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Introduction                                                                                           
 The best use of all available means electronic or conventional were for promotion and marketing of 
products or services                                                           
It is vital to display products on the largest possible number of customers and Twitter is one of the most 
important means of social communication, which differs from the modern zeal for a series of the most 
important advantages wondrous speed in the delivery of information and an example                                                  
So when you view for sale, you can send a message size of a paper clip to your friends, this message can 
be up to 500 people in one minute, was interested in fifty of them in the subject and ultimately possible 
for at least ten people that want to buy. These splendor Twitter                                                                         
 Some wonder whether three minutes or less sufficient for the formulation of those letters? Most 
businessmen say yes. Now imagine that he could collect the same score in this topic every day. Of course 
not guaranteed to get the same result (ten) people every time across social networking but your access 
through this kind of communication is immediate and effective in most cases, so when you have friends 
on Face book or Twitter you will have access to them capacity by simply using your fingertips, and then 
they will be your target customers                                          
Key words: e-marketing, Twitter marketing, online                                            
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