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Introduction 
 
This policy and the accompanying guidelines applies to two primary groups: 
 

- Individuals who create or contribute content to social networks, blogs, forums, or any 
other form of social media on behalf of SAE International or as individuals affiliated with 
SAE 

- SAE employees who participate in social media as individuals who identify as being 
associated with SAE 

SAE employees are welcomed and encouraged to be active participants in social 
media. However, it is important for anyone who participates in such online commentary 
and engagement to understand and follow these guidelines. (Please refer to SAE’s 
code of conduct and staff handbook as supplements to these guidelines.) 
 
This policy is reviewed and updated annually as part of the standard communications 
planning process. 
 

Brand and Administrative Guidelines 
 
Content Creation and Branding Guidelines 
 

1. Content created by employees, partners, vendors, or other third parties should be 
reviewed for accuracy and brand compliance prior to publishing to any official SAE social 
media accounts. 

2. Content that uses official SAE logos, brand marks, or other company-owned materials 
must have approval of the Marketing Communications and Digital Marketing teams. All 
brand guidelines and standards must be followed. 

3. Official SAE social media accounts should be clearly branded or attributed. 
a. Official accounts will include SAE’s name or approved variations in the account 

name and typically use the logo as the profile picture. 
b. Other, unofficial accounts may not use SAE’s name in the account but are 

attributed to SAE in the “bio” or “about” portions of the account’s profile 
information. These accounts may not use SAE’s logo as the profile picture. 

 
Social Media Account Management 
 

1. Employees, agencies, vendors, and other third-party partners may not set up any social 
media account on behalf of SAE without prior authorization from the Marketing 
Communications Director or Digital Marketing Manager. 



2. The Marketing Communications Director is accountable for granting, denying, and 
revoking access to official SAE social media accounts. 

3. Social media accounts that are co-managed by third parties will have an appointed 
community manager within that organization to assist with account management. 

a. The community manager will collaborate with SAE’s Digital Marketing team to 
author, edit, and publish content on social media channels. 

b. The community manager will regularly review access lists and roles to ensure 
that they are accurate and current and will make changes as necessary. 

4. Any social media accounts that represent SAE or utilize SAE resources, including 
financial or staff, must be appropriately attributed to SAE. (See also Branding and 
Content Guidelines.) 

5. Community managers and administrators may be called upon to moderate content 
posted to social media accounts. Insofar as the questionable content meets the 
community standards guidelines, it should not be removed, altered, or otherwise 
moderated, regardless of its favorable or unfavorable reflection upon SAE. 

a. Any content deemed to be in violation of the community standards should be 
dealt with accordingly and the appropriate community managers and 
administrators should be notified immediately. 

 
Participation and Rules of Engagement 
 

1. Employees designated as account administrators or community managers may or may 
not have the ability to act as a company spokesperson. The parameters for engagement 
should be discussed with each individual as they are granted access to the respected 
account(s). 

2. Only those persons designated as official spokespersons or community managers may 
post or comment on social media on behalf of SAE. 

  
Legal and Industry Compliance 
 

1. SAE reserves the right to request that certain topics, issues, or subject matter are 
avoided and may withdraw and/or delete posts or comments as necessary. 

2. Violations of any portion of this policy will be handled on a case-by-case basis in 
accordance with Human Resources policies, including the SAE Code of Conduct and 
staff handbook. 

 
 

Employee Engagement Guidelines 
 
Social media continues to change the way businesses and organizations connect and 
engage with others online. There is tremendous value for SAE to interact with members, 
customers, students, and others within these platforms, and there are opportunities for 
individuals to add value to the conversations taking place, but there are critical 



guidelines to follow to ensure the value persists and negative risks to both SAE and 
individuals are mitigated. 
 
Employees must understand that actions taken online, even through personal accounts, 
can have a negative impact on SAE. Choosing not to disclose your affiliation with SAE 
as part of your public profile does not exclude the possibility of the connection being 
made by other means, including other social profiles, websites, articles, etc. 
 
Information published on the Internet should be considered public, even if it is published 
to a personal or private account. Employees should never assume that information will 
remain within the personal account or private space or that deleted information cannot 
be recovered or reproduced after the fact. 
 
Following these simple guidelines will help to mitigate risk while adding value to relevant 
online discussion: 
 

1. Employees should neither claim nor imply that they are speaking on SAE’s behalf. 
(Exceptions to this guideline are allowed and detailed in the “Participation and Rules of 
Engagement” section of this policy.) 

a. When commenting on any aspect of SAE’s business, employees should write in 
the first person and must clearly identify themselves as an associate with an 
included disclaimer: “The opinions and positions expressed are my own and not 
of SAE International.” 

i. Disclaimers in a “bio” or other general profile area are not valid 
disclaimers. Individual posts or comments must include a disclosure as 
well. (For example, the disclosure may be as simple as a tag such as 
“#IWorkAtSAE”.) 

b. When commenting on other articles or posts related to the industries SAE 
serves, always disclose your affiliation and clearly state that your opinions are 
your own and not SAE’s. 

c. Executives and other key leaders should note that, by virtue of their positions, 
personal thoughts published to social media may be misunderstood as 
expressing an official position on behalf of SAE. Proper judgment is required. 

2. SAE does not endorse people, products, or services. Official SAE accounts should not 
be used to provide such endorsements. 

a. For personal social media accounts where your connection to SAE is apparent, 
you should be careful to avoid implying that an endorsement of a person or 
product is on behalf of SAE, rather than a personal endorsement. 

i. For example: LinkedIn users may endorse individuals or companies, but 
may not use SAE's name in connection with the endorsement, state or 
imply that the endorsement is on behalf of SAE, or state specifically that 
the endorsement is based on work done at SAE. 

3. Never represent yourself or SAE in a false or misleading way. Your social media 
activities should be consistent with SAE’s high standards of professional conduct. 

4. Be professional, use good judgment and be accurate and honest in your 
communications. Errors, omissions, or unprofessional language or behavior reflect 
poorly on both yourself and SAE and may result in liability in accordance with the SAE 



Code of Conduct and staff handbook. Be respectful and professional to fellow 
employees, business partners, and competitors. 

5. Write only what you know and only use pre-approved messaging and competitive 
comparisons when discussing industry-related topics. Ensure any claims you make are 
true, accurate, and fall under these approved claims. 

6. Never disclose any information that is confidential or proprietary to SAE or any third 
party that has disclosed such information to SAE. 

7. Ensure that your social media activity does not interfere with your work commitments. 
8. SAE strongly discourages staff in management or supervisory roles from initiating 

“friend” requests or other connections in social channels with employees they manage. 
Managers/supervisors may accept requests if initiated by the employee and if the 
manager/supervisor does not believe it will negatively impact the professional work 
relationship. 

a. Managers or supervisors should assume that his or her employees will read 
posts and other content published to social media. Remember that public forums 
are not an appropriate setting to communicate internal company policies or share 
other observations with employees. 

9. Unless approved by the Director of Marketing Communications or Digital Marketing 
Manager, your social media name, handle and/or URL should not include SAE’s name 
or logo. 
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