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Matthew: Hello, and welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs and I thank you for listening. 

 
 The National Labor Relations Board here in these United States recently handed 

down a series of rulings which demonstrated that companies cannot legally issue 
blanket social media policies prohibiting employees from speaking about work or 
work conditions on social media. What struck me about this news was not that 
companies were over reaching in their policy making, but that we rarely seem to 
hear about social media policy nowadays. 

 
 To talk about why that may be and reconsider what should and what should not 

be in a social media policy, I invited David B. Thomas to Marketing Smarts. I first 
met Dave when he was leading a panel on this topic at a MarketingProfs event 
way back in 2009. At the time, Dave was working at SAS. He left SAS to work for 
Radian6 and following that company’s acquisition by Salesforce Now, works for 
Salesforce Marketing Cloud. 

 
 Before we get started, I want to remind you that if you like what you hear on 

Marketing Smarts and even if you don’t, you can always leave us a review in 
iTunes or a comment on our site. You’re also welcome to reach out to me directly 
via e-mail. My e-mail address is MattG@MarketingProfs.com, or you can find me 
on Twitter where I am @MattTGrant. 

 
 Without much further ado, let’s get started. Dave, welcome to Marketing Smarts. 
 
Dave: Wait, Marketing Smarts? I thought this was Marketing over Coffee.  
 
Matthew: Seriously, as much as I like Chris and John over there at Marketing over Coffee, 

this is Marketing Smarts.  
  
 In my introduction I mentioned that you work for Salesforce Marketing Cloud, but 

of course somehow in my mind, even though it’s been a year and a half, I still 
think of you as working for Radian6. In fact, over the weekend I was at an event 
where someone talked about using Radian6 to gauge social sentiment and stuff 
like that.  

 
Do you guys still get that a lot? Are people making the transition to know it’s 
Salesforce Marketing Cloud, not Radian6? In fact, does Radian6 even get used 
at all in talking about the service you provide? 

 
David: Sure, and usually when I hear somebody say Radian6 at a conference I stand up 

and scream, “Marketing Cloud!” and that generally fixes it in people’s minds. 
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 Radian6 established a pretty good presence in the social media world and the 
marketing world and when we were acquired by Salesforce, we became 
Radian6, and then when we acquired Buddy Media we became Salesforce 
Marketing Cloud; Buddy Media and Radian6 together.  

 
Radian6 and Buddy Media each have their own strong identities and reputations 
in the industry, so it’s not surprising. We still use some of that nomenclature with 
the products. As long as people are talking about us, then they can call us 
whatever they want, as Oscar Wilde did not say. 

 
Matthew: You can call me anything, just don’t call me late for dinner, as my mom used to 

say. 
 
 The reason I brought you on here today wasn’t to talk about this name stuff. It 

was to talk about social media policies, because I think when I first met you was 
at  a MarketingProfs event, I want to say back in 2009 or 2010 possibly. It might 
have been 2009.  

 
 There was a presentation, that’s when you were actually working at SAS. You 

had a presentation with some representatives of some other companies talking 
about social media policies. At the time I think you were writing or had just come 
out with your book, The Executive’s Guide to Enterprise Social Media Strategy.  

 
 I think of you frequently, Dave, but this time I thought of you specifically when I 

heard news about the National Labor Relations Board coming out against 
companies, trying to warn companies that their social media policies might be too 
broad or in fact they were firing employees for violation of policies.  

 
The NLRB was protecting the employees, saying, “No employer, you can’t tell 
employees that they’re not allowed to talk about work outside of work.” That’s 
apparently against the rules because apparently they could be talking about it in 
a way because they want to form a union and there are laws that allow people to 
actually have those kinds of conversations. 

 
 The first thing that struck me was I feel like there was a time when you heard 

about social media policies all the time, and I hardly ever hear people talking 
about it anymore. That will be my first question. Why don’t we really hear about 
this stuff the way we used to, I want to say three years ago or even a little more? 

 
David: I remember at that conference and other conferences when I first started 

speaking out social media and social media policies, three or four years ago. A 
lot of people, especially a lot of people in management, were really worried that 
social media was going to give their employees a broader platform to do stupid 
things. They were worried that their employees were going to reveal competitive 



Marketing Smarts, Episode 69  
MarketingProfs Podcast    February 6, 2013   Guest: David B. Thomas 
  

	  
Page	  3	  of	  11 

Copyright	  ©	  2013	  MarketingProfs	  

information, proprietary information, slander and defame and all these other 
things. 

 
 Of course, those of us who aren’t as worried about that, the response that a lot of 

people gave was that that’s one thing people used to say about the telephone. 
That’s what people said about the internet. These are issues that we’ve dealt 
with before that we’ve been concerned about. The answer that I always said to 
people was, “If you trust your employees, you don’t need to worry about it so 
much.”  

 
We’re talking about salespeople, marketing people, HR people who you might 
send to a conference to meet with people. If you don’t trust them to talk one on 
one with a customer or a prospect or a member of your community, then that’s 
not a social media issue, that’s a management issue. If you can trust them, then 
you can trust them to communicate in social media.  
 
I think a lot of companies were afraid that as soon as they opened the floodgates 
by allowing people to use social media, that employees would run amok, 
notwithstanding the argument that they all had their smart phones with them at 
their desk and could bypass any kind of firewall that you wanted to put up. 
 
What I found in all the companies that I worked for is first of all, as I said, if you 
can trust your employees, you don’t have to worry about it so much. Generally, 
99% of the employees are going to use good judgment, 90% maybe, and 
employees in my experience are a little bit nervous about it.  
 
There will always be that small group of early adopters who go charging in and 
say, “Okay, let’s do this. Let’s go out there and try something and see what 
happens.” Sometimes, in my experience, a few of those people have gone a little 
too far either going off and creating social media channels, properties, Facebook 
pages, name groups, without telling anybody that they’d done it, or using their 
social media channels in a way that isn’t really appropriate.  
 
I can count on the fingers of one hand the number of times I’ve dealt with one of 
those. Much more often I see people who are smart and have good experience 
and have good judgment and know their company and know their products and 
know their customers, but are reluctant or scared to participate in social media. 
 
One of the reasons I think you don’t see it so much anymore is because we were 
wrong. The people who thought that employees were going to go stampeding 
into this and shooting their mouths off were wrong. It’s actually the other way 
around. Employees need to be encouraged to participate.  
 
Also, I think it goes back to that idea of trusting your employees. Employees most 
of the time are smart enough not to go and say something that’s going to 
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jeopardize their jobs. It has happened and we’ve seen those examples. Some of 
the examples we see, the pizza people doing disgusting things and things like 
that, those aren’t the issues that enterprise companies are worried about, about 
somebody going off and doing something stupid or anti-competitive or breaking a 
law. We just aren’t seeing those things the way that we thought we would. 

 
Matthew: Right, though it’s funny because I guess in reading up about this stuff more 

recently, over the last six months there was a Chrysler issue and a KitchenAid 
issue, and more famously a while back at Red Cross, where people get on the 
Twitter account and do something stupid or you have an agency running your 
Twitter and someone there who is managing a bunch of account mistakenly puts 
something out there. 

 
 It’s funny, those are things a policy wouldn’t necessarily stop people from any of 

those situations. 
 
David: No, a policy wouldn’t have helped. Some of those notably were people tweeting 

from the wrong account. You can have a policy that says, “If you’re logged into 
the company’s social media account, you can’t be logged into any other social 
media accounts.” Then you can deal with that. 

 
 If you’re using an enterprise quality engagement platform that allows you to 

manage multiple accounts and know where you’re tweeting from, then that’s not 
going to be as big an issue. That can be solved with a policy. Is that really a 
policy or just guidelines? This is where you have to decide what goes in your 
policy and what’s just your standard operating procedures. 

 
 Those people who tweeted because they thought they were on their personal 

accounts, that’s just a dumb mistake that could happen to anybody or poor 
judgment or improper training. The agencies or the people who have 
inappropriately jumped on hash tag, there are two I can think of. I don’t like to 
mention brands, but everyone knows the ones I’m talking about.  

 
One was where somebody was talking about their fashion line and tying it into 
events in the Middle East. That was just poor judgment. Another that I read about 
was somebody jumping on another hash tag that dealt with a tragic event, I think 
it was a shooting. They just didn’t know what it was about. It was Aurora, I think. 
They jumped into that hash tag before they knew was it was about, and again 
that was poor judgment. Those aren’t things that are going to be fixed by a social 
media policy. That’s just good judgment. 
 
The same thing could happen. I get up onstage all the time to speak about things 
that affect Salesforce, and as you know, I am the loosest of cannons. I could slip 
at any moment and say something that could damage my career and cause our 
stock price to plummet. 
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Matthew: You’re being so cautious here and I’m just trying to figure out how I can get you a 

little closer to the edge and just have the cannon just go hog wild to mix three 
metaphors. 

 
David: You’re the one who scheduled this for the middle of the afternoon. If you’d caught 

me at 10:00 on a Saturday night, you might have gotten something a little more 
interesting. 

 
Matthew: It’s funny because you’re getting back to something actually Mike Volpe from 

HubSpot wrote back in 2010. Doing the research, I came across this blog post 
and he mentioned a million different people and pointed to a million different blog 
posts about social media policies. He said, “This is kind of stupid.” In fact, it’s 
called “Social Media Policies are Stupid” I think the blog post is called. 

 
 His point is kind of what was your point, that it’s about hiring good, smart people 

who know what they’re doing. Social media strictly speaking is just one tool 
among many, like phone or e-mail. It’s like hitting “respond to all” when you want 
to talk to one person and saying something bad. No one would have an explicit 
policy stating, “If you really just want to send something that’s confidential to one 
person, don’t hit ‘reply all’.”  

 
David: You do see that written in policies I would imagine for a lot of companies. 

Companies have that huge legalize boiler plate at the bottom of e-mails that 
says, “If you’re not the intended recipient, please wash your mouth out with soap 
and meditate until you cannot remember the contents of this message.” 

 
Matthew: Is that what those things say? 
 
David: Those are proven to have no legal bearing whatsoever. They’re useless, but 

people put them in place because it gives them some false sense of security. 
 
 I remember when I worked for Nortel, one day somebody sent an e-mail about 

contractors and end of year tax forms or something. She accidentally sent it to 
everyone in the entire company. The rest of the day, every single e-mail was, “I 
don’t believe this was relevant to me,” followed by, “Stop hitting “reply to all’.” 
That went on all day long.  

 
 You’re right, everybody makes a mistake and that’s the larger issue. Social 

media has shown up that companies are made up of individuals and are made 
up of people. We always knew that. You picked up the phone and most of the 
places where I’ve worked; I’ve worked in technology companies, hardware and 
software, usually in marketing and marketing communications. Our customers in 
large part were just like the people who worked for us.  
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If you go to a software company and you meet the engineers and the developers, 
they’re a lot like the people who work for the companies that we sell to. The IT 
department, the CIO and people like that, they have similar backgrounds, they 
get along. You talk to one another and you know that’s a person over there who 
works for Salesforce and I’ve known that person. If that person does something 
wrong or silly you’re going to say, “That’s Mike. That’s Bob. I’m not going to worry 
about that.” 
 
We used to have this idea of companies being this grey, corporate edifice that 
only spoke through press releases. It was easy to say, “Big company, how dare 
you do this?” When all these things come down to it, it’s one person inside the 
company who accidentally made a mistake. We need to take a step back and 
remember the number of times that we’ve made mistakes like that. 
 
I think that self righteous indignation has become the national pass time. I hope 
that social media is allowing us to see that it’s people doing these things. The 
number of times you see people say, “Oh, that person should be fired.” Really? 
What was the issue? Sometimes yeah, the person needs to be fired. If somebody 
makes a simple mistake and they’re contrite about it and they’ve learned their 
lesson, then maybe they don’t need to be fired. 

 
Matthew: No, I think anyone should be fired for the smallest infraction, otherwise how are 

we ever going to get better not just as companies but as a society? 
 
David: I agree, Matt. But I think you of all people have benefited from a lax employment 

policy. 
 
Matthew: Tell me about it.  
 
 What Mike Volpe said several years ago was he felt that you need to have a 

general policy around communication, then that’s what you should put in place. 
You don’t focus on these specific tools. 

 
 The interesting thing I was also reading up about was people were really 

emphasizing when they’re advising people on their social media policies to try to 
be as specific as possible. You will find policies I think still out there that say, 
“Don’t say anything inappropriate on social media.” I’m just wondering. At this 
point, it’s funny, I was looking at the stats. Apparently something like 68.9% of 
companies actually have a formal social media policy in place. I was thinking that 
one of the reasons we don’t talk about this anymore is like now it’s just assumed 
you have some kind of policy. 

 
 I’m wondering for that remaining 30% that is still thinking about this, do you think 

they need to actually develop a policy? If so, what should be in it? Do you think 
eventually no one will even think about social media policies at all? 
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David: First of all, I have to say that I’m not a lawyer. I do have a Bachelor’s degree in 

English, but managed to find a way to make a living without going to law school. 
Anything that I say must be immediately dismissed as the ramblings of a rogue 
lunatic. 

 
 One of my first pieces of advice to anybody when it comes to getting social 

media started in your company and creating social media policies is to make a 
friend with your corporate lawyer and let them see that if you’re the social media 
person, if you’re the person inside your company pushing for the company to be 
more active in social media, let the lawyers see that you’re not some sort of 
random escaped lunatic, but a communications or a marketing or HR 
professional or whatever your field is, customer service, who understands the 
need to do things intelligently. Make friends with your lawyer. 

 
 That being said, there are two ways you can go. I think a very, very specific 

policy may end up being more than people will read. You need to have it. When 
was the last time you looked at your company’s computer use policy? When was 
the last time you violated it? That’s not a rhetorical question, Matt. I want to know 
when was the last time you violated your company’s computer use policy. 

 
Matthew: First of all, I don’t know that I’ve ever read it. And Erin and Ann if you’re listening, 

just show me where it is on the website and I’ll look at it. 
 
David: We all have corporate policies that we sign when we get hired or once a year or 

once a quarter, we certify that we’ve done these things. You need to do that. You 
need to read your company’s HR policies, you need to read your company’s 
computer use policies, and your company should have a social media policy. 

 
 I think what I have found in my experience is that a lot of the issues that people 

are most concerned about with social media are covered in companies’ computer 
use policies or HR policies. Don’t use your computer to do stupid, inappropriate 
things, don’t say stupid, inappropriate things. If you do, you’ll be fired. I think you 
need to have that.  

 
I think eventually in the same way that web marketing is now part of marketing 
and social media marketing will eventually be part of marketing and social media 
for PR will be part of PR, etcetera, social media recruiting will be part of HR and it 
won’t all be separated and thought of as some unique and esoteric thing, 
eventually our computer use policies, HR policies will encompass social media 
and companies won’t have to have a standalone social media policy. 
 
I think you do need to have one now. You need to work with a lawyer to make 
sure that it deals with what you want. I agree, you have to be specific with your 
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employees about what they can and can’t do. What I’ve found in my past 
experience is if you make your policies too long, nobody’s going to read them.  
 
It’s good to have an overall sort of mission statement or guidelines; we call them 
five social media guiding principles. It was essentially we want you to participate 
in social media, it’s good for the company, do it, be smart about it, don’t talk 
about customers, don’t talk about pricing, don’t talk about competitors, disclose 
who you are, don’t say anything you wouldn’t say in a crowded room full of 
strangers. Those were the guiding principles, and then we had the policies which 
were more of the dos and don’ts, then we had best practices. 
 
This is a communicator’s answer and not a lawyer’s answer, but when you say to 
someone, “Don’t say anything inappropriate on Twitter,” what does that mean? 
When you say, “You must disclose who you are.” If you’re commenting on 
something that has to do with your profession, you have to disclose that you’re 
an employee of X,Y,Z corporation. How do you do that?  
 
A lot of people, you say disclose and people will writing in all caps, “FULL 
DISCLOSURE, I work for X,Y,Z corporation.” You don’t necessarily have to do 
that. If I’m commenting on a blog post, for instance, I’ll say, “I work for Salesforce 
Marketing Cloud so obviously I have strong opinions on this matter, but here you 
go.” 
 
I’ve disclosed there who I am and what I do in a way that’s conversational and 
makes sense. If you’re going to tell people, “You need to do this, you can’t do 
that,” show them what you mean. Show five examples of bad tweets that you 
don’t want to see, show five examples of good tweets. Show someone an 
appropriate way to respond to misinformation on a blog post or in a forum without 
being combative or negative. Show somebody how you respond to a negative 
tweet.  
 
I think that will help you for what you’re saying from what you’ve read about the 
NLRB stuff and from what I’m seeing, that will help you not only for your 
employees to get some real value out of it, but it can also help from a legal 
perspective as well by making it less ambiguous. 

 
Matthew: Right, so it sounds like almost what you’re saying is it’s not so much about 

having a social media policy as it is actually having social media training that 
actually shows people how to use these things because as you said before, you 
want to encourage the use and in fact it seems that there’s been a level of 
paranoia that seeped into things that sometimes people aren’t quite as paranoid 
as they should be.  

 
The bigger challenge for a lot of companies is probably getting their employees 
to actively and smartly and appropriately participate in social media, which can 
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be good for the company rather than trying to just shut down the mistakes which 
the policy wouldn’t even prevent, anyway. 
 

David: Much as I enjoy you putting words in my mouth, because you are a doctor, Dr. 
Grant, I do think it is important to have social media policies, to have guidelines, 
and also to have training and to have someone in the company that people can 
go to when they have questions. 

 
Matthew: Yes, okay. Perfect.  
 
 I was curious then, too, how this extends out. I think one of the issues that 

companies, especially one of the situations that companies must have to deal 
with at this point is because we’ve put an emphasis on developing user 
communities and customer communities and things like that, that now even the 
lines of what counts as the company have gotten a little bit blurry.  

 
 The question becomes how do you extend and implement and regulate these 

policies within a community that you’ve created and you’ve invited people into 
when especially those community members aren’t actually part of the company? 
I was wondering if you in your community oriented role at Salesforce Marketing 
Cloud, how you’ve seen that and how the dynamic becomes a little different or 
nuanced within the community context? 

 
David: Again, you run up against the fear of a lot of senior executives which is what 

happens if somebody says something bad about us? The classic response to 
that is, “Isn’t it better to have it there on our property where we can address it and 
deal with it and know that it’s there?” I still believe it’s an old chestnut, but still a 
tasty one. 

 
Matthew: Maybe I can help you out of this metaphorically generated hole that you’ve dug. 

The interesting thing to me because I started thinking about this was in the 
community situation, usually you have people who are specifically charged with 
moderating conversations in the community, shutting down things or at least 
even editing things.  

 
For me in the community situation, it’s not just, “Are they going to say something 
bad about the company?” Are they going to say something that’s really 
offensive? Are they going to get in fights with other people in the community? 
Companies don’t seem to necessarily have a social media ombudsperson that’s 
doing the same thing internally, or I’m wondering if you’re seeing companies that 
actually do. 

 
David: First of all, please never say that word again. Also, again I think the evolution of 

social media is going to get us away from this terror that if someone says 
something negative about our brand, that the walls will come crashing down. 
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We’re all used to this. Pretty much everybody in the workplace with the exception 
of the newest employees I think, especially if you’re in marketing or PR, I’m used 
to having my boss come in and drop an article on my desk and say, “Why aren’t 
we in this article?” Or somebody calling me and saying, “Oh my gosh, did you 
see that thing that somebody said about us?” 

 
 Okay, then go down the hall to the sales team and find out if the phones have 

stopped ringing. Once we realize that we’re all people and we’re all human 
beings and that we’re all doing our best, if we are genuinely doing our best, we 
can survive. If you’re a good brand, if you’re honestly trying to do a good job, if 
you’re a company made up of sincere people who really want to do the right 
thing, you can survive if somebody says something negative about you. 

 
 First of all, you have to get a thicker skin if you’re going to be participating online 

and know that it’s not going to be the end of the world. I think we’ve all seen it 
where somebody says, “I hate you,” and then you respond and say, “How can we 
help?” and they go, “Oh, I’m sorry. I didn’t know there was a person there. Thank 
you very much for responding.” We’re all getting used to that idea that it’s people 
behind the accounts.  

 
The most important thing for a community is to have really clear, published 
guidelines about what you will and won’t accept in the community. Those are 
fairly typical, hate speech and spamming and off topic comments and comments 
of a sexual nature, profanity, direct attacks on people. You publish those, and 
then you do need a moderator. You need somebody who will go in and delete 
those comments. If somebody complains, then you point back to the policy. 
 
I think there are so many companies now that have publicly facing forums and 
lawyers have been over them with fine tooth combs. I think we’re away from the 
point where we feel like opening up a public forum is going to create some sort of 
huge liability for us. You need a thicker skin, but you do need policies for posting 
and for the community and you need somebody who’s paying attention to the 
community on your end. 
 
One organization that does a really good job of this is Mayo Clinic. If you look at 
their Facebook page, they do a really good job of moderating. One of their 
practices is if an issue develops that might have the tendency to overwhelm the 
homepage, they’ll move it someplace else. They’ll create a group for it, and then 
people can still talk about it and have their say but it’s not showing up on their 
homepage. 

 
Matthew: There we’re going to stop. I was trying to stop a minute or so earlier, but you just 

wouldn’t stop talking. 
 
David: I’ll start talking again any minute now. 
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Matthew: You can talk for as long as you want, I’m going to shut off my connection and 

everything like that and it will just be you, once again, sitting in your room alone 
talking to yourself. 

 
David: It’s just like any other day. 
 
Matthew: Just like any other day.  
 
 Dave, I really appreciate you taking the time to talk to us about this here on 

Marketing Smarts.  
 

I wanted to thank you, listener, for listening here to the very end. This has been 
the Marketing Smarts podcast brought to you by MarketingProfs. I’ve been your 
host Matthew Grant. I’ll talk to you next week. 


