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For various reasons I was forced to consider once againÂ how Twitter will pay for itself and begin to 
deliver value back to investors that have so far handed over $55m in funding.

As I was doing so â€“ and having just discussed with Radio 5 Live the Microsoft-sponsored Exectweets.com
,Â which collates tweets from CEOs in one place â€“ I notice that, in my own Twitter homepage, Exectweets is 
being promoted to me, complete with link, in my profile box.

Â 

Exectweets is just one of the ways that Twitter has identified (or that has been indentified for it) as a 
potential revenue source. It considers that advertisers might want to build and sponsor areas that collate 
particular types of Twitterer in one place, in this case business CEOs. Microsoft has sponsored Exectweets 
and itâ€™s been built by a firm called Federated Media. Whatâ€™s not clear, even from Twitterâ€™s own comments
,Â is whether Twitter has taken a cut of the revenues.

Twitter as an agency?

The fact it is promoting the area to users might suggest it is, but it might equally suggest it just wants 
people to have a look because a. it thinks itâ€™s interesting and b. it can begin to gauge the popularity of such 
services. One can imagine Twitter wondering whether to devote proper development resource of its own 
to building such areas for advertisers. But I canâ€™t see that happening. First, it would either have to close 
down its API to prevent other agencies from building services just as good or better or have to go head-to-
head with those agencies.

http://connect.icrossing.co.uk/author/phil-buxton/
http://connect.icrossing.co.uk/1193_1193
http://www.exectweets.com
http://blog.twitter.com


Plus, itâ€™s resource-heavy. Facebook has tried this route with branded pages but it just doesnâ€™t have the 
automated genius of AdWords that Twitter is looking for â€“ and needs.

Twitter as AdWords

No, whatâ€™s most interesting and the reason I think investors are going to get all of their money back and a 
whole lot more is the idea of e-commerce accounts. Twitter CEO Evan Williams told Techcrunch last 
Summer that charging e-commerce businesses per follower, per update or per sale [or per click?] was a 
possibility. In them there hills lie gold.

So, imagine Amazon. Book fans follow Amazon to learn about new books for sale and special offers â€“ with 
links. Every time I click on one, Amazon pays Twitter a fee. The company would set up an account for 
each of its departments (clothes, houseware, games etc.) and sub-classifications (horror books, trainers, 
Xbox 360 games). Automated update systems â€“ plugged into product inventories â€“ will be built. Entire 
â€˜update strategiesâ€™ will be conceived (when? how often? what copy?). And, of course, marketing strategy 
will begin to ask â€˜how do we attract followers?â€™ rather than â€˜how do we get to the top of search rankings?â€™.

I can see it already and â€“ if I was Google â€“ I would be worried Iâ€™d already missed the opportunity to bag 
Twitter for a song.

An e-commerce strategy for Twitter

So, letâ€™s take that vision and extrapolate it into a â€˜Twitter strategyâ€™ for advertisers. Any advertiser would 
have to consider a userâ€™s Twitter journey. The usual â€˜conversationâ€™ must take place â€“ the process by which 
users build perceptions of a brand or product. Integrated into this is the â€˜navigationâ€™ that facilitates the 
research (and acquisition) of a product theyâ€™re looking to buy, as well as the purchase. Where I have 
positive brand associations and/or a business is very strong in a particular online retail sector (Amazon for 
books, for example) â€“ I might choose to follow that business, particularly the specific feed that deals with 
the products I am interested in.

Even in this part of the journey, we are talking about a lot of work that needs to be done. We must:

a.Â Â Â Â Â Â Build a brand perception that encourages people to follow us

b.Â Â Â Â Â  Build accounts around specific product types that encourage people to follow us

From this we are into the business of identifying an â€˜update strategyâ€™. This will ask:

a.Â Â Â Â Â Â When and how often should I update? (this will differ entirely for different product 
categories)

b.Â Â Â Â Â  What copy works best?

c.Â Â  Â  Â Should â€˜traditional [social]â€™ tweets be mixed in with product updates?

Then, we might think payment models. Iâ€™m assuming Twitter will go for PPC since it offers the right 
balance between risk and reward for both â€˜media ownerâ€™ (Twitter) and advertiser. Twitter after all wonâ€™t 
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want to be relying on what happens after a user clicks and advertisers want performance-based models.

So:

a.Â Â Â Â Â Â  What PPC levels will emerge? Surely higher since users are truly opted in?

b.Â Â Â Â Â  How will these be set? A bidding system is not relevant since youâ€™re not competing directly 
with other advertisers (itâ€™s your personal feed).

Then:

a.Â Â Â Â Â Â  How will updates and payment be automated?

b.Â Â Â Â Â  What aggregator services might emerge? (Here come the affiliates!)

c.Â Â Â Â Â Â  How many e-commerce feeds will users be able to cope with?

Twitter as media owner giant

Advertisers (and their affiliates and their agencies and their tech suppliers) will need to address all these 
questions and more. In the meantime, as long as Twitter continues to innovate (as Google has) to remain 
the dominant messaging platform, it can reap the rewards of being the host to this new marketplace. In this 
it has a big advantage â€“ itâ€™s harder to switch social network than search engine. But its scale will be 
compromised in comparison with Google since the need to be followed will limit how many users 
advertisers can reach and therefore how many â€˜impressionsâ€™ they deliver.

I find all this very exciting. If Twitter makes it work â€“ the question â€˜what will replace Google?â€™ will have 
been answered, except â€“ as with most media â€“ weâ€™ll discover that the replacement to Google will actually 
prove to be complementary. However, Twitter is where conversation and navigation truly coincide and I 
for one think itâ€™ll be enormous.
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