[image: image1.jpg]NASHUA




Social Media Policy
This document contains information, which is the property of

NASHUA LIMITED
No part of this document may be reproduced, transmitted or divulged to third parties in any form or by any means, without written permission from NASHUA LIMITED.

TABLE OF CONTENTS

31
Introduction


32
Definitions


43
Social Media Engagement


44
Rules of Engagement


65
Conclusion



 
1 Introduction

Social networking through the use of web-based and mobile technologies as a means to turn communications into interactive dialogue is integrated into everyday life.  Use of Facebook, LinkedIn, Twitter, blogging, wikis and other online social media vehicles are commonplace. 
The following document is intended to provide Nashua staff, franchisees, resellers and partners with guidelines to eliminate any confusion concerning the use of social media in relation to their association with Nashua.
We realise that the lines between work and personal life can become blurred and in general, we believe that what you do on your own time is a personal decision. However, activities in or outside of work that may affect your job performance, the performance of others, or Nashua business interests and reputation negatively are of concern for our company.
2  Definitions

With regards to the social media policy the following definitions apply:

· Social Media Channels - Blogs, micro-blogs, wikis, social networks, social bookmarking services, user rating services and any other online collaboration, sharing or publishing platform, whether accessed through the web, a mobile device, text messaging, email or any other existing or emerging communications platform.

· Social Media Account – A personalised presence inside a social networking channel, initiated at will by an individual, i.e. YouTube, Twitter, Facebook and other social networking channels.
· Social Media Disclosures - Blog posts, blog comments, status updates, text messages, posts via email, images, audio recordings, video recordings or any other information made available through a social media channel. Social media disclosures are the actual communications a user distributes through a social media channel, usually by means of their social media account. 

· User Profile – social media account holders customise their user profile within a social media channel with specific information about themselves which can be made available to others users.

· Copyrights – Copyrights protect the right of an author to control the reproduction and use of any creative expression that has been fixed in tangible form, such as literary works, graphical works, photographic works, audio visual works, electronic works and musical works. It is illegal to reproduce and use copyrighted material through social media channels without the permission of the copyright owner.

· Hosted Content – Text, pictures, audio, video or other information in digital form that is uploaded and resides in the social media account of the author of a social media disclosure. If you download content from the Internet, and then upload it to your social media account, you are hosting that content. This distinction is important because it is generally illegal to host copyrighted content publicly on the Internet without first obtaining the permission of the copyright owner or obtaining such information from an open source. 

· Embed Codes – Unique codes that are provided to entice others to share online content without requiring the sharer to host that content. By means of an embed code, it is possible to display a YouTube user’s video in someone else’s social media account without requiring that person to host the source video file. This distinction is important because embed codes are often used by copyright owners to encourage others to share their content via social media channels.

· Controversial Issues – Issues that form the basis of heated debate, often identified in political campaigns as wedge issues, since they provoke a strong emotional response, i.e. political views.

· Official Content – Publicly available online content created and made public by Nashua, verified by virtue of the fact that it is accessible through our corporate website and other official, paid for online channels.

3 Social Media Engagement
Emerging social media platforms for online networking are fundamentally changing the way we work, offering new ways to engage with customers, colleagues, and the public. It's a new model for interaction and Nashua believes social media conversations can help to build stronger, more successful business relationships and a way for you to take part in conversations related to insights and expertise gained through your work at Nashua.
If you participate in social media and wish to represent the rules and values of Nashua, please take note of these guiding principles:

· Stick to your area of expertise 

· Post meaningful, respectful comments—in other words, no spam and no remarks that are off-topic or offensive. 

· Always think before posting. That said, reply to comments in a timely manner, when a response is appropriate. 

· Respect copyright information and content, and company confidentiality. 

· When disagreeing with others' opinions, keep it appropriate and polite. 
· Each individual is responsible for what they post online, even while not at work.

· Make it clear that the words and thoughts you write online are your own and not Nashua’s, unless you have been tasked to speak on behalf of the company.

· You are legally liable for anything you write or present online.

· Employees can be appropriately disciplined and/or sued by the company for commentary, content, videos, or images that are defamatory, pornographic, proprietary, harassing, defamatory, or can create a hostile work environment.
· Never reveal any confidential and/or proprietary information.
· If you have any question on what has been released to the public, speak with your manager and/or the Marketing department.  Do so before releasing information that could potentially harm the company, our current or potential products, employees, partners, and customers.
Where Nashua encourages its staff to have social media conversations, we must emphasise that social media must be used in moderation during work hours, unless you have been specifically tasked to communicate to customers on behalf of Nashua on Facebook, Twitter, LinkedIn, YouTube and so forth.
4 Rules of Engagement

Should you choose to partake in social media, there are a few golden rules of engagement which we would like to share with you.
Be transparent 
Your honesty—or dishonesty—will be quickly noticed in the social media environment. If you are blogging about your work at Nashua, use your real name, identify that you work for Nashua, and be clear about your role. If you have a vested interest in something you are discussing, make sure to point it out. Transparency is about your identity and relationship to Nashua. You still need to keep confidentiality around proprietary information and content. Do not divulge any private or internal company information in your conversations.
Be cautious 
Make sure your efforts to be transparent don't violate Nashua's privacy, confidentiality, and legal policies for external commercial speech. All statements must be true and not misleading, and all claims must be substantiated and approved. Product benchmarks must be approved for external posting by the appropriate product team. 
Please never comment on anything related to legal matters, litigation, or any parties we are in litigation with, future business performance, financials, business plans or prospects without the appropriate approval. Selected individuals have been given permission to speak on behalf of the company to the media and third parties. 

Also be smart about protecting yourself, your privacy, and Nashua confidential information. What you publish is widely accessible and will be around for a long time, so consider the content carefully.
Write what you know 
Make sure you write and post about your areas of expertise, especially in relation to Nashua, our products and services. If you are writing about a topic that Nashua is involved with but you are not an expert on the topic, you should make this clear to your readers. 
Write in the first person
Speak in the first person (I not we) when referring to your work. Also, please respect brand, trademark, copyright, fair use, trade secrets (including our processes and methodologies), confidentiality, and financial disclosure laws. If you have any questions about these, discuss this with your manager or legal department. Remember, you may be personally responsible for the content which you put out on any social media platform.
Perception is reality
In online social networks, the lines between public and private, personal and professional are blurred. Just by identifying yourself as a Nashua employee, you are creating perceptions about your expertise and about Nashua by our shareholders, customers, and the general public, which in turn creates perceptions about you by your colleagues and managers. Be sure that all content associated with you is consistent with your work and with Nashua's values and professional standards. If you don’t want to associate your online profiles with your place of work, rather remove this information from your profile.
Add value
Nashua’s brand is best represented by its people and everything you publish reflects upon it, so write things that people will value. Your conversations and posts should be thought-provoking and build a sense of community. If it helps people improve knowledge or skills, build their businesses, do their jobs, solve problems, or understand Nashua better—then it's adding value.
Take responsibility
Use your best judgment and take responsibility for what you write. Remember that there are always consequences to what you publish. Ultimately, however, you have sole responsibility for what you post to your blog or publish in any form of online social media, so think twice before saying something you may regret. If you make a mistake, admit it. Be upfront and be quick with your correction. If you're posting to a blog, you may choose to modify an earlier post—just make it clear that you have done so.

Be a leader
There can be a fine line between healthy debate and incendiary reaction. We would appreciate it if you did not degrade Nashua, our partners, suppliers or our competitors. Try to frame what you write to invite differing points of view without inflaming others. Some topics—like politics or religion—slide more easily into sensitive territory. So be careful and considerate. Once the words are out there, you can't really get them back. Once an inflammatory discussion gets going, it's hard to stop.
5 Conclusion

After having read through this document and you do not agree to this policy and its guidelines, it is suggested that you remove any mention of your association with Nashua from your profile settings, so that your online persona and conversations do not reflect on the values of the Nashua brand. 
Please realise that as an employee of Nashua, you will need to exercise a measure of responsibility regarding any references to the brand.

