
he World Wide Web will con-
tinue to be a must for any busi-
ness to survive.

If you think that is a bold
statement, look at anyone you know
under the age of about 30. Just take a look
at your kids; their lives are in the palm of
their hands in the shape of a cell phone.
Most use it for all their communications
these days, including email, texting and
Internet, particularly with the smart
phones that are available now. Like it or
not, it will continue to be a way of life
now on and into the future.

According to an Engine Builder Survey,
more than 65 percent of you are already
using the Internet to do most of your
research looking for parts, machinery or
equipment, and that number continues to
increase. Don’t you think your customers
are doing the same thing? I don’t even use
Yellow Pages anymore: I go right to the
Internet to find businesses or phone num-
bers.

So, we all agree on the importance of a
business Web presence. An extension of
that presence would be your use of “Social
Media,” sites like Facebook, Twitter,
YouTube and even Angie’s List.

Everyone has heard of these sites,
unless you’ve been hidden in a cave for

the last few years! Even if you haven’t used
them, your kids (and nearly every other
human) have and are. They are all some-
what similar, but different, and best of all,
in most cases they are FREE, requiring
just a little bit of your time.

I want to mention one thing here. The
success of your Internet marketing is
directly proportional to the time you put
into it. You can’t just build it and hope they
come: it will require regular updating to
be most successful. No, you won’t need to
spend hours and hours each week, but
you should plan on a regular schedule to
update things. More about this later, but I
want you to be aware that some time will
be required.

So what are the benefits of using social
media? Well, I think we all agree that
word-of-mouth is where you gain your
best customers, and all we ask is to get a
customer in the door one time. As profes-
sionals, we are confident that we will
impress them enough to keep them as a
long term customer, right?

Simply put, social media such as
Facebook is word-of-mouth on steroids.
It can increase the number of consumers
who are aware of your business exponen-
tially. For instance, if a customer tells his
neighbor about what a great shop you

have, the neighbor may or may not pass
that recommendation on, but, if your cus-
tomer writes on his Facebook page about
your great shop, all his “friends” will see it
too, and that could add up to hundreds.
Where it really gets exciting though, is
that all of those friends may each have
hundreds of friends who will learn about
your shop, too!

Look at it like this; that friend who
wrote about you has 100 friends, but then
each of those friends has 100 friends. It
doesn’t take long to add up: 1 X 100 =
100; 100 X 100 = 10,000. See what I
mean by exponentially?

Will this get you a lot of new business?
Not necessarily, but there will be 10,000
new potential customers who will learn
about your shop; and while they may not
need your services, they may pass the
information along to someone who does.
It’s all about getting your name out there
– isn’t that why we spend money on
advertising?

It’s easy to get started and might be a
way to get your kids involved in your
business. I recommend starting out with
Facebook and Twitter. Both are  similar:
Facebook allows more in-depth informa-
tion, while Twitter is limited to 140 char-
acters per “tweet,” or brief informational,
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inspirational or simply entertaining mes-
sages. A look at the Engine Builder’s
Facebook and Twitter pages will show you
the difference.

To get started with Facebook, in most
cases you will want to sign up as a “local
business.” Once you have an account set
up, you can begin to fill in information.
Again, study the Facebook pages of other
businesses for ideas. The information you
can share on your Facebook page is virtu-
ally unlimited.

Twitter offers all kinds of information
to lead you through the process of making
your first tweet. Again, the information
you put on Twitter can be just about any-
thing, but because you are limited to 140
characters per tweet, Twitter is best for
short announcements; maybe a one-day
special, special holiday hours or other sim-
ilar information.

YouTube is another great marketing
tool. Perhaps you want to provide techni-
cal information to your customers. With
YouTube, you can do it with video.
Highlight your shop and its capabilities.
Show shop operations in progress or suc-
cessful projects. Anything that you think
will enhance your business can be put on
YouTube as a video. Do you have some
successful racers as customers? Show them
performing on YouTube. Once again, take
a look at a company that uses YouTube to
promote its business to see what you can

do. Simply create an account on YouTube
and follow the instructions.

These three sites can be used by any
business, whether you are strictly a busi-
ness-to-business shop or you deal with the
public directly. You might be surprised to
learn how many customers and suppliers
have Facebook and Twitter accounts.

The last site I want to talk about is
Angie’s List. While Angie’s List can be
used by nearly any business, it is geared
around businesses that deal directly with
consumers and the public. Basically, it is a
way for consumers to find competent
businesses to solve their needs. For
instance, if you are new to town and need
auto service, you might use Angie’s List to
find a local garage.

Consumers rate businesses on Angie’s
List and they pay a subscription price for
that privilege. There is no cost to a busi-
ness to be part of Angie’s List – just sign
up. You will be encouraged to get your
customers to join Angie’s List, and of
course, the more customers you have giv-
ing positive feedback, the better.
Remember, only registered Angie’s List
members can give feedback on your busi-
ness.

There are other Social Media sites, but
these four are the best known and most
popular. I know some business owners are
against being on these sites, they are wor-
ried about negative comments that may

be generated (and yes that can happen),
but in my opinion the benefits outweigh
any possible negatives. 

However, it also allows you the oppor-
tunity to see what customers may be say-
ing about you. As a business owner, that is
very valuable information. You can’t just
stick your head in the sand and pretend it
doesn’t happen. An unhappy customer IS
telling others about your business,
whether on Facebook or just by word of
mouth. Getting it out in the open though,
gives you the opportunity to meet it
head-on and correct anything that might
need correcting or to answer any negative
feedback.

You know the old saying, “If it ain’t
broke, don’t fix it.” Well, if you don’t know
about a customer’s problem, you can’t fix
it. However, just think of the positive
impact it will have on your business when
you do jump to fix any mistake. We all
make mistakes – after all, we’re just human
– but it’s how we handle those mistakes
that determine public perception of our
businesses and of us. I want a positive pub-
lic perception, how about you?

These tools can work for you as they
already have for thousands of businesses.
Take advantage of marketing technology
and start using them today! We would love
to hear from any of you who have posi-
tive, or even negative, experiences with
social media.
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