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Why CEOS Should Use Facebook and Twitter  

Social networking has clearly reached a tipping point. Sites like MySpace and Facebook boast 
hundreds of millions of members. Barack Obama's presidential victory demonstrated that 
platforms like YouTube and Twitter could transform electoral politics. Yet in corporations where 
such tools have been expected to bring profound transformations, there has been strong 
resistance to change. 
 
Many corporate executives either dismiss social networking as a time-wasting distraction or 
regard it as a risk management problem. Much of their fear has focused on potential risks like 
security breaches and data privacy. 
 
Web 2.0 evangelists, on the other hand, argue that social software can be used to boost 
productivity. They say it can facilitate an open-ended corporate culture that values 
transparency, collaboration and innovation. Most important, it can be an effective way to build 
a customer-centric organization that not only communicates authentically but also listens to 
customers and learns from that interaction. 
 
In the current economy, as companies look for new ways to market their products and engage 
their customers, chief executive officers are finally looking more and more at how social 
networking tools can extend their brands, create corporate cultures based on listening and 
learning, and establish their own leadership profiles. 
  
Nonetheless, big brands, generally speaking, haven't successfully tapped the potential of 
social media; they tend to regard Web 2.0 platforms as just another way to push out short-term 
marketing campaigns. They fail to grasp that the new media require new ways of doing 
business. Old ways need to be tossed out. 
 
One highly successful example of Web 2.0 branding is Blendtec's YouTube video campaign 
"Will It Blend?" The video series features Blendtec's CEO, Tom Dickson, comically attempting 
to blend all manner of objects in one of his company's appliances. Thanks to the series' viral 
effects, the company's blender sales have quintupled. 
 
The Blendtec videos cost virtually nothing to produce and distribute, but it is doubtful that TV 
commercials costing many times more would have produced the same results. That may 
explain why publicity-conscious CEOs are finally breaking away from the old mass-media 
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approach of a Donald Trump or a Richard Branson to increasingly use videos and podcasts to 
extend their personal brands. 
  
Most CEOs, let's face it, are cut off from their most important constituencies, including 
employees and customers. Their press conferences are carefully stage managed, their annual 
meetings over-rehearsed, and in both cases the goal is usually to reveal as little as possible. 
Web tools like blogs can help corporate leaders enhance their credibility by communicating 
directly and having authentic conversations with key stakeholders. 
 
Companies can use blogs to engage directly with customers too. IBM (nyse: IBM - news - 
people ) has a blog network that allows employees to write about their work experiences and 
so puts a human face on the company, associating real people with its products.  
 
Meanwhile, online retailer Zappos uses the micro blogging platform Twitter to connect 
employees and customers in a friendly, personal way that has proved highly effective. At 
twitter.zappos.com, the company aggregates employee "tweets" on a single stream under the 
heading "Powered by twitter, Zappos.com, clothing and you." 
 
Even Zappos' CEO, Tony Hsieh, sends "tweets," and he has thousands of followers on both 
Twitter and his blog. Zappos counts more than 10,000 fans on its Facebook page too. The 
company has made social media platforms and the values they foster part of its corporate 
culture. In early 2009, Fortune ranked Zappos 23rd in its annual list of the 100 best companies 
to work for. 
 
Corporate leaders and managers can use Web 2.0 tools not only to communicate but also to 
learn from employees, suppliers, customers and the public. Many corporations spend large 
sums trying to find out what people think of them. Plugging into the blogosphere or listening to 
feedback on Twitter offers a more effective and cost-efficient way of learning how to approach 
customer relations. 
 
Starbucks (nasdaq: SBUX - news - people ) is a consumer-focused company that learns 
directly from customers on feedback sites like My Starbucks Idea and its @Starbucks address 
on Twitter. These platforms let the company learn directly what customers are saying about its 
service and products. The key is that Starbucks integrates the feedback into how it operates. 
Popular suggestions are featured and reviewed, and an “Ideas in Action” blog tracks the 
company's follow-up. 
 
Even cable TV companies, long detested as insensitive monopolies, have discovered Web 2.0. 
Comcast (nasdaq: CMCSA - news - people ) has a @comcastcares Twitter address that gives 
customers a spontaneous platform for communicating with the company.  
 
Jonathan Schwartz, the CEO of Sun Microsystems (nasdaq: JAVA - news - people ), has led 
by example, integrating blogging into his leadership life. He spelled out this vision in a 2005 
opinion piece in the Harvard Business Review titled "If You Want to Lead, Blog." He wrote: 
"For executives, having a blog is not going to be a matter of choice, any more than using e-
mail is today. If you're not part of the conversation, others will speak on your behalf--and I'm 
not talking about your employees."   Schwartz encourages his employees to blog as well. 
Some 3,000 of them--10% of the company's payroll--do. 
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Is there any peril in Web 2.0 for CEOs? Yes, there are dangers that corporate leaders must 
work to avoid, such as confidentiality breaches if financial matters are disclosed, harm to a 
company's reputation caused by blogging employees and negative blowback from the 
blogosphere. 
 
The budget airline Ryanair (nasdaq: RYAAY - news - people ) learned this the hard way in 
February when one of its employees referred an outside blogger who thought he had found a 
bug in the airline's Web site as an "idiot," a "lunatic" and "pathetic." Not a smart move. The 
blogosphere mob swarmed swiftly and mercilessly, and the Ryanair brand suffered. 
 
Another textbook case of what not to do was supplied by Whole Foods (nasdaq: WFMI - news 
- people ) President John Mackey. He paid a heavy price in reputation--both his and his 
company's--when he blogged with a phony identity to trash a competing food retailer, Wild 
Oats.  
 
It turned out that Whole Foods was in fact attempting a takeover of Wild Oats. Mackey put up 
an unequivocally self-interested blog post on a Yahoo! stock forum: "Would Whole Foods buy 
Wild Oats? Almost surely not at current prices." The Securities and Exchange Commission 
launched an investigation into his conduct. The Wall Street Journal published an editorial 
castigating him. The controversy stained Whole Foods' brand image. 
 
The key message for corporate leaders seeking to harness the benefits of Web 2.0 is that 
simply deploying the software is not enough. The challenge is to ensure that the company's 
corporate culture is infused with values of openness and transparency. Of course, at many 
corporations that's easier said than done. 
 
As the management guru Gary Hamel observes, "While the Web was founded on the principle 
of openness, the most honored virtue among senior management seems to be control. Most 
companies have elaborate programs for top-down communication, including newsletters, CEO 
blogs, Webcasts and broadcast e-mails. Yet few, if any, companies have opened the 
floodgates to grassroots opinion on critical issues." 
 
These are tough challenges. But Web 2.0 is finally gaining momentum in corporations, with an 
urgency increased by the current economic climate. It's now reasonable to predict that 
following the Web 2.0 revolutions in personal interactions and politics, a corporate Web 2.0 
tipping point is on the horizon. 
 
 
Article by Matthew Fraser and Soumitra Dutta from Forbes.com; 03.11.09, 
 http://www.forbes.com/2009/03/11/social-networking-executives-leadership-managing-facebook.html Their book, 
Throwing Sheep in the Boardroom: How Online Social Networking Will Change Your Life, Work and World, is 
published by Wiley. 
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What a Manager Needs to Know About Using for Business 
  
 
. . . . According to Wikipedia, the free encyclopedia, Twitter is a free social networking and 
micro blogging service that enables its users to send and read other users' updates known as 
tweets. Tweets are text-based posts of up to 140 characters in length which are displayed on 
the user's profile page and delivered to other users who have subscribed to them (known as 
followers). Senders can restrict delivery to those in their circle of friends or, by default, allow 
anybody to access them. Users can send and receive tweets via the Twitter website. 
 
Although Twitter was originally intended for communication among individuals, a number of 
organizations have begun to actively participate on the platform. However, not all companies 
are using Twitter in the same way. Some are tweeting, some are just listening, and some really 
savvy companies are doing both. 
 
Before any company employees start tweeting, it would be a good idea to remind them that the 
same rules that apply to other web participation (like blogging, for example) also apply to 
Twitter. "As Twitter is a public forum, employees should understand the limits of what is 
acceptable and desirable," says Jeffrey Mann, research vice president at Gartner Inc, a 
leading information technology research and advisory company.  "If organizations have not 
defined a public Web participation policy, they should do so as quickly as possible." 
 
Based on a recently released report, Gartner has narrowed down the four different ways that 
companies are using Twitter to do business today: direct, indirect, internal, and signaling.  
 
Direct 
Some companies are using Twitter as a marketing or public relations channel, much like an 
extension to their corporate blogs. They will post about corporate accomplishments and 
distribute links that take people back to corporate web pages, press releases, and other 
promotional sites.  
 
This method seems to be the easiest way to get started, but companies need to be aware that 
using Twitter like this could actually hinder their image in the Twitter community. A whole 
bunch of self-serving, self-promotional tweets can actually damage their reputation - Twitter 
folks like a personal touch.  
 
Institute of Certified Professional Managers 
James Madison University, MSC 5504, Harrisonburg, Virginia 22807 
Phone: 800-568-4120    Web:  www.icpm.biz  
©2008 Institute of Certified Professional Managers, All Rights Reserved. 

http://en.wikipedia.org/wiki/Social_networking
http://en.wikipedia.org/wiki/Micro-blogging
http://www.twitter.com/
http://www.gartner.com/it/page.jsp?id=920813


 
 
Gartner also warns that responding to comments can be risky when going this route, but, while 
that's true to a point, when done right responding on Twitter can be of great benefit to the 
company. To see some examples of brands that "get" how to tweet and respond, check out 
what Ford does, or Starbucks, or Dell.  
 
• 16 Examples of Huge Brands Using Twitter for Business  
• 40 of the Best Twitter Brands and the People Behind Them  
 
Indirect 
The second method some companies use on Twitter is to let their employees tweet instead. As 
employees use Twitter to enhance their own personal reputations, the company's reputation is 
also enhanced by proxy. If this one is hard for you to understand, then perhaps a good 
example to demonstrate the power of the indirect method is in reverse: imagine what negative 
tweets about the company would look like. Take the case of the Yahoo employee who 
twittered throughout company layoffs, for example. How do you think that made Yahoo look at 
the time?  
 
Now that you understand how employee tweets can affect the company negatively, understand 
that the reverse is also true. Employees twittering away with excitement about their work, 
developments in their industry, new products, or other interesting tidbits, even if unrelated to 
the company itself, can promote positive feelings for whichever business they (indirectly) 
represent.  
 
Another good reason for having employees tweet, instead of the company itself, is if the 
company wants to be seen as employing influential leaders. This list of Forrester analysts on 
Twitter offers a great example. 
 
Internal 
Some companies use Twitter internally to share ideas or communicate about what projects 
they're working on. If this information is confidential in nature, employees either need to protect 
their updates or even better, not use Twitter at all. Gartner doesn't recommend using Twitter or 
any other consumer micro-blogging service in this way because there's no guarantee of 
security.  
 
If, however, your company wants to use micro blogging at the office, there are tools designed 
for businesses that let you do just this. Yammer and present.ly are two of the top options for a 
Twitter-like platform for the workplace. 
 
Inbound Signaling 
Some companies aren't as much Twitter participants as they are Twitter "listeners." Using 
search tools like search.twitter.com or desktop applications like TweetDeck are easy ways to 
keep track of what's being said about the company, its product names, or even the industry as 
a whole. Smart companies are tuning in to these micro-conversations to get early warnings of 
problems and to collect feedback on product issues or ideas.  
 
 
Institute of Certified Professional Managers 
James Madison University, MSC 5504, Harrisonburg, Virginia 22807 
Phone: 800-568-4120    Web:  www.icpm.biz  
©2008 Institute of Certified Professional Managers, All Rights Reserved. 

http://www.searchenginejournal.com/16-examples-of-huge-brands-using-twitter-for-business/7792/
http://mashable.com/2009/01/21/best-twitter-brands/
http://www.businessinsider.com/2008/12/twittering-the-yahoo-layoffs-yhoo
http://www.businessinsider.com/2008/12/twittering-the-yahoo-layoffs-yhoo
http://www.forrester.com/twitter
http://www.forrester.com/twitter
http://www.yammer.com/
http://www.presentlyapp.com/
http://search.twitter.com/
http://tweetdeck.com/


 
 
Conclusion 
If your company is thinking about jumping into the Twitter foray (and who isn't these days?), it's 
best not to do so blindly. Gartner's breakdown of the four ways companies use Twitter is a 
good starting point, but, in reality, developing a strategy is much more complex than the 
examples listed above. You can follow up on the ideas in this article by reading Chris Brogan's 
"50 Ideas on Using Twitter for Business," then subscribing to his blog for more insights. You 
can also contact Gartner directly for access to the full report. 
 
 
Article written by Sarah Perez for Read/Write/Web: March 26, 2009;  
http://www.readwriteweb.com/archives/4_ways_companies_use_twitter_for_business.php
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Social Networking Sites Pose Risk for Employers  

Employers are increasingly turning to Google and social-networking sites such as Facebook 
and MySpace to conduct background checks on job applicants and employees. A recent 
survey by Vault of 350 employers found that 44% of employers use social-networking sites to 
examine the profiles of job candidates and 39% have looked up the profile of a current 
employee. 
 
Some find this trend surprising and even troubling. But for employers who face liability for 
negligent hiring, reviewing the information available on social-networking sites and personal 
blogs is often seen as prudent, and even essential, to ensure they are satisfying their due 
diligence obligations. 
 
However, use of social-networking technologies to screen applicants and employees poses its 
own potential legal risks for employers. For example, while most employers have stopped 
requiring applicants to submit photographs or inquiring about marital status or age to avoid 
accusations that they rejected a candidate for discriminatory reasons, social-networking 
profiles make this once off-limits information readily available, thus reopening the potential for 
liability. And discovering demographic data isn’t the only concern for employers. Social-
networking profiles also may include information about employees’ political affiliations and/or 
off-duty political activities, factors that public employers and even private employers in several 
state and local jurisdictions (including the City of Seattle) are prohibited from considering. 
 
Other potential risks include violations of federal and state fair credit reporting laws, the terms 
of service conditions on commercial social-networking sites, and federal laws governing 
access to electronic communications. And while using publicly available profiles and blogs to 
screen applicants and employees may not in most cases constitute a violation of their legal 
right to privacy, the practice may nevertheless violate “off-duty” conduct statutes. 
 
Fair Credit Reporting Acts 
The federal Fair Credit Reporting Act (FCRA) and its state law counterpart, the Washington 
Fair Credit Reporting Act (WFCRA), require an applicant’s or employee’s consent before an 
employer may engage a “consumer reporting agency” to conduct a background check and 
produce a “consumer report” on that individual. FCRA does not prohibit employers from 
receiving or using a consumer report that contains information derived from social-networking 
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sites or blogs, but it does require them to disclose to the individual that such information was 
the basis for an adverse employment decision. 
 
Recent amendments to WFCRA, on the other hand, restrict the scope of employers’ 
background checks to information that is reasonably related to the applicant’s or employee’s 
job duties. Accordingly, under WFCRA, an employer may not obtain or use information from an 
applicant’s or employee’s Facebook site or blog unless the information is reasonably related to 
work that the applicant or employee would be performing. 
 
Discrimination 
Employers who conduct their own background investigations using online social-networking 
sites and blogs are at potential risk of discrimination claims when they obtain information about 
non-obvious characteristics that are protected under non-discrimination laws. An applicant’s or 
employee’s MySpace page or blog, for example, might disclose that he or she suffers from a 
physical or mental condition (potentially protected under the Americans With Disabilities Act), 
is a gay man or a lesbian (sexual orientation is protected under Washington law) or is a 
member of the Green Party (political affiliation is protected under the Seattle Municipal Code). 
 
Such disclosures provide disappointed applicants and employees with a basis for alleging that 
an employer’s decision not to offer them a job or promotion was due to a protected 
characteristic. An employer’s admission that it examined an applicant’s or employee’s social-
network profile or blog prior to taking an adverse employment action thus makes it easier to 
ensnare the employer in costly and time-consuming litigation, while also making it more difficult 
to defend against discrimination claims. A successful defense requires that an employer 
“unring the bell” and prove that it didn’t use the information it found as part of the adverse 
employment decision. 
 
A related issue is whether the employer is treating all applicants and employees in a similar 
fashion. Employers that perform Internet searches on a hit-or-miss basis, with no written policy 
or standard approach, expose themselves to potential liability for unlawful discrimination if they 
use the results of such searches as a basis for taking an adverse action against applicants or 
employees. 
 
Privacy 
Some argue that social-networking pages are “private areas,” like an applicant’s or employee’s 
home, where employers may not go without permission. However, establishing an invasion of 
privacy claim (or, as to public employers, a constitutional claim for unreasonable search and 
seizure) can be problematic for applicants and employees because of the difficulty in 
demonstrating they had a “reasonable expectation” of privacy. After all, how reasonable is their 
privacy expectation if thousands of people can access their MySpace page? 
 
On the other hand, an employer may be subject to potential liability for invasion of privacy if: 1) 
the applicant or employee reasonably believes that the website is private, i.e., has instituted 
privacy controls; 2) the site promotes itself as private; and 3) in particular, the company used 
nefarious means, i.e., “pretexting,” to gain access to the site. 
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Irrespective of an individual’s reasonable privacy expectation in a website or blog, employers 
who use such resources to conduct background checks are subject to another source of 
potential liability. Some states, not including Washington, have established restrictions on an 
employer’s ability to use lawful “off duty” behavior for employment decisions. 
 
Employers in these states may thus be precluded from making use of an individual’s off-duty 
social-networking site or blog in a hiring or promotion decision. Courts have afforded 
employers broader discretion — it is worth noting — where such behavior was shown to have 
damaged a company, hurt business interests or be inconsistent with business needs. 
 
Pretexting 
As noted, an employer would be flirting with particular trouble if it obtained information by 
manipulating social-networking sites. This could be done by creating multiple identities or by 
using “pretexting,” which can include pretending to be someone else or another entity. Such 
conduct would not only constitute a potential violation of the “terms of use” conditions 
commonly established by commercial social-networking sites, but may subject an employer to 
liability under federal law, including the Stored Communications Act, which protects the privacy 
of stored Internet communications. 
 
In light of these potential risks and pitfalls, employers should initially consider whether the 
benefits of information derived from social-networking sites and blogs are worth the potential 
liability. Employers that decide to make use of online information should exercise a high 
degree of discretion in determining what and how such information should be collected and 
considered before using it as a basis for employment decisions. 
 
Excerpt from the King County Bar Association, www.kcba.org.  Authors Vickie Wallen and Brian Flock practice 
labor and employment law at Perkins Coie, LLP. All rights reserved.  This content is copyrighted and may be 
reproduced in any form including digital and print for any non-commercial purpose so long as this notice remains 
visible and attached hereto. 
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Social Media Superlist – How Organizations Are Using Social Media 

Need Inspiration? 
A great way to get ideas on how your organization can use social media is to check out what 
others are doing. Here’s a comprehensive list of sites and resources that will help to get you 
started. 

1. WOMMA’s Case Study Library  

 

Described by WOMMA (the Word of Mouth Marketing Association) as: “a “how-to” 
resource intended to help you gain a better understanding of the different types of word 
of mouth marketing that exist, as well as how to put them to work for you.” This is a very 
usable tool that includes searchable database of word-of-mouth/social media case 
studies. You can also browse by categories such as “Create a Blog,” “Work with Online 
Communities” and “Establish A User Community.” 

2. List of 35+ Examples of Corporate Social Media In Action from Mashable  

 

Mashable has a list of more than 35 examples of companies who are experimenting 
with Social Media along with links to examples of their social media effects in action. 
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