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 “The Social Employee” is a useful tool for all companies eager to enter into the world of 

social marketing. Cheryl and Mark Burgess, the authors of this book are co-founders of Blue 

Focus Marketing. They believe in the power of promoting social networking from the cubicles 

of the employees to the executive desks of the C-Suite. A connected company starts with 

connected employees and this book displays examples of already well-established companies 

who have developed a successful social brand. I would like to share some examples from this 

book to demonstrate how important it is to implement social networking into your company. 

Cheryl and Mark have done their research and it shows through the many interviews 

and commentaries from leaders of companies such as: IBM, Southwest, AT&T, Cisco, Dell, 

Adobe, and many more. The most important phrase and repeated idea within this book is that 

“The experiences consumers have are ultimately what will justify a brand’s existence” (page 8).    

Customers now have the ability to share their experiences with your company and this 

conversation can help you identify whether improvements are needed and where you are 

excelling.  



Nobody wants to hear their company needs improvement, but without social feedback 

you may never realize that an area is lagging. The most important step to address such issues is 

by having a conversation with your customers, find out what went wrong, and work as a team 

to build a solution. This book gives several examples of how a tough situation turned into a 

winning solution because of social feedback. My favorite example is in Chapter 9 regarding 

Southwest’s Way and a case of unfortunate “Damaged Baggage”. A customer was flying 

Southwest during Christmas and had purchased a brand-new suitcase for his trip. When he 

arrived at his destination he found his suitcase badly damaged and shared his disappointment 

on social media. Southwest responded with an apology, a check for a new suitcase, and a 

refund on his flight. He is now a brand advocate for Southwest who shares his story of a poor 

situation turned positive. 

Another key element this book reverberated on is that many companies have not 

progressed with the changes of technology. There are many aspects of why this might be 

happening and the author does a noble job of pointing out the reasons why. First, companies 

are sometimes afraid of change and failure with making changes, companies are afraid they will 

lose control of their brand into the hands of the consumers, and finally they aren’t informed in 

modern business-styles and techniques to create the evolution into social marketing. Many 

companies that I have worked for are limited to what they can do based on the decisions of 

executives. If more companies utilized the ideas of all of their employees, then maybe they 

would make well-informed decisions on how to utilize current tools.  

The Social Employee recognized many companies who have successfully integrated a 

social marketing campaign that is beneficial to their customers and themselves. One chapter 



that really stuck with me is IBM and their decision to incorporate the ideas of all employees and 

how they are encouraged to implement social media into their workday. Employees known as 

“IBMers” utilize many available intra-networks as well as social media tools to share their brand 

with the world. The authors demonstrate a pride these employees have because their company 

doesn’t leave anyone displaced. Ethan McCarty, Director of Enterprise Social Strategy at IBM 

states, “Employees are the brand at IBM” (pg. 54).  

I highly recommend this book to anyone who works in any level of business because the 

world is constantly changing and although technology is evolving, the necessity for human 

interaction is still vital to a company’s success. The methods of communication and interaction 

have changed, but the basic principals have not. Key characteristics of a company include: 

“character, authenticity, storytelling form” (Pg. 12) and transparency. Cheryl and Mark Burgess 

have done an extraordinary job in sharing the benefits of using modern social technology while 

maintaining human interaction.  


