--Is Anybody There? Does Anybody Care?
How One Man's Tweet is Another Man's Treasure

By Chris Lukach

ho cares?”

It's the last thing you want to hear when you're giving a presentation.
But, lately, I've heard it so often I've lost count.

In recent months, my colleague Michael Gross and I have had the pleas-
ure of talking with a number of professional organizations about the
benefits, mechanics and practical applications of social media. First, we
talk in theory about the unique attributes of social media and then we
showcase a number of real-world examples, many of which highlight the
narrow, niche audience appeal of social media channels. Inevitably, in
the latter part of our discussion, the question arises: “Who cares?”

A tweet...a blog post...a Facebook status—who cares? Who cares about
what someone ate for dinner at their local restaurant? What movies they
enjoy? What they're doing at any given moment? Invariably, the answer
is “someone.” Someone out there cares.

It's casy to be dismissive with social media; as professional communica-
tors, social media work almost against our nature.

Having been reared in traditional media, we're bred to think in terms of
broad-based appeal; we craft stories for mass consumption. If we can't
make the case to a reporter that our story will appeal to a large percent-
age of their readers or viewers, then we won't succeed. But with social
media and their sniper-rifle approach to reaching narrow, targeted audi-
ences, the term “newsworthy” is totally redefined. Newsworthy no longer
mean of interest to the masses, just of interest to a specific audience.

For example, one variation of the question we often hear is, “Who cares
what people had for breakfast this morning?” Well, I don't particularly
care.

But let's not discount the readers of the surprisingly popular breakfast-
based blogs (of which CerealBuzz is one of our
favorites where else can you read the headline,
“Cocoa Puffs Up to Snuff?”). Or the tens of
thousands of Facebook users who identify them-
selves as fans of one type of breakfast or anoth-
er, Or the many, many Yahoo! and Google
Group users who share tips about recipes, spe-
cial diets or cooking for families.

The point is: In the world of social media, the
question “who cares?” does not apply. If you,
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your organizations or your clients care
enough to say it, someone cares enough
to hear it.

Other Common Questions

The groups we've spoken with have
diverse backgrounds and practice areas -
from seasoned PR practitioners, to
emergency planners, to entrepreneurs in
holistic medicine. What we've found
most interesting is that despite their
unique backgrounds, they all pose simi-
lar questions:

“There are so many social media outlets
...how do I know which ones to pay
attention to?”

What we have trouble with here is the
concept that, to use social media effec-
tively, you have to be social-media om-
nipresent. As communicators, do we
have time to read every newspaper pub-
lished? To watch every news broadcast?

Of course not. Instead, we've identified
those most pertinent to what we do and
developed processes for monitoring
items that are important to us in other
.media. Social media are exactly the
‘same. By digging in, you'll find the ven-
Jues and channels that are important to
“iyour audiences, and you have monitor-
ing tools such as Google Blogs, Twilert
(for Twitter), and BuzzMetrics to scan

what you can't follow directly.

How much time do I need to spend on
social media to see a benefit?

You are dealing with such a highly
engaged audience that it's a challenge to
wear out your welcome. Usually, devot-
ing more time results in a higher level
of engagement and a greater under-
standing of your audiences.

But, be realistic. Pace yourself. You'll
need a sustained presence to be effec-
tive, so treat social media engagement
like a marathon, not a sprint.

“Should I focus solely on social media
and forget about traditional media?”
No. Traditional media continue to offer
a level of validation and credibility that
no social media channel alone can do
...yet. Just think of the number of social
media channels that link to traditional
media outlets when discussing a current
event. From a communicator's perspec-
tive, because social and traditional
media represent two completely differ-
ent types of audience engagement, you
should make the two work in tandem to
achieve your PR goals. What better
place to promote a traditional media
success—a hit—than on a blog, mes-
sage board or Facebook fan page where
your most passionate audiences are like-
ly to see it.
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