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If you want to increase awareness of
your brand, then Twitter was made for
you. Your followers are some of your
best brand ambassadors, as they
voluntarily publicize your content to a
broader audience. However, on social
media, you don’t have much time to
secure followers’ attention. Most users
will only glance at a tweet for a few
seconds before moving on to the next
one, and users are only on Twitter for a
few minutes a day.1 If users do not
recognize the topic of your tweet within a few seconds, they will likely skip it and move to the
next one that piques their interest. Brands therefore need to compose tweets so that attentiongrabbing, content-rich material is recognized and the topic is understood with a simple glance.
Our study draws on findings in psycholinguistics, and we analyzed whether the occurrence of
topic-related words at the beginning of the tweet affects the number of retweets. Specifically, we
studied sales-promotional tweets from 60 brands and found that concise tweets composed with
topic-related words visible at a glance received more retweets. When composing a tweet, less is
more, and every word is precious.
How We Read
The few recommendations about tweet composition that currently exist usually suggest putting
attention-grabbing words like “WOW,” “LOOK,” or “TODAY ONLY” at the beginning of
tweets to create a sense of urgency, but this approach does nothing to familiarize users with the
advertised product. Recently, a study showed that most people share tweets when they sense a
connection between the content of the tweet and the topics about which they like to tweet.2 Those
attention-grabbing words might be enticing users to glance at a tweet, but the content is not
understood quickly, and thus, users don’t see the connection for them and do not share them.
Our research is based on findings in psycholinguistics that suggest when we are not using much
effort to read, like the everyday twitter user, we comprehend the meaning of a sentence by
scanning a subset of the words in the sentence.3 We experience certain paired eye movements
when reading this way that we do not consciously recognize. The first movement is known as a
saccade, which is a superficial scanning of the sentence that skips some words.4 There is almost
no comprehension during this movement. The second is a fixation on the last scanned character.5
Skimming is the experience of a saccade-fixation pair followed by subsequent saccade-fixation
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pairs until the end of the text. We have not read all the content, but we infer its meaning from the
words on which we fixated. Research suggests that we spend about 20-35 milliseconds for each
saccade and 150-500 milliseconds per fixation.3 In other words, the goal is to maximize
understanding with minimal effort and time.
How We Share
Social media users typically share a tweet when they discern the meaning of it early in the
reading process. If it takes too long, they will move on to the next tweet hoping to comprehend
the meaning from a few words in a few seconds. Also, people will comprehend the meaning of
the tweet based on the words on which their eyes fixate. So, if a tweet is saturated with topicrelated words, the likelihood that their eyes will fixate on a word that conveys the right meaning
is increased. Increase the chances of fixation on a topic-related word that interests the reader, and
it will increase the chances for a retweet. Topic-related words are words that share semantic
relationships that people group together. For example, the word “bank” implies finance-related
ideas and creates the expectation of other related words like “federal” and “reserve.” If, however,
the next word that is fixated on is “stream,” then readers would comprehend the sentence to be
about rivers or other bodies of water.6
We find for sales-promotional tweets (SPT) that placing topic-related words at the beginning of
the tweet results in more retweets. We also analyzed the effect of words from other topic
categories and found a large effect of calls-to-action (CTA) words (although we also find that
they should not to be used early in a tweet). The other large effects were of time and brand
respectively. If possible, a tweet can contain all three of these topic-related words through
creative content, hashtags, and links to other sites. However, less is more. Long tweets get
significantly less retweets. If you must sacrifice something, do not sacrifice the CTA topicrelated words.
How to Compose Tweets
There are several factors that affect the “retweetability” of an SPT, such as posting time, the
number of tweets per day, and punctuation. For instance, tweets posted on Sunday typically
receive the most retweets. The number of retweets then decreases daily until Thursday. If a brand
posts several tweets a day, retweets will decrease. Also, questions and multiple exclamations
decrease the number of retweets. However, brand presence on other social media websites, the
number of other brands that are followed, and presence on the Interbrand index have no
discernable effect on retweetability.
It remains that the most significant effect on a tweet’s propensity to be retweeted is the early
presence of topic-related words. We recommend that brands find the topics that interest their
followers by regularly observing their most retweeted posts. Stay away from filler words that are
only intended to grab attention or to increase the tweet’s length. Instead, draft concise, contentKeller Center Research Report
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rich tweets that contain words related to the topics that your followers are interested in sharing.
Further, sprinkle multiple topic-related words throughout the tweet so your followers can spot
the topic and understand the meaning of the tweet within a few seconds of scanning it.
Once you have compiled a list of words
to which your followers respond, begin
looking at your competitors’ tweets and
add successful topic-related words to
your word bank. After you have spent
time storing up these words, begin
experimenting with new words that
advertise the same topic and find ones
that work the best. Make them short.
Make them meaningful. Make them
“skimmer friendly.”
#RealEstate
Every realtor is in the networking business. You need a client base that you count on for wordof-mouth advertising from your best customers to gain new business. Retweets are digital wordof-mouth advertisements. The customers you have helped are the best ambassadors of your
personal brand. The relationships you formed with these ambassadors make them want to follow
the work you do. If you are not using Twitter to grow your client base, consider tweeting at least
once a day to tell your followers about your work, your listings, or your team. Find topic-related
words that result in the most retweets, and use them early when composing concise tweets.
Consider advertising your next open house with a call-to-action on Twitter. Slowly build your
word bank and watch your brand penetrate new markets with almost no advertising cost to you.
Oh, and remember to finish them with the most important call-to-action there is—#retweet.
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