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Introduction 

Referrals are not an afterthought. They are not a line item in your 
marketing plan. In small business, they are one of the few things 
that deliver both high trust and high return.  

A great referral isn’t just a warm lead. It’s proof. It tells you your 
service is working, your message is landing, and your customers 
are engaged enough to bring others in. 

But referrals don’t happen by luck. They happen by design. This 
playbook is about that design. It’s not about rewards programs or 
scripts. It’s about building a business that earns the right to be 
referred, again and again.  

This playbook shows how referrals can move from sporadic to 
strategic, from hope to habit. The structure, the consistency, the 
experience, the leadership. It all matters. 

We break referrals down across four core business functions: 
leadership, customer engagement, marketing, and sales. Each 
one plays a distinct role in making your business referable. Each 
one either builds trust or chips away at it.  

When aligned, these functions don’t just support referrals. They 
drive them. They create momentum across every part of the 
business. 

Referrals don’t live in a single department. They live in the 
culture, the rhythm, and the habits of your team.  

This playbook shows you how to put them there. It’s not a 
campaign. It’s a system. Not a project. A practice. 
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Why These Four Categories Matter  

Referrals are earned. Not requested. Not incentivized. Earned. 
They reflect the total experience a customer has with your 
business.  

That means they are influenced by everything. How your team is 
led, how your customers are treated, how your brand 
communicates, and how well your sales process honors trust. 

Leadership sets the tone. Leaders decide what gets talked about 
and what gets ignored. In referral-ready businesses, leaders make 
it known that referrals are expected, celebrated, and rewarded.  

They don’t just mention referrals, they measure them. They 
remove friction for the team. They build referral habits into the 
systems. 

Customer engagement is where referrals are born. People don’t 
refer because they’re asked. They refer because they had a 
moment worth sharing. That moment is almost always tied to 
how they felt; cared for, respected, understood.  

Frontline teams that deliver that level of care create the 
conditions for referrals. But they need to be trained to recognize 
those moments and act on them. 

Marketing gives people the language to refer. If your story is too 
complex, people won’t repeat it. If it’s too generic, they won’t 
remember it. If it’s too vague, they won’t risk their credibility by 
sharing it.  

When your marketing is done right makes your message stick in 
someone’s mind and gives them confidence to say, “You need to 
talk to this business.” 
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Sales brings it home. A referral handed to the wrong sales 
process gets lost. Worse, it erodes the trust of the customer and 
the referrer. Sales must be fast, personal, and precise. And the 
best sales reps don’t just close referrals. They ask for them. 

These four categories are not separate. They are connected. And 
together, they shape whether referrals trickle in or flow 
consistently.  

It’s not just about who owns the referral process. It’s about how 
the business works together to earn it. 

 

 

 

 

 

 

 



 

 
 

Use of this content for ReferralSafe Clients Only 
``` ReferralSafe LLC. All rights reserved. 6 
   

Leadership: Build a Culture of Referrals 

The most powerful driver of referral growth is not marketing 
spend. It’s leadership alignment. If the leadership team doesn’t 
prioritize referrals, no one else will. When leaders believe in the 
power of referrals, it becomes part of the business rhythm. 

Referral culture starts with vision. Leaders need to be clear about 
the role referrals play in growth. That means defining what a 
good referral is, why it matters, and how the team can generate 
more of them. It also means making referrals part of every 
relevant conversation—from weekly team huddles to strategic 
planning sessions. 

Referral-driven leaders equip their teams. They don’t just tell 
people to ask for referrals. They teach them when to ask, what to 
say, and how to follow up. They set expectations. They track 
referral activity. And they reward results. It’s not an afterthought. 
It’s operationalized. 

They also model the behavior. When leadership is seen asking for 
referrals, it normalizes the practice. When leaders publicly thank 
customers who refer others, it shows the whole team that 
referrals are valued. And when a referral turns into business, the 
story should be shared to reinforce the behavior. 

Leaders should review how referrals are treated. Not every 
referral needs to close, but every one needs to be handled with 
care and follow-through. Dropped referrals are not just missed 
revenue. They’re a breach of trust. And trust is what you’re trying 
to build. 

Leaders also need to challenge assumptions. Some team 
members might assume referrals are pushy. Others might 
believe they don’t have the relationships to generate them. 
Leadership has to dismantle those myths through training and 
example. 
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Great leaders go further. They tie referral strategy to incentives 
and performance reviews. They make it clear that building trust 
isn’t just a cultural value, it’s a growth mandate. They invite every 
department into the conversation, from customer service to 
operations. 
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Creating a Culture of Referrals  

Referrals are one of the most powerful growth tools a small 
business can use. They lower acquisition costs, build trust quickly, 
and bring in highly qualified customers.  

But referrals do not happen on their own. They happen when 
your business earns them and when your team knows how to 
support them. 

Here’s how to build a referral culture: 

Give customers something to talk about 
Start with a product or service that consistently delivers value. 
Add strong communication and follow-through. When 
customers feel good about what you do, they are more likely to 
tell others. 

Talk about referrals naturally 
The best time to ask for a referral is right after a customer 
expresses satisfaction. Make it a normal part of the conversation. 
Teach your team to say, “If you know someone who would 
benefit, we would be grateful for the introduction.” 

Make it easy to refer 
Provide clear next steps. Whether it is a shareable link, a referral 
card, or a short email template, lower the friction. People are 
more likely to refer when the process is simple. 

Show appreciation 
You do not need a complex program. A handwritten thank you, a 
quick phone call, or a small gift can reinforce the behavior and 
strengthen the relationship. 

Keep it part of your culture 
Referrals are not a one-time tactic. They should be part of how 
you think, train, and communicate as a business. 

Referrals grow when you make them part of how you operate. 
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How Referrals Actually Happen 

Most people think referrals are a reward for doing great work. 
That’s only half right. Referrals don’t just show up. They happen 
when you create the right conditions, consistently. Great 
businesses earn them, but smart businesses engineer them. 

Here’s how it really works: 

You have to ask 
Even satisfied clients don’t always think to refer. The best 
salespeople ask directly, at the right moment, after a win, a 
compliment, or a milestone. A simple, confident ask goes a long 
way. 

You have to make it easy 
People are more likely to refer when they know exactly who you 
serve and what you deliver. Get specific. Instead of “know anyone 
who needs help?” try “if you know another firm that struggles 
with messy retirement plan data, I’d love an introduction.” 

You have to stay visible 
Referrals happen when you stay top of mind. That means regular 
updates, useful content, and a few personal touches over time. 
Out of sight means out of mind. 

You have to give first 
The best referral engines come from relationships, not 
transactions. When you introduce others, connect people, and 
share opportunities, you build a natural path for referrals to come 
back your way. 

You have to be worth talking about 
Clear positioning, great delivery, and a simple message make it 
easier for others to recommend you with confidence. 

Referrals don’t happen by accident. They happen by design. 
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Referral Collection FAQ 

Welcome! This guide aims to provide answers to frequently 
asked questions about referral collection, helping you maximize 
the potential of referrals to grow your business.  

By following the best practices and strategies outlined below, 
you can effectively harness the power of word-of-mouth 
marketing to expand your customer base and increase revenue. 

What is referral collection? Referral collection refers to the 
process of gathering referrals from your customers, clients, or 
partners, either through a referral program or other means, with 
the goal of driving new business and increasing customer 
acquisition.  

For example, Sarah, the owner of Sarah's Bakery, might ask her 
regular customers to refer their friends and family to her shop in 
exchange for a discount on their next purchase. 

How can I collect referrals effectively? To collect referrals 
effectively, provide clear instructions on how to participate, make 
the referral process simple, and offer attractive incentives.  

For instance, John, who runs John's Auto Repair, might create a 
referral card that customers can easily give to their friends and 
family, with both the referrer and referee receiving a discount on 
their next service. 

How can I encourage customers to share referrals? Motivate 
customers to share referrals by offering valuable incentives, 
providing excellent customer service, and building strong 
relationships.  

For example, Emily, the owner of Emily's Yoga Studio, could offer 
her clients a free yoga class for every new member they refer, 
while also providing a welcoming environment and personalized 
attention. 
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How can I track referral collections? Use referral tracking 
software or a referral platform to manage and monitor referral 
collections.  

For instance, Mark, who owns Mark's Marketing Agency, could 
use a referral tracking tool to analyze the performance of his 
referral program, including the number of referrals collected, 
new clients acquired, and revenue generated. 

What are some best practices for referral collection? Best 
practices for referral collection include setting clear goals, 
simplifying the referral process, offering attractive incentives, 
leveraging multiple communication channels, and consistently 
monitoring and optimizing your referral program.  

For example, Lisa, the owner of Lisa's Salon, might send a 
monthly newsletter to her customers, including a reminder about 
her referral program, and update the incentives periodically to 
keep the program fresh and engaging. 

How do I handle negative feedback from referral sources? When 
receiving negative feedback, address the issue promptly, listen to 
the concerns, and work to resolve the problem.  

For instance, David, who runs David's Cafe, might receive a 
complaint from a customer who had a negative experience with 
a referral. David should listen to the feedback, apologize, and find 
a way to make it right, such as offering a complimentary meal. 

How do I ensure my referral collection practices are compliant 
with regulations? Always follow applicable laws and regulations, 
such as data privacy and anti-spam rules.  

For example, Maria, who owns Maria's Online Boutique, should 
obtain consent from her customers before adding them to her 
referral marketing email list and include a clear unsubscribe 
option in each email communication. 
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Can I use multiple referral collection methods? Yes, you can use 
multiple referral collection methods, such as referral cards, email 
marketing, social media, and in-person requests.  

For example, Kevin, the owner of Kevin's Gym, could combine 
social media posts, email reminders, and in-person conversations 
to encourage his members to refer friends and family to the gym. 

How do I segment and prioritize referrals? Segment and prioritize 
referrals based on factors such as the potential value of the 
referred customer, their likelihood to convert, and the strength of 
the relationship with the referrer.  

For instance, Rachel, who runs Rachel's Pet Grooming Service, 
might focus on referrals from her long-time customers who have 
large networks of fellow pet owners and are more likely to bring 
in high-value clients. 

 How can I improve the quality of referrals collected? To improve 
the quality of referrals collected, educate your customers about 
your ideal target audience, provide them with resources to make 
quality referrals, and offer incentives that encourage them to 
refer high-value prospects.  

For example, Alex, the owner of Alex's IT Consulting, could create 
a one-page PDF describing his idea client profile.  

 How can I measure the success of my referral collection efforts? 
To measure the success of your referral collection efforts, track 
key performance indicators (KPIs) such as the number of referrals 
collected, conversion rates, customer acquisition costs, and 
lifetime value of referred customers.  

For instance, Susan, who owns Susan's Catering Company, could 
regularly review her referral program's performance and adjust 
her strategies based on the data gathered to ensure continued 
success. 
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How can I maintain the momentum of my referral collection 
program? To maintain the momentum of your referral collection 
program, regularly communicate the benefits of the program to 
your customers, update the incentives, and celebrate the success 
stories of referrers.  

For example, Tom, the owner of Tom's Web Design Services, 
might feature successful referrers in his monthly newsletter or on 
his social media channels, acknowledging their contribution and 
encouraging others to participate. 

By understanding and implementing the strategies outlined in 
this guide, small business owners can effectively utilize referral 
collection to expand their customer base, improve customer 
loyalty, and drive business growth.  

Remember that successful referral collection requires ongoing 
efforts, monitoring, and optimization to ensure continued 
success. 
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Centers of Influence  

Centers of influence are individuals or organizations who are not 
customers but can refer prospective customers to you.  

Here are a few ways centers of influence can help bring small 
businesses referrals: 

Establish Relationships: Building relationships with centers of 
influence can help you establish trust and credibility in your 
industry. This could include other businesses, trade associations, 
industry experts, or influential bloggers. 

Provide Value: Once you have established relationships with 
centers of influence, you can offer them value in the form of 
content, networking opportunities, or referrals. By providing 
value, you can strengthen your relationships and increase your 
chances of receiving referrals. 

Offer Incentives: You can offer incentives to centers of influence 
who provide referrals, such as a discount on your products or 
services, or a commission on sales. This can motivate them to 
actively promote your business to their network. 

Make it Easy: To encourage centers of influence to refer your 
business, make it as easy as possible for them to do so. This could 
include providing referral cards or links, or creating a referral 
program that offers rewards for successful referrals. 

Follow Up: Once you receive a referral, it is important to follow up 
promptly and provide excellent customer service. This can help 
you turn referrals into loyal customers and potentially generate 
more referrals in the future. 

Overall, building strong relationships with centers of influence 
and providing value to them can help you attract more referrals 
for your small business. 
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Client Ambassador Program 

Creating a special group comprised of a subset of your clients 
can produce various remarkable results (including referrals and 
introductions). 

Ideas 

Here’s how to organize your client ambassador program. 

Selection: Choose anywhere from 10–20 of your top clients. They 
could be the largest, most profitable ones. Preferably the majority 
should be similar in profile to your prospective ideal clients. 

Invitations: 

“Hi Elaine, we are organizing a special client advisor group, and 
we’d love to have you participate. We call it the Ambassador club. 
It’s a small group. You’ll enjoy being a part of it.” 

Events: Hold dinner with time set aside for socializing in a private 
room of a restaurant or club. 

Questions: Be prepared to lead the conversation. Here are a few 
questions you might ask: 

“What are we doing that resonates with you?” 

“Is there anything we should be doing that we aren’t?” 

“Could there be something we are doing that we shouldn’t?” 

Member Conversations: Weave memorable stories and how to 
connect with an introduction into these discussions. 

Cadence: Hold events every six months. Recognize those 
providing referrals and introductions. 
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Leveraging Client Learning Events  

An event to update clients on the news impacting them is 
introduction gold. The following describes ideas on how you can 
make the most of these opportunities. 

Ideas 

a. Do you track which of your clients (and influencers) have sent 
you referrals in the past? Have they been the types of leads that 
you clamor for? If you have what we call “Advocate” level clients 
(those who refer people they care about to you), make an 
Advocate list containing their names.  

Reach out to these clients (calling is better but emails are OK). 
Thank them again for referring the people they care about to you 
and state this or something similar:  

“We all recognize your trust and the great referrals you have 
shared with us. Thank you. You provided us with ideal new 
clients. If you know other folks you care about with similar needs, 
please bring them to our Workshop (fill in the date and location).  

We are only offering a small and select group the opportunity to 
bring a special guest. We won’t put a hard sell on them, we only 
request a simple introduction during this fun event.”       

b. Now, make a list of the clients you currently have that came in 
as referrals themselves. Focus on those that fit your ideal client 
profile and create a new list with their names. These clients get 
the concept of referrals, as they were one once. 

Reach out to these clients with a similar statement:  
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“We all enjoy working with you. In fact, you are one of our top 
clients. If you know other folks you care about with similar needs, 
please bring them to our Workshop (fill in the date and location). 
We are only offering a small and select group the opportunity to 
bring a special guest. We won’t put a hard sell on them, we only 
request a simple introduction during this fun event”.       

By identifying your strongest advocates and the clients who 
arrived through referrals, you create a natural and respectful path 
for them to extend your reach.  

These curated events aren’t just about growth, they’re about 
trust, appreciation, and deepening relationships with the people 
who already believe in what you do. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

Use of this content for ReferralSafe Clients Only 
``` ReferralSafe LLC. All rights reserved. 18 
   

Client Historical Summary  

Preparing a historical review for a long-time client is one of the 
most valuable things you can do to reinforce your relationship. It 
highlights the impact you've had over the years, reminds them of 
the progress you've made together, and positions you as a 
consistent, strategic partner, not just a vendor.  

This kind of summary helps your client see the bigger picture, 
and it creates a strong foundation for future planning and 
continued loyalty. 
 
Mackinaw & Co. Partnership with ZV Machines Summary 

20XX 

10-Year Milestone: Celebrated a decade of partnership, reflecting 
on successes and planning for continued collaboration. 

Future Planning: Engaged in strategic planning sessions to set 
financial goals for the next decade, focusing on growth and 
innovation. 

20XX 

Technology Integration: Introduced advanced accounting 
technologies, enhancing accuracy and efficiency. 

Business Valuation: Provided a comprehensive business 
valuation, aiding in strategic decision-making and potential 
investments. 

20XX 

Sustainability Initiatives: Advised on integrating sustainability 
into financial planning, aligning with client’s evolving goals. 

Profitability Analysis: Conducted a detailed profitability analysis, 
identifying areas for cost savings and revenue growth. 
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20XX 

Recovery Planning: Assisted in developing a post-pandemic 
recovery plan, focusing on rebuilding and strengthening 
financial health. 

Client Portal Launch: Launched a client portal for easier access 
to financial documents and reports. 

20XX 

Pandemic Response: Helped navigate financial challenges 
brought by the COVID-19 pandemic, including securing 
government aid and managing cash flow. 

Virtual Transition: Facilitated a seamless transition to virtual 
accounting services, maintaining continuity and support. 

20XX 

Tax Optimization: Implemented advanced tax strategies, further 
reducing the client’s tax burden. 

Training Sessions: Conducted training for the client's staff on 
financial best practices and new software tools. 

20XX 

Strategic Advice: Provided strategic financial advice during a 
challenging economic period, helping the client maintain 
stability. 

Enhanced Reporting: Upgraded financial reporting methods, 
offering more detailed and actionable insights. 

20XX 

Growth Support: Supported client through a major business 
expansion, providing financial projections and budget 
management. 
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Audit Preparation: Assisted in preparing for a successful external 
audit, ensuring compliance and accuracy. 

20XX 

Financial Planning: Introduced comprehensive financial 
planning services, helping the client plan for future growth. 

Quarterly Reviews: Started conducting quarterly financial 
reviews to provide ongoing insights and adjustments. 

20XX 

Tax Season Success: Assisted in navigating complex tax 
regulations, resulting in significant tax savings. 

System Upgrade: Implemented new accounting software, 
improving efficiency and accuracy. 

20XX 

Initiation of Partnership: Began providing accounting services, 
including bookkeeping and financial statement preparation. 

First Annual Report: Successfully delivered the first annual 
financial report, establishing trust and reliability. 

Conclusion 

Our decade-long partnership has been marked by mutual 
growth, trust, and strategic success. I look forward to continuing 
this journey and achieving new milestones together. 
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Meeting a New Influencer 

Influencers are well-known sources of introductions. First 
meetings set the stage for how a relationship might develop (or 
not).  

__ __ __ 

Ideas 

Here are a few tips when meeting a new influencer candidate. 

Courtesy 

Reconfirm the amount of time they have to meet.  

Patience 

Not too fast, get to know them on a personal level, similarly to 
talking with a new potential client. 

Specialties 

Ask about what service(s) they would like to sell more of and to 
whom. Share your ideal referral profile. Discuss how working 
together might look. 

Trust & Teamwork 

Share your respect for their trust and your commitment to being 
a part of the client team. 

Influencer Referral Process 

Learn about their referral process and describe yours. 

Influencers will typically introduce more than one firm to a client. 
You can stand-out by being prepared, process-oriented, and 
demonstrate you’ve done this before.       
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How to Track Survey Results  

Customer feedback is only useful if you organize it, track it over 
time, and act on it. Whether you are using general surveys or 
NPS, the goal is to spot patterns, respond to what matters, and 
keep your customers coming back. 

Start by collecting feedback in a consistent way. Use a short, 
simple survey that includes both a rating question and an open-
ended comment.  

For NPS, ask customers to rate how likely they are to recommend 
your business on a scale from 0 to 10. Follow that with one open 
question like “What is the main reason for your score?” 

Once responses come in, segment them. For NPS: 

 Promoters score 9 or 10 

 Passives score 7 or 8 

 Detractors score 0 to 6 

To calculate your NPS, subtract the percentage of detractors 
from the percentage of promoters. Ignore passives. Track this 
score monthly or quarterly and look for trends, not just single 
data points. 

Review written comments regularly. Tag them by theme so you 
can see what issues or strengths show up the most. Use that 
insight to improve your service, update your messaging, or coach 
your team. 

Feedback is not about the score. It is about the signal. The value 
comes from what you do with it. 
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Importance of Measuring Customer 
Satisfaction 

It helps you understand how your customers feel about your 
products or services: By measuring customer satisfaction, you 
can get a sense of how well your business is meeting the needs 
and expectations of your customers. This can help you identify 
areas for improvement and make changes to better serve your 
customers. 

It helps you identify problems and issues: If you find that your 
customer satisfaction scores are low, it could be an indication 
that there are problems or issues with your products or services. 
By measuring customer satisfaction, you can identify these issues 
and work to resolve them. 

It can improve customer loyalty: Happy customers are more likely 
to be loyal to your business and continue to make purchases in 
the future. By measuring customer satisfaction, you can identify 
what factors are most important to your customers and work to 
improve them, which can lead to increased customer loyalty. 

It can increase word-of-mouth marketing: Satisfied customers 
are more likely to recommend your business to others. By 
measuring customer satisfaction, you can identify what factors 
are most important to your customers and work to improve 
them, which can lead to increased word-of-mouth marketing for 
your business. 

It can help you stay competitive: By measuring customer 
satisfaction, you can identify how your business compares to your 
competitors and make changes to stay competitive in the 
market. This can help you attract and retain customers in a 
competitive environment.  
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Positive Survey Results Are a Goldmine (Part 1) 

You just received a very positive response to your one question 
survey. Any rating between a seven and ten ranges from pretty 
good to great.  

Here’s what to do next.  This enhances the likelihood the 
customer will soon be sending you referrals.  

1. Act Fast: Respond with a thank you note with a referral 
incentive. 

2. Incentives will entice customers to send you referrals. These 
incentives can take many forms, such as discounts on products, 
services, or other rewards. Encourage people to spread the word 
about you. 

3. Create unique responses for these customers based on survey 
response scores. Beyond your note of appreciation include: 

a. Seven to Eight Ratings: 
"Referrals are welcome who can benefit from our expertise. Each 
time you refer us and it results in a new sale, you’ll receive 
a future 10% discount. In addition, we’ll enter you in an exclusive 
monthly drawing." 

b. Nine to Ten Ratings: 
"Referrals are welcome who can benefit from our expertise. Each 
time you refer us and it results in a new sale, you’ll receive 
a future 20% discount. In addition, we’ll enter you into 
an exclusive monthly drawing. Lastly, our most valued customers 
receive exclusive early access to our new products and 
services open house. It’s a fun, small event. 

Tip: Ask your customer to bring a friend with needs similar to 
theirs to the exclusive event. 
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Positive Survey Results Are a Goldmine (Part 2) 

Personalize your thank you note: A personalized note is more 
impactful than a generic one. Mention specific aspects of their 
survey response that stood out to you and how you plan to 
improve based on their feedback. 

Follow up regularly: Keep in touch with your customers and 
make sure they know how much you appreciate their business. 
You can do this through regular emails, phone calls, or even 
through in-person visits. 

Utilize social media: Share your customers' positive feedback on 
your social media platforms and tag them in your post. This will 
not only show your appreciation, but also help build your online 
reputation and attract potential new customers. 

Provide excellent customer service: Make sure you provide 
exceptional customer service to all of your customers. This will 
encourage them to refer you to their friends and family and will 
also improve customer loyalty. 

By following these steps, you can turn a positive response from a 
customer survey into a valuable referral source for your business. 
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Leadership Wrap-Up 
Referrals are the clearest signal of trust. And trust begins with 
leadership. Leaders define what matters, shape the culture, and 
decide what gets reinforced.  

If referrals are treated as optional, they will be ignored. If they are 
treated as essential, they will be built into the way the business 
operates. 

When leaders take referrals seriously, they create systems that 
support them. They make space for referral conversations in 
meetings. They track them like they matter. They train the team 
to listen for openings, to make the ask, and to follow through.  

Leaders do not wait for referrals to show up. They plan for them. 
They make them part of the playbook. 

The businesses that win with referrals have leaders who stay 
involved. Not with slogans or speeches, but with action.  

They push for clarity. They reward what works. They stay close 
enough to the front line to know how referrals really happen. 
That is how trust gets built. That is how referrals scale. 
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Customer Engagement: Every Interaction 

If leadership sets the tone, customer engagement delivers the 
feeling. And referrals are all about feeling. No one refers because 
of bullet points. They refer because of how they felt in the 
moment. 

Engagement means more than delivering the product. It means 
connecting. Understanding. Following through. It means fixing 
issues before they become problems. It means recognizing a 
compliment as a cue to ask for a referral. It means knowing when 
the relationship has earned the right to grow. 

Great engagement builds trust. That trust becomes transferable. 
Customers will not put their name behind you unless they feel 
safe doing so. That safety comes from consistency. From 
empathy. From responsiveness. 

Most referrals come after a high point. A win. A solved problem. A 
personal moment. That’s your cue. Your team needs to be trained 
to spot those cues and use language that feels natural.  

“If you know someone dealing with what you just went through, 
we’d be honored to help them too.” 

Empowerment matters. Your team can’t deliver referable 
moments if they’re handcuffed by policy or slowed by 
bureaucracy. If they can’t fix small problems on the spot or 
personalize a response, the moment passes. 

Customers remember how you made them feel, not what your 
brand promise says. They remember a gesture, a fix, a moment of 
clarity. And when they tell that story, that’s your referral. You 
didn’t just solve a problem. You made them look good for 
knowing you. 
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Systematize feedback. Use short surveys to catch high-
satisfaction moments. Build a handoff that connects great 
service to a referral request.  

Teach your team to make the ask feel like a compliment, not a 
transaction. 
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Referral Follow-up  

In the highly competitive business environment, small business 
owners need to seize every opportunity to grow their network 
and attract new customers. One such opportunity lies in 
strategically following up on client referrals. Effectively leveraging 
referrals can significantly contribute to the sustainable growth of 
a business. 

This guide presents a collection of best practices aimed at 
helping small business owners optimize their referral follow-up 
process, turning it into a fundamental aspect of their customer 
acquisition strategy. By putting these practices into action, 
entrepreneurs can establish lasting relationships, earn the trust 
of potential clients, and ultimately, propel their businesses 
forward.  

Express gratitude: Thank the client who provided the referral, 
expressing appreciation for their support and trust in your 
business. 

Research the referral: Learn about the referred individual or 
company to understand their needs and background before 
making contact. 

Personalize your approach: Customize your communication 
based on the information you gathered about the referral, 
demonstrating that you understand their needs and are eager to 
help. 

Use multiple channels: Reach out to the referral through various 
channels, such as email, phone, or social media, to increase your 
chances of connecting with them. 

Be timely: Follow up on the referral as soon as possible, ideally 
within 24-48 hours, to show responsiveness and interest. 
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Offer value: Explain the benefits of your product or service, 
focusing on how you can address the referral's specific needs and 
challenges. 

Share testimonials: Include examples of past satisfied clients and 
success stories to build credibility and trust. 

Be clear and concise: Communicate your message clearly and 
concisely, ensuring your referral understands your offer and the 
value it brings. 

Request a meeting: Invite the referral to schedule a call, meeting, 
or consultation to discuss their needs in greater detail. 

 Leverage your mutual connection: Mention the client who 
provided the referral to create a sense of familiarity and trust. 

 Follow up regularly: If you don't hear back from the referral, 
follow up with a gentle reminder to demonstrate persistence and 
continued interest. 

 Be patient: Understand that the referral may not be ready to 
engage immediately and be prepared to nurture the relationship 
over time. 

 Provide exclusive offers: Offer a special deal or discount 
exclusively to referrals, as a token of appreciation and incentive to 
work with your business. 

 Introduce yourself with a video: Record a brief, personalized 
video introduction to create a more personal connection with the 
referral. 

 Add value through content: Share relevant content, such as blog 
posts, whitepapers, or case studies, to demonstrate your 
expertise and value. 

 Set expectations: Clearly outline the next steps in the process, so 
the referral knows what to expect moving forward. 
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Track your referral progress: Keep a record of the referrals you 
receive, your follow-up efforts, and their outcomes to measure 
the effectiveness of your referral program. 

Stay in touch: Even if the referral does not become a client 
immediately, maintain regular contact to keep your business top-
of-mind for future needs. 

Request feedback: Ask the client who provided the referral for 
feedback on your approach and use their insights to improve 
future referral follow-ups. 

Celebrate successes: Share the positive outcomes of your referral 
follow-ups with your team and the client who provided the 
referral, recognizing their contribution to your business growth. 

To wrap it up, this guide shares some really helpful tips for small 
business owners to make the most of referrals from their clients. 
By using these tips, you can create strong connections, build 
trust with new customers, and help businesses grow. This way, 
you can keep getting more clients through word-of-mouth and 
make your business even more successful. 

Remember that referrals are super important for small 
businesses, because they're a low-cost way to find new 
customers.  

By taking good care of existing clients and following up on the 
referrals they give, small business owners can keep growing and 
stay competitive in the market. In the end, being great at 
handling referrals is not only smart but also a key part of making 
a small business thrive in the long run. 
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Customer Event  

Determine the Purpose and Goals of the Event: The first step is to 
determine the purpose and goals of the event. Is it a networking 
event, a product launch, or an appreciation event for your clients?  

Define the Target Audience: Who are you inviting to the event? 
Determine the guest list and ensure that the event will appeal to 
your target audience.  

Set the Budget: Determine your budget and make sure it aligns 
with the goals and purpose of the event. This includes the venue, 
catering, entertainment, decorations, and any other expenses. 

Select the Venue: Choose a venue that aligns with the goals and 
purpose of the event. Consider the location, ambiance, capacity, 
and accessibility for your guests. 

Plan the Program: Create a program for the event that includes 
activities that will engage the guests and align with the purpose 
of the event. This can include keynote speakers, workshops, 
breakout sessions, product demos, or entertainment. 

Hire Vendors: You'll need vendors to provide catering, 
decorations, audiovisual equipment, and other services. Research 
vendors in your area and select those that align with your budget 
and event goals. 

Promote the Event: Promote the event to your customers and 
target audience through various channels, such as social media, 
email, or direct mail. Make sure to provide clear and concise 
information about the event.  

Confirm Guest Attendance: Send reminders to your guests about 
the event and confirm their attendance to ensure you have an 
accurate headcount.  

Host the Event: Make sure everything is in place, and your guests 
are welcomed.   
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Follow Up: After the event, follow up with your guests to thank 
them for attending and to collect feedback. This will help you 
improve future events. 
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Customer Thank You Notes   

Sending personal thank you notes on the anniversary of a 
customer's first purchase is a great way to show your 
appreciation for their business and build a stronger relationship 
with them. Here are the steps to follow: 

Step 1: Gather Customer Information Create a list of all your 
customers, along with their names and email addresses. You can 
use a spreadsheet or a customer relationship management 
(CRM) software to store this information. 

Step 2: Record the Date of First Purchase Record the date that 
each customer made their first purchase with your business. Add 
this information to your customer list or CRM. . 

Step 3: Create a Thank You Note Template Create a personalized 
thank you note template that you can use for each customer. The 
note should express your gratitude for their business and 
mention the anniversary of their first purchase. 

Step 4: Schedule Emails Schedule your emails to be sent 
automatically on the anniversary of each customer's first 
purchase.  

Step 5: Test and Review Before you send out your thank you 
notes, test your email templates to make sure they look good and 
are personalized correctly. Also, review the list of customers and 
their purchase dates to ensure that everything is accurate. 

Step 6: Send the Emails Finally, send out the emails on the 
scheduled date. Make sure that the email comes from a 
recognizable email address, and include a clear subject line that 
mentions the anniversary of their first purchase. 
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By following these steps, you can send personalized thank you 
notes to your customers on the anniversary of their first 
purchase. This is a great way to show your appreciation for their 
business and build a stronger relationship with them. 
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Customer Engagement Wrap-Up 
Referrals are not just a result of satisfaction. They are a result of 
connection. A real connection built through consistent, 
thoughtful engagement. Every message, every call, every follow-
up either strengthens or weakens that bond.  

Referrals do not come from transactions. They come from 
relationships that feel personal, valued, and respected. 

Customer engagement is not about being nice. It is about being 
intentional. It is about listening with purpose, responding with 
care, and making sure each customer feels seen.  

That kind of engagement does not just lead to retention. It leads 
to referrals because people refer businesses that make them feel 
like they matter. 

You cannot manufacture advocacy. You earn it by making the 
experience so strong that customers want to share it. That means 
training your team to spot moments that matter.  

That means tracking engagement patterns, not just activity. That 
means building systems that turn good service into lasting 
loyalty. 

Happy customers may thank you and move on. Advocates stay. 
Advocates spread the word. And advocates are built through 
great engagement, one conversation at a time. 
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Marketing: Give People the Words 

A great referral often starts with a story. And marketing shapes 
that story. It tells your customer how to describe you, who to 
recommend you to, and why it matters. If your marketing is 
muddled, your referrals will be too. 

Referral-ready marketing is clear. It’s confident. And it’s 
consistent. It speaks in plain language. It names the problem. It 
defines the outcome. It helps your audience see themselves or 
someone they know in the message. 

This isn’t about slogans. It’s about clarity. A clear message gets 
repeated. A clear benefit gets remembered. A clear promise 
earns trust. 

Your marketing should also make it easy to refer. Create 
shareable pages. Include forwardable email templates. Add 
simple one-liners that people can repeat.  

Feature customer stories that show the journey from problem to 
solution. Use those stories to show your team and your 
customers what a referral-worthy result looks like. 

Make referral calls to action visible. Not just on your website, but 
in email footers, in social posts, in your intake forms. Let people 
know that referrals are welcomed, appreciated, and acted on. 

Use video. Show real people describing real wins. Equip 
advocates with something they can forward to others. Make that 
video do the talking. A short, direct testimonial can become a 
powerful referral multiplier. 
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Referral Programs Nuts & Bolts 

A cost-effective marketing strategy is essential for small 
businesses, as it allows you to make the most of your resources 
while maximizing results. Referral programs are one such 
strategy, often requiring minimal upfront costs while generating 
significant returns on investment.  

Word-of-mouth marketing has long been recognized as one of 
the most powerful forms of promotion, as people are more likely 
to trust the recommendations of friends, family, and colleagues 
over traditional advertising. By harnessing this power through a 
well-designed referral program, small businesses can quickly 
grow your customer base and increase revenue. 

Referral programs are not only effective at attracting new 
customers, but they also help in increasing customer loyalty and 
retention. When customers are rewarded for referring new 
clients, they feel valued and appreciated by the business. This 
sense of appreciation encourages customers to continue 
supporting the business and make additional referrals in the 
future.  

Furthermore, referred customers are often more loyal and 
valuable to a business because they come with a sense of trust 
and credibility provided by the referrer. This results in high-
quality leads who are more likely to convert into long-term 
customers. 

1. Key Components of a Successful Referral Program 

Setting clear objectives and goals for your referral program is 
crucial in establishing a sense of purpose and direction. By 
outlining specific targets and desired outcomes, you can more 
effectively measure the program's success and make 
adjustments as needed. These objectives may include increasing 
sales, generating more leads, or expanding market reach. 
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Incentives and rewards play a central role in encouraging 
customers to participate in referral programs. Offering rewards to 
both the referrer and the referee can help maximize participation 
and satisfaction. It's essential to ensure that the incentives are 
appealing to your target audience and proportionate to the value 
of the referral.  

For instance, a discount or cashback offer might be more 
enticing for a budget-conscious audience, while exclusive access 
to a product or service may appeal to a luxury-focused clientele. 

Ease of sharing and program visibility are also critical 
components of a successful referral program. The referral process 
should be simple and intuitive for customers to navigate, with 
multiple sharing options available, such as email, social media, 
and personalized referral links. T 

This helps ensure that the program is accessible and convenient 
for customers, increasing the likelihood of participation. 

Lastly, tracking and measuring the success of the referral 
program allows you to determine its effectiveness and identify 
areas for improvement. By monitoring key performance 
indicators (KPIs), such as the number of referrals, conversion 
rates, and ROI, you can make data-driven decisions to optimize 
the program and maximize its impact on your business. 

2. Set Clear Goals and Objectives 

Defining your desired outcomes for the referral program will help 
you create a focused and strategic plan. For example, you may 
aim to increase sales by a certain percentage, generate a specific 
number of new leads, or improve customer retention rates. 
Having these goals in mind will enable you to tailor your program 
accordingly and provide a benchmark for measuring success. 
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Identifying your target audience is essential in ensuring your 
referral program resonates with the right customers. Consider 
factors such as demographics, interests, and purchasing habits 
when determining who to target.  

This information will also help guide your choice of incentives 
and marketing messages. Establishing a realistic timeline for the 
program allows you to set expectations and assess progress over 
time. Be prepared to adjust the timeline as needed based on the 
program's performance. 

3. Choose the Right Incentives 

Monetary rewards, such as discounts, cashback, or gift cards, are 
popular incentives for referral programs because they offer 
tangible value to customers. These rewards can be highly 
effective in driving participation, as they create a direct financial 
benefit for both the referrer and referee.  

However, it's crucial to ensure that the rewards are proportional 
to the value of the referral to maintain a positive return on 
investment for your business. 

Non-monetary rewards, like free products or exclusive access, 
can also be appealing incentives, especially if they align with your 
target audience's interests and values. These rewards can create 
a sense of exclusivity and increase the perceived value of your 
product or service. By tailoring rewards to your target audience, 
you ensure that the incentives are relevant and enticing, 
maximizing the likelihood of participation in the referral program. 

4. Create a Simple Referral Process 

Making it easy for customers to join and share the referral 
program is vital for its success. A straightforward and user-
friendly process encourages more customers to participate and 
minimizes any potential barriers to entry.  
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Be sure to provide clear instructions and guidelines on how the 
program works, including how customers can sign up, refer 
others, and redeem your rewards. 

Offering multiple sharing options is another essential aspect of 
creating a simple referral process. By providing customers with 
various ways to share the program, such as through email, social 
media, or personalized referral links, you cater to different 
preferences and communication styles.  

This increases the likelihood that customers will share the 
program with your networks, ultimately driving more referrals 
and new business for your company. 

5. Communicate with Existing Customers 

Effectively communicating the launch and benefits of your 
referral program to existing customers is crucial in driving initial 
participation. Utilize multiple channels, such as email, 
newsletters, and social media, to ensure your message reaches as 
many customers as possible. Personalized emails can be 
particularly effective, as they create a sense of connection and 
can include a unique referral link for easy sharing. 

In addition to digital channels, incorporate referral program 
information into purchase confirmations, invoices, and other 
customer touchpoints. This helps reinforce the program's 
existence and encourages customers to participate. Train your 
staff to promote the referral program during customer 
interactions, ensuring that they can effectively communicate the 
benefits and process to customers. 

6. Leverage Your Online Presence  

Dedicating a page on your website to the referral program helps 
centralize information and makes it easy for customers to find 
and participate. This page should include a clear explanation of 
the program, the incentives offered, and the referral process.  
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Use eye-catching visuals and clear calls-to-action to encourage 
customers to sign up and share the program with your network. 

Promote the referral program on your social media channels and 
in blog posts to increase its visibility and reach. Sharing customer 
success stories and testimonials can further enhance the 
program's credibility and appeal, motivating more people to 
participate. 

7. Collaborate with Partners and Influencers 

Partnering with complementary businesses can help you tap into 
new audiences and increase the reach of your referral program. 
Cross-promotions and joint offers can create a mutually 
beneficial arrangement that drives referrals for both parties.  

Be sure to choose partners whose products or services align with 
your target audience to ensure a successful collaboration. 

Engaging influencers in your industry can also amplify the reach 
of your referral program. Influencers often have loyal followers 
who trust your recommendations, making them valuable 
partners in promoting your program. Provide influencers with 
unique referral codes or exclusive offers to share with your 
audience, incentivizing them to promote your business and drive 
referrals. 

8. Define Key Performance Indicators (KPIs) 

Establishing KPIs for your referral program helps you track its 
success and identify areas for improvement. Common KPIs 
include the number of referrals, conversion rate of referred 
customers, lifetime value of referred customers, and return on 
investment (ROI) of the program.  

Monitoring these metrics allows you to gauge the program's 
effectiveness and make data-driven decisions to optimize its 
performance. 
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9. Utilize Tracking Tools 

Employ referral tracking software or unique referral codes to 
accurately track the source of new customers and reward 
participants accordingly. This helps ensure that both referrers 
and referees receive your incentives, fostering trust and 
satisfaction in the program.  

Additionally, monitor referral traffic through web analytics tools 
like Google Analytics to gain insights into customer behavior and 
the effectiveness of various sharing channels. 

10. Analyze and Optimize 

Regularly review your KPIs and program performance to identify 
areas for improvement. Be prepared to make adjustments as 
needed, such as updating incentives, simplifying the referral 
process, or refining your marketing messaging. 

. Continuously testing and iterating on your referral program will 
help you maximize its effectiveness and drive sustained growth 
for your business. 

11. Keep the Momentum Going 

To maintain the success of your referral program, it's essential to 
continually engage with participants and update them on your 
rewards. Regular communication helps keep the program top-of-
mind and encourages ongoing participation.  

Share success stories and testimonials to showcase the value of 
the program and inspire customers to continue making referrals. 

Offering periodic promotions or special rewards can help 
reinvigorate interest in the referral program and boost 
participation. Limited-time offers or increased incentives create a 
sense of urgency, motivating customers to take action and refer 
new clients.  
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These promotions can also serve as opportunities to re-engage 
customers who may have previously participated but have since 
become inactive. 

12. Adjust the Program as Your Business Grows 

As your business evolves, it's important to reevaluate your referral 
program's goals and objectives to ensure they remain aligned 
with your overall business strategy.  

Update incentives as needed to stay competitive and relevant 
within your industry. This may involve adjusting reward amounts 
or offering new types of incentives to better align with your 
target audience's interests and preferences. 

Consider expanding the referral program to include additional 
customer segments or partners as your business grows. This may 
involve broadening your target audience or forging new 
partnerships with complementary businesses.  

By continually adapting and refining your referral program, you 
can ensure its ongoing success and positive impact on your 
business. 

In conclusion, creating a referral program for your small business 
requires careful planning, execution, and ongoing maintenance.  

By following the steps outlined in this guide, you'll be well on 
your way to creating a successful referral program that drives 
growth and strengthens customer loyalty.  
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Referral Program Plan Outline 

30-Day Plan: Laying the Foundation 

Set objectives: 

Define the specific goals you want to achieve with your referral 
program, such as increasing revenue, expanding your customer 
base, or improving brand awareness. 

Establish a timeline for achieving these objectives. 

Develop program rules and incentives: 

Create a clear set of rules and guidelines for customers to follow 
when participating in the referral program. 

Design an attractive incentive structure that motivates 
customers to make referrals, such as discounts, gift cards, or cash 
rewards. 

Create promotional materials: 

Develop marketing materials that communicate the benefits and 
rules of the referral program to your customers. 

Create email templates, social media posts, in-store signage, and 
other promotional materials to spread awareness about the 
program. 

Train employees: 

Ensure all staff members understand the referral program's 
objectives, rules, and incentives. 

Train employees on how to explain the program to customers 
and encourage participation. 
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Soft launch: 

Launch the referral program to a small group of loyal customers 
to gather feedback and identify areas for improvement. 

Make any necessary adjustments before officially launching the 
program. 

90-Day Plan: Program Rollout and Optimization 

Official launch: 

Announce the referral program to all customers through email, 
social media, in-store promotions, and other marketing channels. 

Encourage customers to participate by sharing their referral links 
and promoting the program's incentives. 

Monitor and analyze performance: 

Track key performance indicators (KPIs) such as referral 
conversion rates, customer acquisition costs, and revenue 
growth. 

Use this data to evaluate the effectiveness of your referral 
program and identify areas for improvement. 

Optimize incentives and messaging: 

Based on performance data, adjust the incentive structure and 
promotional materials to maximize customer engagement and 
referrals. 

Continuously test different aspects of the referral program to find 
the most effective strategies. 

Encourage customer engagement: 

Develop strategies to remind customers about the referral 
program, such as including referral links in email signatures or 
offering limited-time referral bonuses. 
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Engage with customers on social media and other 
communication channels to keep the referral program top of 
mind. 

Test and iterate: 

Continuously test different aspects of the referral program, such 
as incentives, messaging, and promotional channels. 

Use data-driven insights to optimize the program's effectiveness 
and drive continuous improvement. 

180-Day Plan: Expansion and Growth 

Continue to analyze and optimize: 

Regularly review program performance data and adjust 
strategies as needed to drive continuous improvement. 

Stay agile and be prepared to make changes based on 
performance insights and customer feedback. 

Identify high-performing customer segments: 

Analyze referral data to determine which customer segments 
generate the most valuable referrals. 

Tailor marketing efforts to target these high-performing 
segments more effectively. 

Expand promotional channels: 

Explore new promotional channels, such as paid advertising, 
influencer partnerships, or collaborations with complementary 
businesses, to broaden the reach of your referral program. 

Leverage success stories: 

Collect testimonials from satisfied customers who have 
benefitted from the referral program. 
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Share these success stories on your website, social media, and 
marketing materials to build trust and credibility. 

Set long-term goals: 

Establish long-term objectives for the referral program, such as 
expanding into new markets or increasing the program's overall 
revenue contribution. 

Develop strategies to achieve these goals and continue to refine 
them over time, incorporating feedback and lessons learned from 
past experiences. • Identify key performance indicators (KPIs) to 
measure progress towards these long-term goals, such as the 
number of referrals, conversion rates, or customer lifetime value.  

Create a roadmap that outlines the steps and milestones needed 
to achieve these objectives, including a timeline for 
implementation 

Allocate resources, including budget and personnel, to support 
the achievement of these long-term goals.  
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Referral Program Checklist  

A strong referral program turns happy customers into growth 
partners. Use this checklist to create a clear, simple, and effective 
program that rewards word-of-mouth marketing. 

 

1. Set Your Goal 

 What do you want to drive? 
□ New customers 
□ Product sales 
□ Service signups 
□ Event attendance 

 

2. Define the Reward 

 What makes the referral worth it? 
□ Discount on next purchase 
□ Cash or gift card 
□ Free product or upgrade 
□ Exclusive content or access 

 Will both the referrer and referee get something? 
□ Yes 
□ No 

 

3. Create a Simple Message 

 Can you explain it in one or two sentences? 
□ Clear instructions 
□ No jargon 
□ Easy call to action 
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Example: “Refer a friend and you both get 20 percent off your 
next order.” 

 

4. Build the Process 

 How will you track referrals? 
□ Referral links or codes 
□ Form submissions 
□ Manual tracking 

 How will people claim rewards? 
□ Automated 
□ Manual approval 
□ Email notification 

 

5. Promote It 

 Where will you announce the program? 
□ Website 
□ Social media 
□ Email newsletter 
□ Printed materials 
□ In-person 

 

6. Monitor and Adjust 

 Are you tracking performance? 
□ Number of referrals 
□ Conversion rate 
□ Cost per acquisition 

 Will you review it monthly or quarterly? 
□ Monthly 
□ Quarterly 
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7. Recognize and Thank 

 Do you have a plan to thank top referrers? 
□ Personal email or call 
□ Bonus reward 
□ Public shout-out 
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Referral Webpage  

Welcome to a user-friendly and mobile-optimized referral 
submission form, designed to help you easily implement a 
referral program for your own business. By offering multiple 
submission options and a seamless experience, this form 
encourages your customers to share their positive experiences 
with friends, family, and colleagues.  

By incorporating this referral program into your business, you'll 
not only strengthen your customer relationships but also 
promote growth through word-of-mouth marketing. 

Note: You are welcome to copy the html for your own use, To 
ensure you receive email notifications for submitted referrals, 
additional coding must be completed by you or your website 
administrator. This will enable seamless email alerts to keep you 
informed about new referrals as they come in. 

Sample Text 

Introduction: Welcome to our referral program! We appreciate 
your support in helping our business grow. To make the referral 
process as easy as possible, we have designed a user-friendly 
referral submission form and provided multiple submission 
options. Our referral program is also optimized for a mobile-
friendly experience. 

Referral Submission Form: Please fill out the form below with the 
necessary contact information for both you (the referrer) and the 
individual or business you are referring. Your referral is valuable 
to us, and we thank you for your continued support. 

[Referral Submission Form] 

Your Name (Referrer) 

Your Email 
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Your Phone Number 

Referred Individual/Business Name 

Referred Individual/Business Email 

Referred Individual/Business Phone Number 

Additional Notes/Comments (Optional) 

[Submit Referral Button] 

Multiple Submission Options: We understand that everyone has 
different preferences when it comes to submitting referrals. To 
accommodate this, we offer the following referral submission 
options: 

Online Form: Use the referral submission form provided above. 

Email: Send the referral information to []. 

Phone: Call our office at [your-business-phone-number] to 
provide the referral details. 

In-Person: Visit our office at [your-business-address] and share 
the referral information with one of our team members. 

Mobile-Friendly Experience: Our referral program is optimized for 
smartphones and tablets, ensuring that you can easily submit 
referrals from any mobile device. The submission form and all 
other features have been designed to provide a seamless 
experience for customers using mobile devices. 

Thank you for being a part of our referral program and helping us 
grow. Your support means the world to us! If you have any 
questions or concerns, please feel free to reach out to us at [] or 
call [your-business-phone-number]. 
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Sample HTML 
 
<p>Welcome to our referral program! We appreciate your 
support in helping our business grow. To make the referral 
process as easy as possible, we have designed a user-friendly 
referral submission form and provided multiple submission 
options. Our referral program is also optimized for a mobile-
friendly experience.</p> 

<h2>Referral Submission Form</h2> 

<p>Please fill out the form below with the necessary contact 
information for both you (the referrer) and the individual or 
business you are referring. Your referral is valuable to us, and we 
thank you for your continued support.</p> 

<form> 

    <label for="referrerName">Your Name (Referrer):</label><br> 

    <input type="text" id="referrerName" name="referrerName" 
required><br><br> 

    <label for="referrerEmail">Your Email:</label><br> 

    <input type="email" id="referrerEmail" name="referrerEmail" 
required><br><br> 

    <label for="referrerPhone">Your Phone Number:</label><br> 

    <input type="tel" id="referrerPhone" name="referrerPhone" 
required><br><br> 

    <label for="referredName">Referred Individual/Business 
Name:</label><br> 

    <input type="text" id="referredName" name="referredName" 
required><br><br> 
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    <label for="referredEmail">Referred Individual/Business 
Email:</label><br> 

    <input type="email" id="referredEmail" name="referredEmail" 
required><br><br> 

    <label for="referredPhone">Referred Individual/Business Phone 
Number:</label><br> 

    <input type="tel" id="referredPhone" name="referredPhone" 
required><br><br> 

    <label for="additionalNotes">Additional Notes/Comments 
(Optional):</label><br> 

    <textarea id="additionalNotes" name="additionalNotes" 
rows="4" cols="50"></textarea><br><br> 

    <button type="submit">Submit Referral</button> 

</form> 

<h2>Multiple Submission Options</h2> 

<p>We understand that everyone has different preferences when 
it comes to submitting referrals. To accommodate this, we offer 
the following referral submission options:</p> 

<ol> 

    <li>Online Form: Use the referral submission form provided 
above.</li> 

    <li>Email: Send the referral information to <a href="mailto:your-
business-email@example.com">your-business-
email@example.com</a>.</li> 

    <li>Phone: Call our office at [your-business-phone-number] to 
provide the referral details.</li> 
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    <li>In-Person: Visit our office at [your-business-address] and 
share the referral information with one of our team 
members.</li> 

</ol> 

<h2>Mobile-Friendly Experience</h2> 

<p>Our referral program is optimized for smartphones and 
tablets, ensuring that you can easily submit referrals from any 
mobile device. The submission form and all other features have 
been designed to provide a seamless experience for customers 
using mobile devices.</p> 

<p>Thank you for being a part of our referral program and 
helping us grow. Your support means the world to us! If you have 
any questions 

Collecting referrals from webpage submissions is just one way to 
collect referrals. Understanding your customers is a crucial aspect 
of building a successful referral program. By knowing their 
preferences, habits, and communication styles, you can tailor the 
referral collection process to meet their needs and expectations.  

This ensures a higher level of engagement and a greater 
likelihood of customers actively participating in the program. By 
aligning your referral collection methods with your customers' 
preferences, you can create a more effective and rewarding 
experience that fosters long-lasting relationships and drives 
business growth through word-of-mouth marketing. 
-------- 
Final Reminder: You are welcome to copy the html for your own 
use, To ensure you receive email notifications for submitted 
referrals, additional coding must be completed by you or your 
website administrator. This will enable seamless email alerts to 
keep you informed about new referrals as they come in. 
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Word-of-Mouth Marketing 

Referrals are word-of-mouth marketing. When you are referred 
by someone, the words coming from your client or influencer are 
not yours. You are almost always elsewhere, but you can affect 
the conversation.  

__ __ __ __ __ 

There are two basic types of referrals: 

Personal Recommendation: A referral is made after a client or 
influencer hears someone say something like “I’m unhappy with 
my roofer, and I’m looking for a new one.”  

Broad-Based Recommendation: A client or influencer loves 
talking about their roofer. Then someone pops up and says “Can 
they do that for me?” This type of recommendation often 
happens through social media.   

__ __ __ __ __ 

Because referrals happen without you, it’s important your 
customers know what to do when they have someone for you to 
meet.  
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Marketing Wrap-Up 
Marketing is not just how people find you. It is how they describe 
you to others. When your message is clear, simple, and 
consistent, it becomes repeatable.  

That is what fuels referrals. People cannot refer what they cannot 
explain. Your job is to give them the language and make it stick. 

Referrals thrive when your marketing works like a handoff, not a 
megaphone. Every email, post, ad, or page should help someone 
understand who you help, how you help, and why it works.  

When your marketing does that well, it becomes a referral 
engine. Not because it closes the sale, but because it opens the 
door for someone else to walk through it. 

Make every channel referral-ready. Make your website speak in 
customer terms. Make your emails easy to forward. Make your 
social posts worth saving. Then measure it.  

What gets shared. What gets clicked. What creates movement. 
And be ready to adjust when the message stalls. 

Referrals do not come from clever words. They come from clear 
ones. Marketing gives those words power when it speaks with 
purpose and invites others to share the story. 
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Sales: Convert Trust Into Results 

A referral is not a lead. It’s a handoff of trust. That handoff has to 
be treated with care. 

Sales teams often assume referrals will close themselves. They 
won’t. If anything, referred leads need more attention. They have 
expectations. They’ve already been told you’re great. Now you 
need to prove it. 

That means fast response. Personalized outreach. Contextual 
conversations. Name the person who referred them. 
Acknowledge the relationship. And start with listening. 

Sales teams should know how to recognize referred leads and 
how to work them differently. These leads are warmer but also 
more sensitive. One bad interaction doesn’t just lose a deal. It 
damages the trust that brought the referral in. 

Sales also plays a role in generating referrals. They are closest to 
the customer at the moment of maximum satisfaction.  

When the deal is signed, when the implementation lands, when 
the customer says “this was exactly what I needed”. Those are 
referral moments. That is when you ask. 

Scripts matter. So does timing. Sales should be trained to hear 
the cues. Compliments. Relief. Enthusiasm. Those are green 
lights. And when a team knows how to ask, they can turn every 
great customer conversation into a growth opportunity. 

Track referrals in your CRM. Know where they came from. Follow 
up with the referrer. Close the loop. When someone refers you, 
they’ve stuck their neck out. Treat them like a partner, not a 
footnote. 
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What to Know about Referrals: A Case Study 

Background 

The big day was here. Phil had been nervously looking forward to 
this meeting with his client Al for some time. As usual, he skipped 
the elevator and took the steps two at a time up to his third-floor 
firm, Mackinaw & Company. He enjoyed the process of being a 
business owners and helping clients.  

Phil joined the firm nearly 12 years ago, working his way ups. Now 
a partner, he works with small business owners including Al. 
Three years ago, Al had come to Phil’s firm for help with his family 
and company Phil and his team now help Al with all of his 
business needs.  

Nearly a year ago, Phil had met with Al at his office. Together, 
they poured over the progress they had made. Al agreed with 
Phil’s suggestions on strategic initiatives moving forward. Things 
couldn’t have been better. Then, Phil asked this single question: 
“Al, do you have any referrals?” Al suddenly tensed up and looked 
up at the ceiling. Phil instantly sensed Al’s uneasiness and wisely 
changed the subject.   

Driving back to his office, Phil thought about his conversation 
with Al. With one question, he had thrown a wet blanket over a 
perfect meeting. Reflecting, he recognized that he had felt nearly 
as awkward asking the question as Al appeared upon hearing it. 
Ironically, Phil rarely remembered to ask for a referral. Phil was a 
structured, critical thinker, yet referrals baffled him. Why? 

New Approach 

It’s time for Phil and his team to start fresh. Clients often don’t 
refer because they are unsure if you want referrals, or who you 
prefer to help, or can’t easily explain what you do. So they don’t 
refer. To reduce this confusion, Phil created a memorable story to 
share with Al, (and others). This is what he created:   
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A Few Months Later 

Phil and Al have met several times since the referral question 
incident. Al is an affable, easy to talk to client, and Phil enjoys 
their time together. The type of work that Phil and his team do 
for Al is a specialty of the firm. In fact, it is a primary reason Phil 
chose this as a career. 

Today, they are meeting in the small conference room across the 
hall from Phil’s office. Al is selling another business and has 
questions. They are just wrapping up when Phil looks at Al 
confidently states: 

Al nods, acknowledging Phil’s comment and says he’ll keep it in 
mind. 

A few weeks later Al is at his favorite lunch spot, and his friend 
Elaine says, “Hey Al, my consultant is retiring, and we are looking 
for a new firm. Who do you use?” Al remembers Phil’s 
conversation and knowing Elaine’s situation is similar to his own; 
he suggests an introduction. 

Later that day, Al opens a link in an email that Phil had sent him. 
It opens a note page on Al’s smartphone. In just a few seconds, 
he completes the note to let Phil know he has someone Phil 
might be able to help. Phil instantly learns that he has a new 
prospective client and contacts Al.  

Al introduces Elaine to Phil, and they have a productive 
conversation. Phil also sends Al a handwritten note thanking him 
for the introduction and his trust.  

Phil is now helping his new client Elaine. Al feels great because 
he helped Elaine, someone he cares about. Phil’s new process 
removed the awkwardness from something he previously didn’t 
enjoy.. Best of all, he’s getting better referrals AND introductions.  
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In fact, Elaine soon mentions that she knows someone Phil 
should meet, and the cycle continues. 

Six Things We Learned  

Memorable Story: Let clients know what you specialize in and 
who you’d like to provide that specialty to. Don’t simply ask for 
referrals like Phil did at first; educate your client with a 
memorable story. Phil was confident his second time with Al, and 
Al was receptive because he wasn’t put on the spot.  

Word-of-mouth: Realize that 90% of the time, you will not be 
there when a referral happens. When Al told Elaine about Phil, 
Phil was not there. It emphasizes the importance of #1, a 
memorable story.  Al understood the kind of clients Phil was 
looking for and what to do next. 

Digital: Make it simple for a client to tell you, “Hey, I have 
someone you might help.” Part of Phil’s educating Al was making 
it easy for Al to tell Phil he had a referral for him. Al only spent a 
minute completing the short online note Phil had provided him a 
link to.   

Responsive: Because Phil provided an easy way for Al to let him 
know about Elaine, he was able to respond quickly. This not only 
made Phil look good, but it also reflected positively on Al as well. 
His personal recommendation has his act together.  

Introduction: Many firms take the referral information and run 
straight to the prospect. Phil contacted Al, and HE introduced 
Elaine to Phil. Phil’s contacting Elaine directly might have created 
confusion or felt like a sales call. 
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Celebrate: When you and your teams’ great work is recognized 
and rewarded with referrals, make sure everyone involved is 
appreciated and knows it. Phil helped Al, and Al gave him a 
referral. As soon as Phil began speaking with Elaine, he wrote Al a 
warm, handwritten note thanking him for the introduction and 
his trust.  

Bonus: New clients coming in as referrals (like Elaine) are more 
likely to become sources of introductions themselves.  

Summary 

What happened between the awkward meeting Phil had with Al 
and the later one that made the second request so successful? 
Phil, his partners, and other team members committed to 
treating introductions as a strategic part of their firm.  

Phil’s firm now not only has memorable stories to share, but they 
also have a structure where it did not previously exist. All with a 
top-to-bottom and bottom-to-top commitment at all levels. The 
firm implemented a goal-oriented process that is simple yet 
effective.  

Now, not only are Phil and his colleagues getting more referrals, 
they are getting better introductions. 
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Are Customers Good Salespeople? 

Customers can be effective salespeople for a business, as they 
can provide first-hand experience and personal 
recommendations to their friends and colleagues.  

This can be particularly effective when the customer has had a 
positive experience (7-10 ratings on the one question survey) with 
the product or service. And they are  enthusiastic about sharing it 
with others. 

However, it's important for businesses to remember that not all 
customers will be willing or able to act as salespeople.  

Some may not feel comfortable promoting the business, while 
others may not have a large network of people to recommend 
the product or service to. 

It’s not unheard of for small business owners to receive 50% and 
more of their new business from customer referrals.  

Overall, it can be helpful for businesses to have a diverse 
marketing strategy that includes both traditional advertising and 
word-of-mouth marketing from satisfied customers.  

This can help to reach a wider audience and increase the chances 
of attracting new customers. 
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How Are We Doing?  

The next time you meet with a client with advocate potential, ask 
“How are we doing?” It’s a simple but potent question. It shows 
that you care about them (which, of course, you do).  

And, it gives you an opportunity to hear directly how they 
perceive you’re helping them.   

__ __ __ __ __ __ __ 

Idea 

You’re nearing the end of a bi-annual business review with your 
client Elaine. Everything is tracking just as you two had planned 
six months ago.  

Often, this is part of a conversation that can become more chit-
chat than serious. But it’s a perfect opportunity to ask the 
following: 

“Elaine, how are we doing?” 

You may consider that your role in this relationship with Elaine is 
strictly as her advisor. However, her response below shows that, 
clearly, she sees things differently:  

“Gosh, you take complex concepts and communicate them to us 
in ways we understand without making us feel foolish. We’re 
always caught up in the day-to-day goings on of running a multi-
generational, family-owned business. We know you have our 
back, so we focus on other things. It gives us a tremendous 
amount of confidence, and we sleep better as a result.”  

Elaine’s response was insightful. She told you exactly how she 
and perhaps other family members view the help you provide. 
You’re seen as a provider of confidence.  

Furthermore, by asking this question, you’ve solidified a feeling of 
caring, commitment, and engagement with her. 
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So, what does this have to do with referrals? Understanding how 
advocates view you helps when you educate them on what it is 
you want to sell more of and to whom.  
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Referrals: Act Fast  

A referral is one of the most personal and trusted acts in the 
business. Always plan how the introduction will be made ahead 
of time. 

__________ 

Idea 

As soon as a referral request is received, speak with the client or 
influencer to gather information about the referral as well as 
guidance on the introduction.  

Send a hand-written thank you note.  

Also, determine who will own and lead the opportunity within 
the firm.  Track the source of the referral in your CRM and who 
owns it.  

Follow-through is everything, it’s when you have maximum 
exposure with the client or influencer and the referral.  

Have a plan in place so that everyone knows what to do when 
you get a referral.   

__________ 

 

This occurs often! What happens when one of your favorite 
clients just referred someone to your firm, but it’s not a good fit? 

Let the referral know you can’t help them. Understand that 
whatever you say will be shared with the client who referred 
them to you. 

Share with your client that you couldn’t help the recent referral. 
This is a golden opportunity to reinforce your appreciation.  
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Beyond the Survey for More Referrals  

Here are some tips for convincing happy customers to refer 
friends and colleagues: 

Make it easy: Provide an easy and convenient way for customers 
to refer their friends and colleagues. This could be through 
texting, email or social media.  

Incentives: Offer incentives such as discounts, coupons or other 
rewards to customers who refer their friends and colleagues. This 
can be a great way to encourage more referrals. 

Ask for feedback: Ask your happy customers for feedback and 
suggestions on how to improve your product or service. This will 
show that you value their opinion and are committed to 
providing the best service possible. 

Provide great service: The best way to get referrals is by providing 
excellent service. Happy customers will naturally want to share 
their positive experiences with others. 

Follow up: After a referral has been made, follow up with both the 
referrer and the referred customer to thank them for their 
business and to ensure they are satisfied with your product or 
service. 

Showcase your happy customers: Feature happy customer 
testimonials on your website or social media pages to show 
potential customers the positive experiences others have had 
with your product or service. This can help encourage more 
referrals. 

Build relationships: Building relationships with your customers 
can help increase the likelihood of them referring their friends 
and colleagues. Make an effort to engage with your customers, 
listen to their needs, and offer personalized solutions. 

 



 

 
 

Use of this content for ReferralSafe Clients Only 
``` ReferralSafe LLC. All rights reserved. 69 
   

Keep in touch: Stay in touch with your customers through regular 
newsletters, social media updates, or special offers. This will help 
keep your brand top of mind and increase the chances of them 
referring your business to others. 

Highlight your unique selling proposition: Clearly communicate 
your unique selling proposition (USP) to your customers, so they 
understand why your product or service is superior to your 
competitors. If they truly believe in your USP, they will be more 
likely to refer others to your business. 

Provide exceptional customer service: Exceptional customer 
service can go a long way in convincing customers to refer others 
to your business. Make sure you have a system in place to handle 
customer complaints and inquiries promptly and professionally. 

Be transparent: Be transparent about your referral program or 
incentives. Clearly communicate the terms and conditions of 
your program, and be upfront about the rewards your customers 
can expect. 

Say thank you: Always show your appreciation to customers who 
refer others to your business. Consider sending a personal thank 
you note or a small gift to show your gratitude. 

By implementing these tips, you can increase the chances of 
turning happy customers into loyal brand advocates who are 
happy to refer their friends and colleagues to your business. 
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Referrals Into Introductions 

First, let’s explore a common situation.  

So what happened? Al assumed Elaine would call you, but Elaine 
thought Al would make an own introduction. And you 
never heard from either one. Ugh!  

Just one introduction for every ten referrals is not uncommon. As 
great as being referred is, without actually connecting with the 
referred person it means little to the business owner.  

Don’t Confuse Referrals and Introductions 

Now, let’s unwind a popular misconception. Business owners 
tend to view referrals and introductions as one and the same. 
That’s inaccurate.   

A referral occurs when a client (or another professional) suggests 
the services of an expert to someone they know who can benefit 
from their help. For example:  

This is a referral.  Remember your client Al? He referred you to 
Elaine. Al was motivated by a desire to help her.  

An introduction (for our purposes) occurs when one person 
presents (or brings together) two people who could benefit from 
meeting. For example:   

This is an introduction. After Al’s referral, he requests you meet 
with him and his friend Elaine. At the cafe, Al states “I set this up 
so you two could meet and get to know each other.” Then Al 
excuses himself.  

 1. Why Aren’t Clients Introducing Me More?  

The culprit is a lack of information. Don’t assume that clients will 
always contact you with an introduction. Some will. Many won’t. 
Why? Because nobody explained to them what to do when they 
want to make an introduction.  
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 2. Clients Contact You  

Introduction requests should come from clients, not the referral. 

Why shouldn’t the referral contact you directly? This rarely works. 
They forget, lose info, etc., which factors highly into the 90% not 
connecting with the referred firm.  

So what might happen if the referral tries to connect with you? 
Here’s one example: 

 3. Who Contacts the Referral? 

After you talk to the client, they will coordinate the introduction.  

Why shouldn’t the business owner contact the referral directly? 
Often the person referred will be caught off-guard, not instantly 
recall the referral, assume it’s a cold-call, and hang up.  
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Referrals: Seven Excuses and How to Fix Them 

As a small business owner, the prospect of asking customers for 
referrals can sometimes be met with hesitation. Factors such as 
preserving customer relationships and uncertainties about the 
right timing and approach can contribute to this reluctance.  

However, reframing these concerns as opportunities for growth 
and improvement can ultimately strengthen both the business 
and its connections with customers.  

This guide aims to help small business owners navigate these 
challenges and leverage the power of referrals effectively by 
providing insights, tips, and best practices for overcoming these 
hurdles.  

As a small business owner, there are several reasons I might be 
hesitant to ask customers if they would refer my business or not: 

Fear of rejection: Asking for referrals can be uncomfortable 
because it leaves me open to the possibility of rejection. I might 
be afraid that customers will say they wouldn't refer my business, 
which could be discouraging. 

Insecurity: I may feel insecure about my products or services, and 
not want to risk receiving negative feedback or confirmation that 
my customers are not happy with their experience. 

Intrusiveness: I might worry that asking for referrals could come 
across as intrusive or pushy. I don't want to make my customers 
feel uncomfortable or pressured to recommend my business if 
they don't genuinely want to. 

Damaging relationships: I may be concerned that asking for 
referrals could strain my relationship with my customers. If they 
feel obligated to refer others but don't want to, it could create 
tension or lead them to avoid my business in the future. 
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Timing: I might feel that it's not the right time to ask for a referral. 
For example, if a customer is going through a difficult situation, it 
may not be appropriate to ask for their help promoting my 
business. 

Inexperience: As a small business owner, I might be unsure about 
how to ask for referrals effectively or professionally. I may worry 
about coming across as inexperienced or unprofessional, which 
could deter customers from referring my business. 

Overburdening customers: I might be concerned that asking for 
referrals could overburden my customers, especially if they've 
already provided feedback or participated in other promotional 
activities. 

Ultimately, while there are reasons a small business owner might 
be hesitant to ask for referrals, it's important to remember that 
referrals can be a valuable way to grow a business.  
 
By overcoming these concerns and learning how to ask for 
referrals tactfully and respectfully, a small business owner can 
potentially generate more leads and expand their customer base. 

1. Fear of rejection: 

While rejection can be uncomfortable, it can also be a valuable 
opportunity for growth. By facing rejection, you can learn more 
about your customers' needs and preferences, which can 
ultimately help you improve your products and services. 
Furthermore, not every customer will reject your request for 
referrals. In fact, many may be happy to help, which can lead to 
new customers and increased sales. 

You can use the fear of rejection to motivate yourself to improve. 
Make sure you are providing excellent products and services, and 
use any negative feedback as an opportunity to learn and grow.  
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Additionally, practice asking for referrals in a way that is genuine 
and polite, which can help make the process feel less daunting. 

2. Insecurity: 

Insecurity can be turned into a strength by using it as a catalyst 
for self-improvement. By identifying areas where you feel 
insecure, you can take targeted steps to address those 
weaknesses and become more confident in your business 
offerings. 

You can benefit from your insecurities by focusing on continuous 
improvement and growth. By addressing your insecurities and 
working to improve your products and services, you'll increase 
the likelihood that your customers will be happy and more 
willing to refer your business to others. 

3. Intrusiveness: 

While you don't want to be pushy when asking for referrals, 
being too passive can also hinder your growth. You can find a 
balance between being assertive and respectful by asking for 
referrals in a tactful, non-intrusive manner. 

You can benefit from this concern by mastering the art of tactful 
communication. Practice asking for referrals in a way that is both 
genuine and non-intrusive, and consider offering incentives or 
rewards to customers who refer others to your business. 

4. Damaging relationships: 

While asking for referrals can carry a risk of straining customer 
relationships, it can also strengthen them by demonstrating trust 
and confidence in your customers. By involving them in your 
business's growth, you can foster a sense of loyalty and 
commitment. 
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You can benefit from this concern by being transparent and 
respectful when asking for referrals. Make it clear that you value 
your customers' opinions and are genuinely interested in their 
feedback. This can help strengthen your relationships and make 
customers more likely to refer your business to others. 

5. Timing: 

While timing is important, it can also be used as an excuse to 
procrastinate. Instead of waiting for the perfect moment, you can 
create opportunities to ask for referrals by incorporating the 
request into your regular interactions with customers. 

You can benefit from this concern by being proactive in seeking 
referrals. Develop a strategy for asking for referrals at appropriate 
times, such as after providing excellent service or resolving an 
issue, and make it a routine part of your customer interactions. 

6. Inexperience: 

Inexperience can be an advantage, as it allows you to learn and 
grow without being burdened by preconceived notions of how 
things should be done. Embrace your inexperience and use it as 
an opportunity to develop your skills in asking for referrals. 

You can benefit from your inexperience by seeking guidance and 
learning from others. Research best practices included in Asktra 
for asking for referrals, start small and you’re your confidence, 
and network with other business owners to learn from their 
experiences. 

7. Overburdening customers: 

While you don't want to overburden your customers, involving 
them in your business's growth can also make them feel valued 
and appreciated. By giving them the opportunity to contribute to 
your success, you can foster a sense of loyalty and commitment.  
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You can benefit from this concern by being strategic in your 
approach to asking for referrals. Consider segmenting your 
customers and targeting those who are most likely to provide 
referrals, or space out your requests over time to avoid 
overwhelming your customers.  

Here’s a tip you mustn’t ignore: Offer incentives or rewards as a 
token of appreciation for customers who refer your business to 
others. This not only demonstrates gratitude, but also 
encourages further referrals and helps maintain strong customer 
relationships. 

In conclusion, while the concerns mentioned above may initially 
seem like barriers to asking for referrals, they can also be 
opportunities for growth and improvement. By addressing these 
concerns and using them as motivation to refine your approach, 
you’ll strengthen your business and increase the likelihood of 
receiving valuable referrals.  
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10 Tips for More Survey Responses 

1. Personalize survey requests. It requires little effort while vastly 
increasing results. 

 
2. Does your business have brand or industry jargon or phrases 
customers will recognize? If yes, include it in the request. 

 
3. Shorter is better. Don’t overthink this. 

 
4. Mobile first messaging. 80% of survey respondents do so on 
their phones. 

 
5. Make it worth their while to complete the survey. Offer 
coupons or discounts. 

 
6. Send using your own business email.  

 
7. It’s OK to send a reminder follow-up, but usually just one. 

 
8. Send survey requests at least twice a year. 

 
9. Try A/B testing with two unique message requests. See which 
one performs better. 

 
10. Be direct.  Subject lines are VERY important: “Hey, it's Phil. 
Would you recommend us? 
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One Question Referral Examples 

Here are two proven examples of messages to share with 
customers. Plus bonus subject lines.  

Example #1 

Subject: Honest feedback means a lot 

Hi! Thank you for your business. Could you spare a minute or so 
to answer this quick one question survey? See you soon, Phil 

Example #2 

Subject: Would love to get your opinion 

Hello! I am committed to your satisfaction. Can you take a few 
seconds to answer this quick one question survey? Have a great 
day, Phil 

Note: You would link the text stating quick one question 
survey to your Personal Survey Page. 

Bonus Subject Lines: 

What did you think? 
Pardon the interruption, it's Phil ;) 
Having a curious moment over here! 
Hello from Phil, One small favor please... 
Would you recommend us? 
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The Referral King of Route 9 

Jerry owned a small print shop off Route 9 called Ink It Real. He 
made menus, flyers, postcards, and just about anything that 
could fit through a clunky copier. 

But Jerry didn’t just print. He thrived on referrals. He once told a 
customer, “I don’t need ads. I just need one happy customer with 
a big mouth.” 

He had a wall of Polaroids labeled “People Who Referred 
Someone.” It looked like a family reunion thrown by a marketing 
agency. 

Jerry handed out punch cards. Not for coffee, but for referrals. 
One got you a pen. Three got you a free poster. Five earned you a 
framed picture on the wall with a handwritten thank-you note 
underneath. 

Then came Gloria. She referred twelve people. Jerry threw her a 
pizza party in the back of the shop and named a color after her. 
He started saying, “Make it Gloria Red” to the guy running the 
press. It was just regular red, but it felt right. 

Jerry never scaled, never franchised, and never spent a dime on 
ads. He didn’t have to. Every customer brought someone new. 

People stopped by just to say they had a cousin who might need 
wedding invites. Jerry would smile, write it down, and hand them 
a sticker that said, “I keep Jerry in business.” 

That sticker was half joke, half truth. 

And somehow, it worked. 
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Sales Wrap-Up 
Sales teams do more than close. They shape perception. They 
build confidence. They are on the front line of trust, and they are 
often the ones with the clearest view of when a referral is 
possible.  

When they ask with purpose and follow up with care, they turn 
today’s success into tomorrow’s pipeline. 

Referrals are not a lucky outcome. They are a skill. A practiced, 
intentional part of the sales process. Your team needs to be 
trained to earn them, to time the ask, and to make it easy for the 
customer to say yes.  

That means rehearsing it. That means building it into the call 
structure. That means treating the ask like any other critical part 
of the sale. 

Sales should not be afraid to ask. They should be ready. 
Confident. Equipped with the right language and supported by a 
system that makes follow-up automatic.  

When sales teams understand that referrals are a sign of trust, 
not a burden on the customer, they stop hesitating and start 
owning the process. 

Build referral asking into your sales culture. Make it part of 
onboarding, part of coaching, and part of every review.  

Then recognize the people who do it well. Referrals are not the 
end of the sale. They are the start of the next one. 
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Referrals Are Everyone’s Responsibility 
The biggest myth about referrals is that they belong to 
marketing. They don’t. They belong to the entire business. Every 
role has a hand in whether your business earns trust or loses it.  

From the first call to the last invoice, referrals are on the line. They 
are not a one-time ask. They are a reflection of how your 
company shows up every day. 

Referrals are not about charisma. They are not about slick 
language. They are about consistency. They are about delivering 
what you promised, fixing what went wrong, and being the kind 
of business people want to talk about.  

Referrals are not a tactic. They are an outcome. An outcome of 
systems that train people to ask. An outcome of customer 
experiences that make the ask feel natural. An outcome of 
leadership that takes the long view. 

Companies that grow through referrals do not treat them as a 
side project. They build for it. They write referral asks into scripts. 
They include referral checkpoints in onboarding. They teach 
teams how to recognize when the moment is right and how to 
follow up with purpose.  

These companies review referrals in staff meetings. They show 
referral data on dashboards. They know exactly who referred 
whom and how those relationships are performing. They reward 
the behavior that earns them. Not just the outcome, but the 
process that leads to it. 

When referral thinking is fully embedded, something powerful 
happens. The business starts to generate new leads without 
chasing them. Operations staff refer trusted vendors.  

Customer service reps surface clients who love the service and 
are ready to spread the word. Tech teams point peers toward 
your tools. Everyone becomes a builder of the brand. 
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This shift does not require a new department. It requires a new 
mindset. Referrals become part of your culture. Not a quarterly 
campaign. Not a widget on your website. A way of working. A 
way of thinking. A way of serving. 

Referrals Are a Business Model 
Referrals are the strongest signal in your pipeline. They shorten 
sales cycles. They boost conversion rates. They attract customers 
who already trust you before the first meeting.  

A business that thrives on referrals is one that spends less time 
convincing and more time delivering. A business like that grows 
with less friction and more loyalty. 

But referrals do not scale on hope. They scale on systems. You 
must know when to ask. You must know how to ask. You must 
teach your team what to listen for, what to say, and what to track.  

Referrals must be part of job descriptions, part of performance 
reviews, and part of how you define success. They must be 
present in your CRM, your pipeline reviews, your team huddles, 
and your strategy conversations. 

You cannot fake your way into a referral-based business. You 
must earn it. That means getting the details right. Responding 
faster. Keeping promises. Owning mistakes. 

Creating moments where the customer says, “This is different. 
This is better.” When you do that, people talk. And when people 
talk, referrals happen. 

Treat referrals as your most valuable lead source. Because they 
are. Every business pays for leads. Very few build them into their 
operating model. You have a chance to be one of the few. 

So build the system. Name the behaviors. Train the team. Track 
what matters. Make referrals visible. Make them part of the day-
to-day. Not as a slogan, but as a standard.  



 

 
 

Use of this content for ReferralSafe Clients Only 
``` ReferralSafe LLC. All rights reserved. 83 
   

Running a small business shouldn’t feel like 
guesswork…  

kevinX helps you cut through the noise with clear answers to real 
problems like growing sales, leading teams, and staying focused 
on what matters most. 

Smart content. Real tools. Built for how small business really 
works. By small business owners. 

✦ Microlessons: 300+ short, focused learning courses, neatly 
curated into four categories: CUSTOMERS, LEADERSHIP, 
MARKETING, and SALES. 

✦ Insider Guides: eBooks  created for practical insights, expert 
tips, and real-world strategies for small business success. 

✦ Playbooks: Focused learning that addresses the full range of 
small business challenges with timely, relevant lessons that build 
durable, real-world skills. 

Plus… 

✦ AI Business Coach: Nonstop, interactive coaching to grow and 
sharpen your customer engagement, leadership, marketing, and 
sales. Practical, collaborative, and built for how your business 
really runs. 

✦ AI Widgets: Small business owners need quick, chewable 
insights they can use to grow. AI widgets deliver smart tips on 
customers, leaders, marketing, and sales. 24 hours a day. 

If you’re ready to lead better and grow faster, kevinX is your edge.  
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Note from the Author 

Hi, I’ve spent over 20 years starting and growing small 
businesses, from a fly fishing membership club to a fractional 
sales & marketing firm for fintechs. 

That journey taught me how vital customer engagement, 
leadership, marketing, and sales are, and how small business 
owners often need to handle it all. 

kevinX is built from my own wins and mistakes. I created, tested, 
and used every part of it myself. 

Build boldly. Lead smart. Own every win. Your business, your way.  

Keep leading, Kevin Adams 

www.kevinx.ai 

 

 

 


