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Starting a movement
How Al Jazeera used Twitter to spread its message of #FreeAJStaff
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With more than 70 news bureaus around the globe, Al Jazeera is one of the world’s leading media 
companies. Focusing on human elements, rather than only the political or analytic aspects of an 
event, its goal is to provide a voice to under-covered stories.

But on December 29, 2013, when three of its journalists were detained in Cairo while covering the 
upheaval in Egypt, Al Jazeera became the story. Peter Greste, Mohamed Fahmy and Baher 
Mohamed were jailed and charged with terrorism, as a result of their reporting.

Looking for a way to galvanize support online and offline, Al Jazeera took its campaign to free its 
journalists to social media. On February 27, 2014, the organization called for a global day of 
solidarity and support for journalists who have been detained, mistreated or stifled in Egypt. 

With its ability to spread messages and elicit real-time engagement, Twitter was central to this 
campaign. As Al Jazeera put all its weight behind the official campaign hashtag, #FreeAJStaff, it 
needed a way to quantify and qualify the global support it had in calling for the release of its 
journalists. So, it turned to TweetReach by Union Metrics as a way to track coverage of key terms 
and deliver regularly updated reports.

Creating grassroots support on Twitter

With short attention spans and a never-ending stream of news, Al Jazeera needed a way to keep 
the story of its jailed journalists top-of-mind beyond the news of the day. With its #FreeAJStaff 
campaign, it encouraged people to flood social media with messages like, “A world without 
journalism is a silent one #FreeAJStaff."
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Using TweetReach, Al Jazeera was able to measure the breadth of support as well as identify top 
contributors to the campaign. With that information in hand, it was able to reach out to these 
influencers and look for ways to further engage them throughout the campaign.
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Cultivating proof points 

As a media organization, Al Jazeera understood the importance of proof points to its story. 
Moreover, as a company that prides itself on accuracy, it needed a reliable data source that it 
could trust to provide credible information. With TweetReach, it was able to build out press kits 
and talking points for spokespeople who were sharing 
the story with other media outlets. Using the real-time 
data in the TweetReach dashboard, it was able to 
update this information on a continuous basis as the 
story reached pivotal moments. As Al Jazeera worked to 
keep the journalists in the news, this data was critical in 
demonstrating the global reach and impact of its efforts.

Optimizing its content strategy 

As the campaign stretched across many months, TweetReach became central to keeping Al 
Jazeera’s content strategy fresh. In part, this meant monitoring what trends were emerging in the 
Twitter community that it could piggyback on. Using TweetReach’s top hashtag and URL 
functionality, it was able to capitalize on trending hashtags and content and incorporate them 
into its broader strategy. As a result, Al Jazeera was able to broaden its audience and reach even 
more people with its message.

Conclusion

From February to September 2014, tweets with #FreeAJStaff reached nearly 114 unique million 
Twitter accounts, generating more than 2.5 billion total impressions. With the goal of keeping the 
story at the forefront of people’s minds, Al Jazeera has created a continuous dialogue through its 
use of Twitter. 

On June 23, 2014, an Egyptian court sentenced Greste and Fahmy to seven years in prison, while 
Mohamed was sentenced to 10 years. As Al Jazeera continues to work to secure its journalists’ 
freedom, social media and TweetReach will continue to be at the crux of its crusade.

“Without TweetReach analytics, 
we would not have the ongoing 
ability to measure our success, 

optimise our campaign and share 
this overwhelming global 

support proof points with media.” 
-Osama Saeed, Head of Media 

and Public Relations, Al Jazeera
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