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A beginner’s guide to Twitter
What is Twitter?
Twitter is a social networking and micro-blogging website which already
boasts over 200 million active users. The website enables real-time, one-tomany communication. Users communicate by posting ‘tweets’, which are
short text-based posts of one hundred and forty characters or less to their
followers.

Twitter For Your Bookshop
Many companies operate on Twitter in a business capacity. Twitter enables
businesses to communicate and engage with existing and new customers.
It’s a simple, free resource and bookshops can harness the power of Twitter
and use it in the following ways:









Market author events.
Run promotions/competitions.
Promote new stock.
Engage with your customer base; monitor feedback and troubleshoot
customer queries online.
Source new suppliers.
Stay up-to-date with industry news.
Network with other booksellers.
Recommend titles/share what your staff are reading.
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Creating a Twitter page

1. Visit www.twitter.com and create a new account. Enter your
bookshop’s name in the ‘Full name’ field (this will become your
username), your email address and a password. Click ‘Sign up for
Twitter’ and you’re done!

2. You now need to add some information about your bookshop.
Click on the ‘settings and help’ button in the top right-hand corner
and upload profile and header photos, add location details, write a
short bio and change your background image. This is important
and will mean that your business is easily identifiable to
customers and Twitter users.
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3. Search for other users and follow them. It is always helpful to see
what other people and businesses are tweeting about. Start by
following a few people from our list of recommended tweeters,
see page 11.

4. Join in the conversation and start tweeting! To post a tweet, click
in either the ‘Compose new tweet’ box or on the ‘Compose new
tweet’ button in the top right-hand corner. All tweets have to be
140 characters or less.

5. Start displaying your @username or use social media buttons on
your website, your email signature, e-newsletters, shop flyers and
any other marketing materials to encourage people to connect
with you on Twitter.
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Twitter Basics
A retweet or RT enables you to share another user’s tweet with all of your
followers. You can do this by clicking the RT button underneath the tweet.

A hashtag is used in a tweet to mark keywords, topics, themes or to
categorise tweets. Users can click on any hashtagged word in a tweet and
view all other tweets that have been categorized within this same topic.
To favourite a tweet, which simply means that the tweet will be saved for
later, click on ‘favourite’ below the tweet. To view all of your previously
favourited tweets, click on your profile and select the ‘favourites’ tab.

To send an individual a direct tweet or to reply to someone’s tweet start
with @username. This will only come up in someone’s timeline if they are
following both your account & the account mentioned. If you want all of
your followers to see a tweet put a full stop before the username like:
.@username
To send an individual a direct message or ‘DM’, meaning, a message that
will not be made public, start your tweet with DM. e.g. ‘DM @username’ or
by clicking ‘Send a Direct Message’ under ‘More User Actions’.
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Customising Your Profile
You can personalise your Twitter profile by customising it with a
background image. To do this, click on the Settings button in the top righthand corner, and then click on ‘Edit Profile’.

Select ‘Design’ in the settings navigation bar. Then click ‘Change
background’. You will then be able to select a photo from your computer
files.
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Building a Brand

 Devise a strategy; before creating an account you must first
determine what your aims are for using Twitter as a business. Do
you want to attract new customers? Do you want to promote your
events? Whatever it is, once these are determined, write a Social
Media strategy.
 Establish a genuine and authentic voice; determine the tone and
face of your business and reflect that in your posts.
 Be credible; don’t try to use Twitter as a one-way pitch to
customers, this will come across as insincere. Instead, use Twitter
to build a relationship with existing and prospective customers,
recommend new titles, respond to feedback honestly and engage
in non ‘shop-talk’ once in a while.
“I use Social Media as an advertising tool – I use it to advertise the fact
we are here, to highlight what we are doing, what’s on sale or
forthcoming…using Social Media in my business makes me proactive,
not reactive – and that’s half the battle won.”
Melanie Carroll, Unicorn Tree Books.

Top-tips For Posting Great Tweets!






Give your shop a personality; tweet staff book recommendations.
Give your followers exclusive content; live-tweet an author event.
Reward your followers; run Twitter competitions.
Engage and entice your followers; share exclusive photos from book
fairs and shop events through your Twitter page.
 Listen to your followers; use Twitter as a research tool and ask for
customer feedback and suggestions.
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Enhancing Your Twitter Experience

Using Twitter Lists:
You can organise and streamline your Twitter experience by using lists.
This function allows you to group other users into a public or private list.
Twitter lists allow you to follow certain topics or groups of people more
easily, for example you could create a list of all UK publishers, non-book
product suppliers, or children’s authors. When you view a list you will be
able to see all the tweets from that group of users, in all one place. Please
note that you don’t have to be following a user to add them to a list.
Creating a New Twitter List:
To create a new list, first click on the ‘Me’ button at the top of the page and
then click ‘Lists’.

Click on ‘Create list’ - you will then be able to enter a list name, description
and set your list to either public or private.
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Now find people to add to your Twitter list. You can search for users via
their username, first name, surname or company name. You can also select
people from your list of followers.
You can also add users to a list, directly from their profile. To do this click
on their profile, then click on the ‘More user actions’ icon on the right hand
side of their profile and then click ‘Add or remove from lists …’

Uploading Photos:
Including photos and images in your tweets will help to engage your
followers.
To upload an image click on the ‘Add photo’ or camera button when you
compose your tweet. You will then be able to upload a picture from your
files. Your image file size can be up to 3MB in GIF, JPEG, and PNG formats.

Uploading Links:
It can be difficult fitting in long URLs into a 140 character tweet. Twitter’s
new link-shortening feature means that any link will now be shortened to
22 characters. Alternatively, you could also use one of the link-shortening
sites, such as Tiny URL, Owly or Bitly. These websites will automatically
shorten the URL, making the tweet look clearer and neater.

9

Tweeting With Location
You can set your Twitter account to tweet with location information;
tweeting with location can help to add context to your message.
To do this go to your Privacy settings & tick ‘Add a location to my Tweets’.

You will now be able to add locations when you compose a tweet.

Useful Resources:
Twitpic (twitpic.com) allows you to share images and videos to Twitter.
YFrog (yfrog.com) allows you share images and videos to Twitter.
Mashable (mashable.com) is a social media news source and is the go-to
resource for all things digital.
Hootsuite (hootsuite.com) is a social media dashboard which enables you
to control and manage multiple social channels and schedule posts.
Owly (ow.ly) automatically shortens long URLs.
Tiny URL (tinyurl.com) can be used to shorten long URLs.
SumAll (sumall.com) provides social media analytics.
Bitly (bitly.com) can be used to shorten long URLS.
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Take a look at what other booksellers are doing on Twitter and learn best
practice from what they’re doing. There’s a whole host of booksellers using
Social Media in lots of imaginative ways, here are a few of them…

Booksellers on Twitter:
@talesonmoonlane – Tales On Moon Lane
@blackwellbooks – Blackwells
@WstonesOxfordSt – Waterstones, Oxford Street
@Foyles – Foyles
@Bookishcrick – Book-ish
@gutterbookshop – Gutter Bookshop
@BelgraviaB- Belgravia Books
@Watermark_Books – Watermark Books
@pagesofhackney – Pages of Hackney
@StokeyBookshop – Stoke Newington Bookshop
@VictoriaParkBks – Victoria Park Books
@mrbsemporium – Mr B’s Emporium
@RossiterBooks – Rossiter Books
@woolfsonandtay - Woolfson & Tay
@ToppingsBath – Topping & Company
@CWBookshop – Chorleywood Bookshop
@Jaffeandneale - Jaffé & Neale
Other useful tweeters:
@BAbooksellers – that’s us!
@IndieBound_UK
@booksaremybag
@book_tokens
@Batch_Services
@welovethisbook
@thebookseller
@mashable
@HodderBooks
@RandomHouseUK
@orionbooks
@aeroplanegirl
@WorldBookDayUK
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A Beginners Guide to Facebook
What is Facebook?
Facebook is the most popular social networking site in the world; it
currently boasts over 1.23 billion active users.
How can I use Facebook?
Businesses, brands and organisations can use Facebook as a marketing
tool. Facebook Pages allow your organisation to communicate better
online. Facebook users ‘like’ your Page to become a fan. This means they
will then automatically receive updates from your Page. A Facebook Page
is a multi-feature, free resource which can be used in the following ways:
 To engage with your customer base; monitor feedback, demonstrate
good customer service and troubleshoot any queries.
 Market author events; use the Facebook events feature to promote
upcoming shop events and update fans with photos and videos of
these events.
 Run promotions; offer exclusive competitions for your Facebook fans
which will encourage customer-to-bookseller engagement as well as
encourage shop sales.
 Promote your stock; reinforce your expertise and be genuine in your
advice – post staff book recommendations. It is this that will lead to
sales, not an overt sales pitch.
 Share ideas; use social media to connect with other booksellers and
learn best practice from what they’re doing. There’s a whole host of
booksellers using social media in lots of imaginative ways.
 Stay up-to-date with industry news; follow and become fans of other
relevant organisations, such as The Bookseller Magazine and
campaigns like IndieBound and Books Are My Bag.
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Creating a Facebook Page
Facebook Pages are created and administered via a personal profile. If
you don’t already have a personal profile on Facebook, you must first set
one up before creating a Business Page.
To create a page, click on ‘Create a Page’ on the home page of Facebook.

Now select ‘Local business or place’ and login.

When you create a Page, you are automatically assigned the role of Page
administrator; this means you can control wall content, wall posts,
monitor page activity and page interactions.
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Once you have created your Page, you can begin to build your brand.
Start by adding a category, description and your bookshop website
details. You can now create your unique Facebook web address – this
should be the name of your bookshop. Add a profile picture – this could
be a photo of your bookshop or your logo and it needs to be at least
180x180 pixels.

You can now start to promote your Page; notify customers on your
mailing-list that you are now operating as a business on Facebook. You
can do this directly through Facebook, click the ‘Invite Email Contacts’
option under the administration panel, then select your e-mail service.
Facebook will then send an alert to your contacts list. You can also notify
your friends on your personal Facebook account.
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Facebook Basics
Facebook Page: A page can represent an organisation, a brand, a figure
or a business. Facebook Pages are administered by individual persons
through their personal profile.
Page Administrator: A page administrator controls a Facebook page;
administrators control page settings and content, they do so via their
personal profiles. Pages can have multiple administrators.
Like: This function enables users to give feedback on posts, comments
and profiles by clicking the like button. When a user has ‘liked’ a page,
post, picture, or comment this will appear on their profile wall and will
read “John Smith has liked The Booksellers Association”. It will also
appear as a notification in their friends’ news feed.
Facebook Places: pages that represent physical locations, this could be
an event, a business or a general area. Facebook users can ‘check in’ and
tag themselves and others at specific locations.
Tagging: A tag links a person, page, or place to something you post; this
could be either a status update or a photo.
News feed: A list of automatically generated posts that any user sees
upon logging in to Facebook. When a Facebook user ‘likes’ your page,
they will start to see your Page’s updates in their personal newsfeed. As
a Page administrator, the news feed is where all the latest posts and
stories from Pages that you have ‘liked’ as a company will appear.
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Page Features
The Timeline: Facebook Timeline is essentially your bookshop profile.
This is where all of your posts will appear and what your customers will
see – whether it be a status update, photo upload or link to an article. You
can customise your timeline to look and function how you would like it to.

Page publisher: this is how you share content with your audience
including news, links, photos and videos. Your posts will be visible on your
timeline and in the news feeds of the people who like you. To share a post,
click in the text box and then click ‘post’. This post will then appear on the
page wall (timeline) and in the news feed of your fans. You can upload
photos, videos, add links and events, schedule posts and add your location
details here.
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The ‘Like’ button: This is how Facebook users can connect to a Facebook
page. When a user clicks ‘like’ they will automatically receive page updates
from that page in their personal news feed. Users can ‘like’ page content as
well as pages. When a user has ‘liked’ either a page, a post, a picture, or a
comment, a notification will appear on their personal profile wall
(timeline) and will also be generated in their news feed. For example, it will
read: John Smith has liked The Booksellers Association.

Featured likes: This is a list of other pages that your Page has ‘liked’ and
wants to be affiliated with. You can edit the five Pages that appear in this
box and claim them as your ‘featured likes’. To do this, first ‘like’ the page,
then go to ‘edit page’ and select ‘update information’. In the administration
panel, select the ‘featured’ tab. Here you will be able to edit your featured
likes that will appear on your Page Wall.
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Pinned Posts: these are Page posts that administrators have selected to
appear at the top of the Page timeline. A pinned post will remain at the top
of the timeline for 7 days, ensuring you can showcase your most relevant
news to page visitors.

Highlighting Posts: you can bring a post to the attention of your followers
by highlighting it with the star icon; this makes the post wider and more
prominent on the timeline.
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Other page features
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1. Cover Photo: the large image that appears along the top of a
Business Page. The cover photo is one of the first things a visitor will
see when landing on your Page. All cover images are public and must
be at least 399 pixels wide.
2. Timeline: the Page Timeline chronologically documents any
milestones that have been added by a Page administrator. A
milestone is a key moment in the history of a company, business or
brand which can be marked on a Page’s Facebook Timeline. Please
note that milestones are visible to everyone visiting your Page, unless
specified by the page administrator.
3. Applications: these include photos, videos, links, notes and events. A
Page can hold up to twelve applications. The first box is reserved for
Photos, but all others can be moved around and positioned in the
preferred order of the page administrator.
4. Business Profile: this includes key opening hours and contact
information, as well as a brief summary of your business.
5. Profile Picture: this is the picture that will represent your Page in
other people’s news feeds, adverts and sponsored stories. The
majority of companies choose to display their company logo as their
profile picture. In order to edit your profile picture, hover over the
profile picture box and click ‘Edit Profile Picture’.

19

Admin Panel: this permits all Page administrators to view page
notifications, private messages and page statistics in one area, at the top of
the Business Page. Please note that only page administrators can view the
admin panel.

News Feed: the news feed is where all the latest posts and stories from
Pages that you have ‘liked’ as a company are kept. The news feed is kept on
your Facebook home page, when you first log in.

Posting Content
In order to increase audience engagement, you should update your fans
regularly with page posts. The frequency and timings of page posts does
depend on your audience group. Experiment with posts in order to
decipher a schedule that is right for your audience. Try posting with
varying frequency and at different times of the day and monitor the
response via Facebook Insights.
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Top-tips to posting great content:
• Be genuine and establish a credible voice; reinforce your expertise and
offer genuine help and advice to your Page fans. Post weekly staff book
recommendations to give your shop a familiar voice and personality. It is
important not to treat your posts like a sales pitch, as this will come across
as insincere, instead offer honest, tailored suggestions, just as you would
with a physical customer in-store.
• Reward your fans; run promotional offers exclusively for your Facebook
fans. Turn online fans into physical customers; you could run regular
literary-themed competitions through your Facebook Page, with winners
receiving a discount off their next in-store purchase.
• Vary your content; include photos and videos from author events. This
will help to engage your fans and promote your events diary.
• Ask questions; use Facebook to learn from your customers and to
improve their shopper experience.
Improving the reach of your posts:
You can increase the reach of your Page posts by using status tagging. A tag
links a person, a place or a page to a post; when you set a tag in a post, the
person or page will receive a notification that they have been tagged. The
post will also then reappear on their Page wall, in the Recent Posts by
Others box, therefore increasing the reach of your post. To tag a person or
another page in your post, type @ and begin to type the name. You will then
be able to select the name from an autosuggest drop-down menu.

Managing and using your page:
When using and updating your Facebook Page regularly you must always
first log in to your personal profile (timeline), then opt to use Facebook as
your Page. To do this select the drop-down box in the top-right hand corner
of the screen, and select ‘use Facebook as: your page name’. This means
that you will then be able to act and interact as your Page, rather than you
as an individual. Any content that is posted or commented on will come
from your Page, rather than you the individual.
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Applications
In order to enhance your Page and engage your audience further, you
should use Facebook Page Applications such as photos, videos, links, notes,
questions and events.
Photos:
To add a photo album to your Page, first click on the ‘photos’ application on
the right-hand side of your Page, and then click ‘add photos’. Once you have
added all of your photos, and given your photo album a title, you will then
need to click ‘post photos’, this will notify your fans that you have uploaded
a new photo album.

Events:
To create an event through your Facebook Page, click the ‘event’ tab on the
right-hand side of the page publisher.

Add details about your event, including event name, date and time, location
and other additional details, as well as a photo. You will also be able to set
your event to either public or private. If the event is set to public, anyone
will be able to see it. You can also choose whether you would like an open
or private guest list.
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Facebook Places
Facebook Places are Pages that represent physical locations. This could be
an event, a business or a general area. Facebook users can ‘check in’ to a
Place, tag others and then share where they have been with their friends.
Businesses can use Facebook Places to promote their business and to reach
more customers. Businesses that already have a Facebook Page and have
included a physical location in the Facebook Page description will be
automatically added to the Facebook Places directory and will also appear
in the Facebook search results; this means your business Page will have a
built-in location facility. Customers will then be able to ‘check-in’ and tag
themselves, at your business’ location, in a Facebook post.
Posting with location
Individuals on Facebook can include location tags within their Facebook
posts. They do this by:
 Typing their chosen message in the ‘Update Status’ box on their
personal profiles (timelines) and then select the icon, that sits below
the text box
 Begin to type in their location and an automatically generated dropdown box will then appear.
 Select the designated location; we have used The Booksellers
Association as an example below.
 The status update will then be posted to Facebook and tagged with a
specific geographical location, in this case, The Booksellers
Association.
 When the status is posted, depending on privacy settings, a
notification will appear on the individual’s personal timeline/wall
and also as an alert on their friends’ news feed
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Insights
The Insights dashboard provides metrics on a business Page; by using the
Insights tool administrators can measure the performance of their Page
and their content posts. You can use the Facebook Insights tool to view
many analytics such as Page Likes, Post Reach, Engagement, user
demographics and page views.
You can access the Insights Dashboard via the administration panel; select
admin panel, then select the ‘See Insights’ button.

Still not convinced?
Take a look at some of the bookshops that are already on Facebook and see
how these booksellers are using it in their business.
Booksellers on Facebook:

Other useful organisations:

Book-ish, Crickhowell
Brick Lane Bookshop, London
Unicorn Tree Books
Easons Ireland
Foyles
Watermark Books
Waterstones
Mr B’s Emporium of Reading Delights
Gay’s The Word
Wivenhoe Bookshop
Ebb & Flo Bookshop

The Booksellers Association
Books Are My Bag
National Book Tokens
IndieBound UK
London Book Fair
Booktrust
We Love This Book
World Book Day
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Case Study: Unicorn tree Books
BA: What Social Media do you use as a business?
Melanie: Facebook (I have a shop page and other groups like Christian
Authors, Booksellers & Publishers) I also use Twitter – I have two accounts,
my regular account for my bookshop @unicorntreebooks which is the one I
use all the time and also @UTBookreviews which is a twitter feed for
Christian reviews from goodbookstall.org and few other sites with
permission. I also use Linked-in, Tumblr & I write a shop blog – these are
all networked and are linked to one another, this way no one misses any
news, though a few might get it twice in varying depths.
BA: How much time do you spend using Social Media for your shop?
Melanie: It’s hard to say, it’s a pop in and out sort of thing through the day,
so I guess on average, if I’m honest, I’m looking at it adding up to an hour
during the work part of most days, with extra hours for large posts on my
blogs and time chatting in groups and forums like CABP.
BA: What sort of content do you post?
Melanie: On the Unicorn Tree Books Facebook Page, I post reviews, offers,
events, chat – similar content to Twitter, but in more depth. On my own
profile – the same content, and also some more humanising content. I have
more Facebook friends personally than the shop does so I consider it
important that I share the shop news there too.
BA: How do you use Social Media to promote your business?
Melanie: It’s an advertising tool – so I use it to advertise the fact we are
here, to highlight what we are doing, to let customers know what’s on sale
or forthcoming. Facebook and Twitter addresses should be included on all
external media as well, on emails, posters, phone book entries – these days
people expect to be able to engage with you when they are online. I also let
people know they can order through these mediums and that I can let them
know that their books are in through these mediums also, each notification
then becomes a promotion of the shop too.
BA: When did you first start using Social Media to promote your
business?
Melanie: I started the shops blog a month after I started Unicorn Tree
Books, so that was in September 2006. I joined linked-in in 2007. Then
Twitter and Facebook in 2009. Tumblr is the new one, that was a new year
thing for 2012.
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BA: How has Social Media benefitted your business?
Melanie: It’s opened new avenues of contact, networks and exploration –
and of course it has created new customers. One of the good things about it
is the community aspect, not just locally but in relation to keeping up with
trade issues. It can really help to have others there you can share thoughts,
ideas and the bad days with, right then and there. Social Media for business
can really help break down the isolation that can be experienced by an
indie bookseller because suddenly there’s a whole lot of other experienced
booksellers and publishers and retailers out there to talk to, and the idea
exchange can be incredible. I’ve also had some great training locally, due to
finding out about it through Social Media (Twitter, Linked-in and Facebook
groups mostly) – and the best part of it was that most of it has been free or
very heavily subsidised– these are things I wouldn’t have known were
available otherwise.
BA: Would you recommend sites like Twitter and Facebook to other
booksellers?
Melanie: I really would wholeheartedly – not just because of the potential
customer outreach benefits which obviously are a prime reason any of us
start doing these things, but also because of the ability to keep up with
what’s going on in the trade, with new developments and with colleagues.
BA: When using Social Media for your business, what have you found
most beneficial?
Melanie: I think being myself and enjoying it, moving past seeing it as a tool
to capture customers and onto a real medium of communication. Probably
the thing I really find most beneficial about using Social Media for my
business is the fact that I know I am always up to date with the news in my
industry, I have people to talk with and share experiences with. I can react
swiftly to things because I know of them, and that’s both local things and
industry things. Using Social Media allows me to hit the ground running; to
gain insights and ideas right now, and not at the end of the week when I
catch it in the Bookseller or next month when I attend an event. Social
Media for my business makes me proactive not reactive – and that’s half a
battle won.
Follow Unicorn Tree Books on Twitter @Unicorntreebooks and on
Facebook at www.facebook.com/UnicornTreeBooks
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