
Social Media at Work 
(You can’t unring that bell!)
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Charisma isn’t character.  
 
But it is a much-sought-after trait in leaders, especially 
in a high-tech, “we need it yesterday” business world. 
  
In fact, charisma is so important in today’s business 
world that an instrument the size of a corporate ID 
badge suspended on a cord that is worn around one’s 
neck all day long at work actually measures one’s 
charisma.  It’s called a “Sociometer,” developed at MIT, 
and it accurately measures the degrees of charisma 
that leaders and potential leaders are perceived to 
possess by the various audiences they meet with and 
present to every day.   
 
In 2012 – an election year – candidates for the position 
of Leader of the Free World are secretly seeking 
training in how to exude the charisma necessary to 
propel them to the White House.  Why?  Because 
human behavior response studies show that charisma 
actually supersedes other highly-desirable leadership 
qualities that are crucial to success, such as 
experience, accomplishments, and yes, even 
character, when it comes to persuading staff people 
and volunteers to work on your behalf and inspiring 
passion in others to follow your lead and support your 
ideas.  Charisma is the Number One trait that leads 
hopeful candidates to their ultimate goal:  Electability. 
 
Charisma in today’s business world has been defined 
as just the right balance between Strength, Warmth, 
and Humor.  Staff people know charisma when they 
see it, and they are inspired and stirred to action by it.  
Steve Jobs had it.  George Clooney has it.  Ronald 
Reagan had it, as does former President Bill Clinton.  
When a leader lacks charisma, it can, and often does, 
cost him the trust and support of his followers.  And 
during a crisis situation, it can even cost a leader his 
job, as it did recently in the Northeast for the President 
of a utility company, in the wake of the October 
Nor’easter that placed nearly 1 million Connecticut 
residents in the dark for over a week.  The executive’s 
on-air media appearances portrayed him to be stiff, ill-
informed, and seemingly non-caring about the plight of 
his customers who were left without power and heat for 
days.   
   

 
 
In a time of crisis, he lacked the passion and empathy 
that would connect him with his customers.  The result 
was massive outrage, and a perceived lack of 
leadership at the top.   If the executive had charisma, he 
may still have his high-profile position today. Instead, he 
resigned under intense pressure from both the media 
and the people his company serves.   
 
Charisma has become so important in today’s visual, 
high-tech world of work that major corporations are 
seeking training for their leaders and potential leaders in 
developing it.  But, can charisma actually be taught?  
Or, is it an innate ability that cannot be imparted to the 
masses?   
 
Just as effective public speaking can be taught – 
Toastmaster’s is an international organization that 
“teaches” people how to overcome their fear of public 
speaking, and present effectively  – it is widely believed 
that charisma can indeed be taught:  to a point.  
Introverts cannot be taught to become extroverts:  
however, body language, vocal tonality, eye contact, 
appropriate hand gestures – all these are important 
elements in developing and delivering messages in 
charismatic fashion.   
 
Learning Dynamics is making this increasingly 
important leadership attribute an important part of our 
communications programs.  Because, although 
charisma isn’t character, it is an important element in 
inspiring others to follow your lead.  And inspiring 
passion in a person, a project or an important initiative 
is the key to realizing and maintaining success.   
 

Have you heard about our new division, Faith 
Dynamics? At Faith Dynamics, we understand that 

Church Leadership is a demanding business.  Our highly-
trained consultants offer an average of 15 years of 
experience in implementing successful faith-based 

initiatives in congregations country-wide.  

To learn more, visit 
http://www.learningdynamics.com/training-faith-

dynamics.htm
or call 203-265-7499 ext. 208.  

 

 
 
 
 
 
 
 
 
 
  
 
 

3. Individually Focused Coaching  
This category of training is focused on one individual 
with a very specific behavioral goal. It is typically used 
to prepare a manager for the next level or prepare a 
leader for a new assignment. This type of training is 
often a one-on-one process with a coach working side 
by side with the trainee to provide immediate feedback 
and learning opportunities.  
 
This approach relates to an athlete working one-on-one 
with a coach to prepare for a demanding future contest. 
 
This approach includes short versions of the topics in 
the categories above, but only as a means to add 
specific skills to accomplish specific results. 
 
The topics included in this group are varied and 
virtually unlimited. Often the coaching will re-open 
topics covered previously with a new or different focus 
on results. The ultimate goal here is targeted behavior 
and targeted thought processes and approaches. 
 
Learning Dynamics boasts a 30-plus year history as a 
full service training and development company. With a 
proven track record in all of these categories across 
industries, we take great pride in our ability to work with 
our clients to identify the approach that implement the 
most effective training methods that help our clients 
reach their goals. � 
 

 

Learning Dynamics is pleased to now offer 
Outplacement Services 
As a result of requests from several of our long-
time clients, Learning Dynamics is now offering 
outplacement services. Our seasoned Career 
Transition Consultants provide employees in 
transition with personalized, one-on-one attention 
and support. We help these employees organize an 
effective job search campaign as they prepare for 
their next position. For further information, 
contact us at 1-800-3SKILLS.  
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“Inoculation Theory” Generally 
Doesn’t Work 

 

It is not uncommon for new clients who approach 
us at Learning Dynamics to verbalize a belief that 
training works somewhat the same as medical 
inoculation. We call the situation “Inoculation 
Theory.”  Here’s how it is defined: 
 
Leaders within an organization believe that training 
should be like preventive medicine.  Get all your 
shots before you get sick and you won’t get sick. 
Send people to training that might (or might not) 
have generic applicability within their job functions 
and by doing so prevent any future performance 
problems from happening.  Train everyone on a 
set of generic knowledge that will inform the 
participants of the right behavior to use whenever 
the situation warrants it.  
 
By extension, this theory also means that once a 
person has had their “shot” of that knowledge, 
they’ll never need it again, or at least not for 
several years. Once you have been given the 
knowledge (serum to prevent mistakes) you’ll 
always have it and it will protect both you and your 
employer.  
 
One of our consultants was previously the Director 
of Training and Development for an entire division 
of a large Fortune 500 company. His position was 
a new one, reporting directly to the CEO of the 
division. Every Tuesday the CEO had a senior 
staff meeting with updates, reporting and 
occasionally public criticism. The new Training 
Director was warned by his peers to keep a low  
 

 
 
profile during those meetings to avoid the 
sometime difficult critical scrutiny that sooner or 
later everyone present will have experienced.  
They were generally high stress meetings.  
 
As the new director sat in his very first meeting, 
the CEO announced that a whole new set of 
performance guidelines had been sent out to all 
300 sales reps. Those guidelines included 
significant changes in the way performance would 
be tracked and how subsequent rewards would be 
delivered. The sales reps were instructed to read 
the 200-page booklet and alter their performance 
accordingly. The CEO concluded this 
announcement with the statement, “All they really 
need is information transfer. The right information 
will dictate the right behavior.” 
 
The new Training Director was in a very difficult 
position. Finally, after weighing the risk versus the 
potential to prevent massive noncompliance, he 
raised his hand and said, “Since we now have a 
person on board who is supposed to be 
knowledgeable about information transfer and its 
resulting behavior, I think you’d be surprised to see 
that the research says that knowledge transfer 
alone won’t work to dictate behavior. Without 
specific training on the application of the new 
information, the risk for ineffective behavior is too 
high. There is simply too much at stake. “ 
 
 
     (OVER) 

 
 

(OVER)
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Clearly the world of cyber communications 
surrounds and pervades all that we do, especially 
in the workplace. More and more of our clients at 
Learning Dynamics are asking us to help them 
manage the use of social networking on the job. 
The creation of and revisions to company social 
media policies is an ongoing challenge. 

It seems certain that the challenges with 
maintaining a set of practices for social networking 
in the workplace stem from a number of factors. 
First, it is important to remember that social 
networking wasn’t created for use at work. It was 
designed for people to stay in touch with each 
other quickly, often in the moment, and to share 
experiences and reactions to their worlds in a fast 
and entertaining manner. Social networking never 
belonged to employers and, in many circles, still 
doesn’t. Secondly, one of the fundamental 
underpinnings of the Internet in general is a lack 
of government regulation or control, so the 
philosophy behind the use of social networks 
is that it cannot and should not be regulated by 
“higher authorities.”

So, while social networking has clearly come to 
work with us, it was not created or proliferated by 
employers. It came along with employees as the 
standard way to keep in touch with their individual 
worlds. Our challenges with social networking on 
the job start with our ability to help employees 
realize the distinction between their networks 
socially and within the workplace. They are clearly 
not the same thing.

There are now countless stories of younger 
(and even older) job candidates who were on the 
verge of being hired who were eliminated from the 
candidate pool because of the materials they had 
posted on their social media pages. Their right 
to post whatever they choose on those pages is 
countered by the double-edged sword that those 
very same freedoms allow employers to access 
the same pages. This is often a harsh reality dose 
for young people who need that first job or the 
chance to move up in their current job. 

Employers have an obligation to their employees, 
or even to their potential employees, to create a 
distinction between purely social-based media 
and employment-related social media. One of 
the more effective comments we have heard 
from our clients to help employees or candidates 
understand this separation is to ask, “Would you 
feel comfortable with your social network pages 
recreated on a huge billboard on Main St. in the 
town where you work?” In fact, once they have 
posted their materials online, they have posted 
it as publicly as if they created that billboard. 
And once that information has become publicly 
available it is very difficult, maybe even impossible, 
to remove the impression it causes.

On the other hand, those employees who realize 
the awesome power of social networking within 
the workplace can utilize it to grow their personal 
brand, to advertise their availability to employers, 
and to remain connected to their resources with 
the world of work. What was originally designed 



to entertain friends and encourage social dialogue 
can be recreated as their workplace marquée, 
their demonstration of professional capabilities, 
and their respect for their employer. Once 
employees realize that the social media 
environment can be multi-faceted to achieve 
different outcomes, then they can create an 
impact for the viewer that is both purposeful and 
intentional. 

Our experience with those social media policies 
and guidelines that some of our clients have 
designed has resulted in some common practices 
consistent among them.  For example, we see 
that employees have recreated their own social 
profiles to avoid universal taboos.  They have 
avoided topics like:

 • Religion
 • Politics
 • Detailed information about personal life
 • Anything involving alcohol
 • Anything involving sex
 • Criticism of current employers
 • Inappropriate pictures or videos

Often, employees have made the decision to not 
connect their business sites (like LinkedIn) with 
purely social sites (like Facebook).  

What is effective on work-based social media sites 
are things like employees’ latest accomplishments, 
special assignments they have successfully 
completed, company achievements, especially 
within the community, and initiatives that enhance 
their employer’s status in the industry and/or 
community.  Many employees have worked hard 
to maintain the light-heartedness and humor 
associated with social networking utilizing work-
related photos and graphics that are compelling 
and entertaining.

In response to the rapidly changing (and growing) 
world of social media, Learning Dynamics has 
responded to our clients’ needs with the develop-
ment of a program called Social Media Usage and 
Etiquette in the Workplace, which is customized 
to each client’s policies and practices on the use 
of social media. We can assist clients in creating 
a proactive approach to this fast-developing realm 
of communication and help assure its use as an 
asset for employees. 
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