allocates dedicated
teams, develops specialized solutions and supports them from marketing, ad
sales to billing. In exchange, Httpool is entitled to success-based revenue

share.
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