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I spent 10 years as a reporter in 
the BT (Before Twitter) era. Now 

as a social media strategist and 

public relations professional, I've 

found Twitter to be my primary 

and most successful method of 
building and maintaining 

relationships with reporters. It's 
brought tens of thousands of 

dollars in free press coverage to 
me and my clients. 

 

One public relations agency I 

work with even grew out of a 

connection made on Twitter. And 

that's perhaps the main reason I 

advise every public relations 

professional to become a regular.  

 

Just like real life, you communicate 

with a large circle of professionals, 

but the bulk of the benefits come 

from just a handful of clients or 

connections you make over 

months and years. 

 

I consider Twitter the tool that 

delivers tangible value in great 

gulps, so long as you commit to it 

for a year.  

 

Sceptical? Here's how I use it: 

1. Find the reporters by 

searching through Muckrack. 

2. Peruse the "contact us" 

pages of your local media outlets 

to track down reporters' Twitter 

names. Be helpful especially when 

it doesn't help you directly. 

3. Watch for tweets asking for 

help, especially on deadline. That's 

the quickest way to strike up a 

relationship. 

4. Monitor and post hashtags 

of the town or topic you or your 

client is involved in. Even if the 

reporters don't tweet, they'll likely 

monitor it for interesting story 

ideas. 

5. Say something nice about 

the story a reporter wrote or 

aired, making sure you add the 

reporter's Twitter name to the 

comment. When possible, link to 

the story. 

6. Retweet their tweets, 

especially when they link to their 

stories. 

7. Offer to connect them with 

experts you think will genuinely 

help them on their beats. 

8. Thank them via Twitter for 

covering an event you 

attended, especially if you were 

able to chat with the reporter. 

This helps solidify the new 

contact. 

9. Look out for story ideas for 

them, not just big stories but 

follow-up pieces on stories they've 

already done. 

10. Thank them especially when 

they write about an idea you 

pitched. 

11. Take note of something in 

the reporter's Twitter bio 

when sending an initial tweet. It 

tells the journalist you took a 

moment to learn about them. 

12. Extend the relationship to 

other social networks if they're 

more active elsewhere, or get 

their e-mail. 

13. Congratulate them on 

their birthdays or other news they 

tweet about themselves. 

14. Highlight them on your 

own blog. 

 

Now it's your turn. How do you 

use Twitter to work with 

journalists? 
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Reserved 

 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). It 

is protected by copyright law and reproduction 

in whole or in part without the publisher’s 

written permission is strictly prohibited. The 

publisher may be contacted at info@bizezia.com 

(+44 (0)1444 884220). 

 

The article is published without responsibility by 

the publisher or any contributing author for any 

loss howsoever occurring as a consequence of 

any action which you take, or action which you 

choose not to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article were 

correct at the time this article was published but 

may have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
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