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Objectives: 

1.  Determine the most effective posting 
schedule to maximize user engagement 

 
2.  Targeting post types that will see the 

most user engagement  
 
3.  Continue promoting the New Day 

commitment to reporting breaking news 
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Current Twitter 
Strategy & Metrics 
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Statistics: •  200k+ followers (and growing) 
•  Follower to following ratio: 161:1  

Types of Posts: 
 

•  Embedded on-air video(Snappy clips) 
•  Links to writes  

•  Occasionally: Photos (single photos OR 
galleries), GIFs,  

 
•  Content: Hard news, lighthearted “clickable” 

stories 
 

Frequency/
Timing: 
 

•  During show posts: ~30-35  
•  Non- show posts: 5-7 (scheduled via Sprinklr) 
•  Daily post total: 35-42 
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@NewDay Profile: 
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Photo sets  Strong moments from 
politicians 

Moving moment from 
breaking news 

History being made 

Top Posts: 
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Twitter Reach 
(June 2016) 

-June 8: Hillary Clinton 
becomes presumptive 
Democratic nominee 

-June 12: Orlando Pulse 
Night 

-June 23-24: Democrats 
hold House sit-in 
-June 23: Brexit vote 

-July 18-21: Republican 
National Convention  

Twi.er	Likes	 Twi.er	Reposts	 Twi.er	Retweets	



-July 3-4: 4th of July weekend 
-July 7: Dallas Police 
Shooting and fallout 
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Twitter Reach 
(July 2016) 

-Continued Dallas coverage 
-July 13: CNN Race Relations 
Town Hall event   

-July 18-21: Republican 
National Convention  

-July 25-28: Democratic 
National Convention  

Twi.er	Likes	 Twi.er	Reposts	 Twi.er	Retweets	
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Twitter Reach 
(@ New Day  June 2016) 

*@CNN Flagship Twitter: See Appendix 

•  Highest 
engagement: 
During show hours 
(6 AM-9 AM) 

 
•  Almost no 

weekend 
engagement  

•  Low nightly 
engagement, even 
during key hours 
(ie: 8 PM – 10 PM) 

Takeaways 



Competitor 
Profiles 

9 



Fox & Friends 
(@foxandfriends) 

Morning Joe 
(@morning_joe) 

CBS This Morning 
(@cbsthismorning) 

The Today Show 
(@TodayShow) 

•  Followers: 603k 
•  # of tweets: 47.9 k 
 
•  Follower to following 

ratio: 228:1  
 
•  Posts per show: ~23 
•  Off-air posts: 14 
 
•  Unique features:  

-Polls 
-Behind-the scenes 
posts 

•  Followers: 218k 
•  # of tweets: 30.5k 
 
•  Follower to following 

ratio: 510:1 
 
•  Posts per show: ~14 
•  Off-air posts: 8 
 
•  Unique features: 

-Morning newsletter 
-Morning podcast 
-BTS Snapchat 

 

•  Followers: 242k 
•  # of tweets: 72.9k 
 
•  Follower to following 

ratio: 203:1 
 
•  Posts per show: ~20 
•  Off-air posts: 9 
 
•  Unique features: 

-#YourWorldin90 
(before each 
show) 
-Previews guests 
for next day’s 
show  

 

•  Followers: 3.52m 
•  # of tweets: 86.5k 
 
•  Follower to following 

ratio: 430:1  
 
•  Posts per show: ~45 
•  Off-air posts: 12 
 
•  Unique features: 

-Periscope live 
videos 
-Fun GIFs  
-#TodayFlashback 

 

10 



11 

Competitor Takeaways 

•  Post more heavily on weekends (make up for lack of on-air 
clips) 

•  Take advantage of peak late afternoon/night hours  

•  Unfollow unnecessary followers (lower follow/follower ratio) 

•  Look into a newsletter or taped podcast – other ways to 
engage viewers after show hours  

•  Utilize other innovative mediums: GIFs, Periscope lives  



Main Takeaways 
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Post Timing: Post Type: 
•  Post more heavily on Monday and 

Tuesday 

•  Target evening hours  

•  Post once every hour between 
7pm – 10 pm 

•  Adopt an alternate weekend post 
schedule – repurpose top video 
clips from the week and post more 
frequently 

•  Previews for next day’s guest 
bookings 

•  Photo sets  

•  Periscope integration 

•  Fun, behind-the-scenes photos and 
videos 

•   Continue: Compelling on-air video 
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Appendix 

14 



15 

•  Bulk of 
engagement in 
evening hours (8 – 
10 PM) 

•  Scattered 
engagement 
through afternoon 

Takeaways 

Twitter Reach 
(@ CNN June 2016) 



Periscope 
Live streaming for Twitter 

Types of Lives: Strategy: 

•  Show people set/control room/BTS 
operations/makeup room  

 
•  Answer questions viewers might have 

from during show 
 
 

•  Ask for audience feedback  
 
•  Encourage engagement by asking 

questions in broadcast titles  
 
•  Cross-promote on other social accounts 

(ie: Facebook)  
 
•  Archive videos on Twitter, repost to 

Facebook 

16 


