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We’ve recently developed a new way 
to help you get the most out of your 
CustomerLink marketing program. 
You may have already noticed some-
thing called “My Marketing Manual” 
in your email inbox, but if not, you’ll 
see one soon. It’s the CustomerLink 
“My Marketing Manual,” an electronic 
“owner’s manual” filled with informa-
tion about what your program does, 
how it does it, why it does it, where 
things are, and more. Think of it as a 
nuts-and-bolts strategy guide.

Marketing is a complicated universe 
these days. With the changes in 

technology, particularly Internet but 
fast-in-coming smart phones too, 
there’s so much more to keep track 
of than there was even five years 
ago. CustomerLink is staying on top 
of these technologies for you, which 
is why we introduce new products 
and services when we feel the time 
is right and the technological land-
scape stable enough for any given 
platform or marketing avenue. That 
said, we feel it’s important for you to 
know what your program has, what it 
can do, and how to get components 
turned on and working for you if they 
haven’t been activated yet.

The Customer-
Link “My Marketing Manual” 
will be sent out periodically as we 
develop new content that illustrates 
certain features and functionality of 
CustomerLink programs. Each issue 
will include short introductions to 
various topics and links that take you 
to the relevant video or article on our 
website (customerlink.com). They say 
knowledge is power. This our way of 
helping to empower you.

Introducing the CustomerLink           
“My Marketing Manual”

By: John Dalton
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A question came up in conversation 
the other day where someone asked 
if they really needed a website these 
days now that Facebook is so popular. 
The argument was that Facebook is 
easier to use, and it has millions and 
millions of users, while websites can 
be difficult to set up and maintain. 
And that’s true; Facebook is easier, 
and it is an excellent tool for getting 
the word out about your shop. How-
ever, it is just ONE tool. You wouldn’t 
throw out your ratchet and socket set 
just because you bought an impact 
wrench, would you? The same goes 
for a website.

Think of Facebook as your day-to-
day communication tool. Each day or 
so, you put up a message (or more) 

that your customers may or may not 
notice as it moves along their personal 
Facebook walls. They won’t see all your 
posts, but they’ll see some. This keeps 
your business “fresh” in their minds. 
When it’s time for service, especially 
if they have received a postcard or an 
email recently, seeing your Facebook 
post scroll by might be just the 
thing to jar them into setting up that 
appointment they know they need. 
It’s all part of a marketing program for 
your shop. A system. A huge part of 
good marketing is about “impressions” 
and making “multiple touches.” 
Facebook is a tool for doing that.

Think of your website as your on-
line storefront. This is where people 
who know they have a need will find 

you. Your website sets the tone for 
your business. It establishes you as a 
professional, and provides important 
information about products and serv-
ices you offer (not to mention phone 
numbers and addresses and all those 
important things). 

While in many ways both Facebook 
and your website are similar, they re-
ally do different things—and they can 
work together extremely well. And 
best of all, if you have a good pres-
ence on each, you have twice as many 
opportunities to show up if someone 
is using a search engine like Google, 
Yahoo or Bing. (And that’s just those 
two options; ask us about a smrt 2.0 
share site for your shop and about 
Twitter working on autopilot too).

Which Is Better, Facebook or a Standard Website?



The following article is one we published 
back in January, right after the holiday 
season was over. It was a reflection on the 
holiday card habits we all have (or might 
have if we were so inclined). The article was 
more popular than we could have antici-
pated, and, given that now is the season for 
holiday cards, we thought we’d bring it back 
for something to think about BEFORE the 
holiday card season is in the rear view mirror.

As the guy who does a lot of the writing 
for CustomerLink, I spend my fair share 
of time writing for and about our holiday 
cards. I write about the purpose of them, 
explaining the value of a customer touch, 
and how a holiday card creates an emo-
tional response that helps build customer 
loyalty. I write lots of things like that. As I 
write, I know all these things are true in my 
mind, intellectually I “get” it, but as a reflec-
tion on the holidays just past, I figured I’d 
point out that I know it emotionally too.

I spend most of my time in a dark back 
corner of the CustomerLink building 
(that’s where we writer-types like to be), 
typing madly away. People around here 
jokingly refer to me as the cave dweller, 
which is kind of true. I don’t get to inter-
act with customers as often as our sales 
representatives and account mangers 
do, nor do I really have tons of contact 
with our vendors, as we have more out-
going folks in the marketing department 
who do that. But I do, sometimes, touch 
bases with customers and other market-
ing partners throughout the year.  

Well, this year, I got a Christmas card 
from one of them. It wasn’t a fancy one; 
it didn’t come in a foil-lined envelope or 
have lots of glitter and lace on the front.  
It was just a postcard with the message 
“Happy Holidays from Us to You” on the 
front and my name along with Custom-
erLink’s address and the like on the back.  
That’s it. Pretty simple, I bet the company 
that sent it sent out hundreds of them. 

But I hung it on my wall. 

It made me happy to get it. Not over-
joyed, it wasn’t me running around the 
office yelling like Steve Martin did when 
he got the phonebook in that movie 
The Jerk, but it was nice to see my name 
on a card. It provided a tiny little dose 
of pleasant emotions when I got it. So I 
kept it and stuck it up there to be part of 
the holiday decorations above my desk. 

At home, my wife and I got two Christ-
mas cards from companies we do 
business with personally as well: our 
pest control company and the guy who 
came and rebuilt our gas barbecue last 
summer. We’ve been with the same pest 
control guy for fifteen years, and we have 
kept him through three moves and his 
switching companies. I’m not sure when 
I’ll need anything for my barbecue, but 
I assure you, I’ll be calling the guy who 
sent me that card first.  Both of those 
cards are sitting amongst the skyline of 
cards upon our mantle, nestled amongst 
cards from family and friends.  

Think about that. Two cards out of about 
fifteen or twenty are from companies we 
do business with, and yet those cards 
made it into a collection of cards from 
people we (my wife and I) care about. 
Those two companies got mixed into a 
very select crowd. 

I know the guy who does our pest con-
trol is Leroy.  The barbecue guy is Pete.  
The people who sent me the card at 
work are Deb and Ray. I didn’t remember 
that until I got the card, to be honest. 
But I know it now. And if I have any say in 
where we spend advertising dollars this 
year, I’ll remember them then too. That’s 
not a promise to buy. I’m not that easy 
to lock down. But it is a truth that their 
company will have an emotional advan-
tage when it comes to how I approach 
decision-making in the coming year.
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Reflecting on Holiday Cards –                         
A Personal Experience
By: John Dalton

Speaking of the 
Holidays…
Don’t forget to decorate your shop 
for the holidays. And it’s not just 
about festive greenery, winter motifs 
and familiar ornaments and imagery. 
The holidays are a gift-giving time, 
so make sure you decorate with 
GIFT GIVING in mind. Stack tires with 
a bow on them. Wrap a box in gift 
wrap and put a shiny new wheel 
on it. Stack up windshield wipers, 
jumper cables, tire chains and other 
items people can easily give, and 
then put a sign on the display letting 
people know “THIS IS A GREAT GIFT 
IDEA.” 

Think about how hard it is to buy 
presents for some people you know. 
Sometimes you are stumped and 
you need an idea, an inspiration, 
right? Well, so do your customers. 
They have people in their lives for 
whom they have trouble thinking up 
good gifts. So, help them out.

And don’t forget gift certificates. 
They are easy to do. Make a little sign 
for your counter, print up a couple, 
and write something that reminds 
people how great a stocking stuffer 
gift certificates are. In tough times 
like these, car repair is something 
many folks have put off. Giving the 
gift of auto service could really make 
a big difference in someone’s life. 
Encourage your customers to do that 
for someone they know and love.
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Men rise from one ambition to another: first, 
they seek to secure themselves against attack, 
and then they attack others.  

– Machiavelli
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Internet Trolls Are 
Bad for Business 
By John Daulton

Many folks don’t know what an Internet 
troll is, so I’ll explain. Online, a troll is 
someone who enjoys making people 
mad online. They purposely say offensive 
things, not because they actually care 
one way or another about an issue, but 
because they love seeing people get 
mad online. 

There are two main things to remember 
about Internet trolls. The first is that they 
don’t really care about whatever it is 
they are saying to you or about you. That 
means that arguing with them doesn’t 
help anything. Which leads us to the 
second thing to remember: nothing you 
can say changes a troll’s mind. Because 
trolls aren’t arguing with you to prove 
anything, they don’t want to “win” the 
argument, so whatever you say doesn’t 
affect them. In fact, arguing with them is 
the worst thing you can do. By arguing, 
you show them what you care about. 
That helps them understand how better 
to annoy you. The more you argue with 
them, the more attention you pay them 

(which is what it’s really all about), the 
more you are “feeding the troll.” So don’t. 

Here’s why: The worst thing about feed-
ing a troll is that it can make YOU look 
bad. And that’s the real victory for a troll. 
If a troll can make you lose your cool, 
get mad and throw an angry Internet 
fit—which is permanently displayed on 
the Internet—they have done their troll-
ish job. They are happy. Worse, people 
who come along later and happen to 
see the conversation might think you 
are the “bad guy” when, in fact, you were 
actually, technically, the victim of a troll. 
So, don’t feed the trolls. It can be very 
hard, especially if they are hitting your 
emotional buttons on things like politics 
or religion, but don’t get sucked in. It’s a 
trap. Let it go. 

Because your public reputation online 
is important to your business, the best 
thing to do is to be aware of the exist-
ence of trolls and don’t let anyone get 
your goat! If someone irritates you—
whether it’s actually a troll or just some-
one who irritates you by the nature of 
his or her personality—be nice. Treat 
these people as you would if you had 
met them at a restaurant or in line at the 
grocery store. While that might some-
times mean having to bite your tongue 
(or at least having to take a breath before 
responding so you can write in a diplo-
matic and professional way), in the long 
run, it works best for your online reputa-
tion. If the point of our online presence 
is only to amuse ourselves, it may not 
matter what people think. But if we are 
presenting ourselves as professionals, 
it’s important to be aware that what we 
write is how we will be perceived. You 
are your brand online.



It’s Time to Order Holiday Cards!

Have Good Customers Who 
Support Your Business?                      
Say, “Thanks,” with a Holiday 
Card.

Sending a holiday greeting is an ex-
cellent way for you to stay connected 
with your customers. Show them 
your appreciation for their support of 
your business. There are lots of places 
they could go, but they choose to 
support you and the quality services 
you provide. Say, “Thanks,” with a 
holiday message. Plus, holiday cards 
make people feel good about your 
shop, and that can help cement rela-
tionships going into the new year. 

NOW is the time to take action.

Order holiday cards by November 
17, 2011, for standard-class mail. 
Ordering early will help ensure your 
shop’s cards get to your customers in 
time for them to enjoy having them 
around the house.  Ordering later 
does not mean you can’t get your 
messages there, but first-class mail 
costs more, so why wait? Call your 
Account Manager and order your 
shop’s holiday cards today.
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