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The best way to find new business is to get referrals from people 

we already know and with whom we do business.

So why don’t we do a better job of more consistently asking for 

and cultivating referrals? We spend endless amounts of time and 

money on new business development via sales and marketing 

campaigns, events and initiatives. These are somewhat targeted 

but mostly cold, and there’s no personal relationship. And yet we 

ignore the low-hanging fruit of contacting those with whom we 

already have a relationship.  

IN ORDER FOR YOU TO HIT YOUR NEW BUSINESS GOALS, THE QUESTION IS….

Can you better capitalize on opportunities to more 

consistently get referrals from people whom you know 

and turn them into prospecting conversations?

OBVIOUS, RIGHT?



THE THREE 
KEY ELEMENTS

WE CAN 
ACKNOWLEDGE, 

ADDRESS 

AND IMPROVE ON ARE:

We don’t ask for 

referrals because we are 

uncomfortable. We don’t 

want to seem needy and are 

afraid of being rejected or 

thought to be assumptive. 

We sometimes don’t want 

our current clients to think 

that if they refer more 

business to us, we’ll have 

less time for them. Notice 

these fears and seemingly 

legitimate reasons why you 

seldom ask for referrals—

and then just do it anyway. 

Move through your 

discomfort.  

        Take a risk.

We are not specific enough 

about what we are asking 

for to make it easy for the 

other person to quickly 

understand and make 

connections to whom they 

know and with whom we 

might want to talk. Don’t 

assume because someone 

is a client of yours, or knows 

you well, that they know 

what kind of ideal clients 

and projects you 

want.

We don’t have a clear 

enough process for what we 

do with the referrals once 

we get them. Things sputter 

out before they even have 

a chance to get started. 

Most humans tend to be 

ambiguous, i.e., “You might 

be getting a call from Joe 

Greene, I told him about you 

and he might be interested.” 

It’s our job to help suggest 

a defined process that 

moves things along 

and counters 

ambiguity, i.e., 

“Sounds good. 

What I find 

works best, if 

you’re open to 

it, is a direct email 

introduction…”  

WHY DOES THIS MATTER?
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EXAMPLE OF SPECIFIC BULLET POINTS:

• Growing companies with multiple 
locations around the U.S.

• CFO, Controller, VP Finance

• Still process lots of paper manually

• 100 – 500 invoices per month

• Staff or budget cuts = small staff, no 
time, overwhelmed

• Dealing with lost invoices, paper or 
storage, incorrect coding, late fees

• Truly open to new ideas via technology, 
doing things online

EFFECTIVE EXAMPLES WHAT WORKS

It is your job to keep both yourself and the other party “psychologically OK.” Use language that is both disarming to you 
(to help keep you from avoiding asking or reaching out) and to the other person (to keep them from feeling obligated or 
put upon or worried what you’re going to do with the name once you get it, i.e., be an annoying salesperson.

BE DISARMING

Using key phrases such as: 

• “IF YOU’RE OPEN TO IT.”;

• “I’M TRYING TO DO A BETTER 
JOB THIS YEAR OF FOCUSING 
ON MY BEST RELATIONSHIPS 
AND GROWING MY BUSINESS 
FROM PEOPLE I KNOW AND 
TRUST…”;

• “IF ANYONE COMES TO MIND, 
LET ME KNOW. IF NOT, THAT’S 
PERFECTLY OK.” 

HAVE A CLEAR PROCESS

Have a clear process, with 
simple and defined next 
steps. Key phrases to tee 
this up are:

• “WHAT I FIND WORKS BEST.”;

• “AS PART OF MY PROCESS.”;

• “IF YOU’RE OPEN TO IT.”;

• “WHAT I SUGGEST IS AN EMAIL 
INTRODUCTION TO CONNECT 
THE TWO OF US AND I’LL TAKE 
IT FROM THERE.”

People want to be led. 
Lead them, in a direct but 
non-pushy way.

BE SPECIFIC

Be specific about what you’re asking 
for and who is a good fit for you. Don’t 
assume the person you are asking knows 
exactly what you want. Create some key 
bullet points to make it easy to connect 
you with a possible fit.

do it.

4 KEYS TO SUCCESS
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EFFECTIVE EXAMPLES WHAT WORKS

REFERRAL EXAMPLE #2 
REACHING OUT WITHOUT A DIRECT EMAIL 
INTRO BEING MADE

SUBJECT: KATIE - DANA GARAVA SUGGESTED WE TALK 

Hi, Katie, 

I had a lunch meeting with Dana yesterday and she 

suggested it might make sense for us to connect. 

She thought that our Winery Benefits Pool that they 

participate in could be something worth taking a look at.     

I have no idea if this is relevant or of interest, but I thought 

I’d reach out at Dana’s suggestion. If you’re open to it, 

what I’d suggest is scheduling a brief conversation (live or 

via phone). We can give you a sense of the program and 

who we are and we can decide if there is any reason to 

talk further (or not). No pressure or expectations at all.   

Let me know if you’re open to schedule a quick chat. If 

you’re not open to talk that’s perfectly fine, just let me 

know either way. 

Kelly

REFERRAL EXAMPLE #1 
REACHING OUT TO SOMEONE WHO KNOWS YOU  
TO ASK FOR A REFERRAL

SUBJECT: JEN - ANYONE YOU THINK I MIGHT WANT TO CONNECT WITH? 

Hi, Jen, 

I am getting into new business mode as I start thinking about the 

second half of 2016. Since you know me quite well and a bit about 

what I do, I thought I’d send a quick note to see if you could think 

of anyone that I might want to talk to. I’m looking for up to three 

new clients for the remainder of the year. Quick snapshot of what 

I’m looking for:   

• A food or beverage company, in either manufacturing or 
distribution, with as few as 50 and up to 500 employees. 

• CFO, CEO, other senior leaders who particularly care about  
risk management and worry about liability and things  
slipping through the cracks based on significant changes 
 and/or growth. 

• Open-minded leaders who believe in what they do, are 
reasonable people and fun to work with. 

Anyone come to mind worth connecting with? As you know, my 

style is casual and consultative and I’m never aggressive when it 

comes to new business introductions. 

I find it never hurts to have exploratory conversations tee’d up 

by people who know me well. If no one comes to mind, that’s 

perfectly fine, no pressure or expectations at all. I look forward  

to seeing you later this month.    

Regards, Ken 
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EFFECTIVE EXAMPLES WHAT WORKS

REFERRAL EXAMPLE #4 
WHEN YOU DO GET A WARM REFERRAL EMAIL 
INTRODUCTION – HOW NOT TO REPLY AND  
HOW TO REPLY 

SUMMARY EXAMPLE: DIRECT INTRODUCTION:  

Pamela and David, please meet each other. I’ve filled each of you in on 

the other, so will let you guys take it from here. 

REFERRAL EXAMPLE #3 
FOLLOWING UP IF YOU HAVEN’T HEARD BACK 
FROM SOMEONE THAT YOU GOT CONNECTED TO

SUBJECT:  STEVE – QUICK FOLLOW-UP FROM MARGARET STARK  
(TJ CONNECTED US) 

Hi, Steve,

TJ thought it might make sense for you and me to connect. 

I followed up via email last month at your suggestion and 

didn’t hear back. I saw your WSJ article back in April, 

where you said Linknet is hiring 300 people this year, so 

I’m sure you are SUPER busy.

If you’re open to it, what I suggest is that we schedule a 

brief, 15-minute call in the next week or two to give you a 

quick overview of our learning and development programs 

and see if there might be any kind of fit. At the end of the 

call, we should have a good idea if there is any reason to 

talk further, or not. No pressure.

Let me know if you’re open to talk and if there are best 

days or times that might work for a brief, scheduled 

conversation. If you’re not open to talk, all that I ask is  

you let me know either way.

Cheers, Margaret

INEFFECTIVE REPLY: EFFECTIVE REPLY:

Let’s get together and see 
how Wilcox can help you 
with your insurance needs. 
We have done a lot of work 
in your space and ensure 
that all of our clients get 
world-class service. I look 
forward to talking!  

 Assumptive

 Overly excited

 Ambiguous language

 No clear next step

David: Nice to meet you by 
email. Not sure I can help, but 
always open to explore. Let me 
know if you want to schedule a 
brief 15-minute call and we can 
see if there’s any kind of fit. 

 Disarming

 Unemotional

 Gives appearance  
 of choice 

 Clear next step
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REFERRAL INTRODUCTION EXAMPLE:

Carol,

Jesse Watt, from NextStep, is a 

strategic partner I’ve worked with 

for a number of years. I trust him 

and they do really good work.  

I thought it might be worth having 

a conversation to see if any of 

their team development model 

and system could be a valuable 

resource at some point.  

I don’t want to meddle in your 

business and don’t want you to in 

any way feel obligated to talk to 

Jesse, but I thought it would be 

good for you all to know each other 

just in case there might be a fit at 

some point.  

I’ll leave you two to figure out if it 

makes any sense to talk further.  

Jacque

EFFECTIVE EXAMPLES WHAT WORKS

REFERRAL EXAMPLE #5 
WHEN YOU DO GET A WARM REFERRAL 
EMAIL INTRODUCTION – HELP THE  
REFERRER WITH AN EMAIL TEMPLATE

Hello, Jacque,

Thanks for the offer of connecting me with Carol.

Since you have a million things going on I thought  

I’d draft an example of the kind of email intro that  

I find works well in situations like this.  

Take this and use it as-is or edit it as you like  

(see right). Or you can of course do your own thing. 

CC me on the email and I can take it from there.

Thanks in advance,

Jesse

LINKEDIN OUTREACH EXAMPLE 
WHEN YOU WANT SOMEONE  
TO MAKE AN INTRODUCTION TO 
A PROSPECT:

DJ – Would you be willing to 

make an introduction (LinkedIn  

or email) to Steve J from 

Sontech? Seems like some of 

what we do might be relevant 

and since you know me well  

I thought you might be willing  

to make an intro. No pressure  

or expectations. Let me know 

either way.  

Matt



Now, open the PDF that came with this 
module and choose one of the 18 referral 
emails and send it to your favorite client. 
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 Your resistance to asking for referrals is the BIGGEST obstacle to move 

past. This is a psychological barrier. Using this type of approach is 

designed to both disarm and calm YOU, as well as the other party to 

whom you’re making a request. Pay attention to every word and notice 

your resistance. Often you need an accountability partner to actually 

do some of these things. Find a way to make it a game.  

 Remember that often the referral will come from a different source 

than the one you asked and it often comes at a different time than 

immediately after you ask. This process takes trust and patience, as 

well as precision. It’s a commitment to be more intentional about your 

thinking, your language and your process.   

 Use your CRM program (or even a GoogleDoc) to keep track of whom 

you emailed, did they respond and whom they referred.

 If you appear overly excited or salesy people will AVOID you. Play it 

cool, even if you have to fake it. Your excitement and eagerness will 

not help you get more quality conversations. 

There are metaphysical laws that support that 
if you clearly ask for what you want, you will 
get more of it. But you have to be clear about 
what you’re asking for, and ideally you are 
asking in a way that is compelling and not off-
putting to people (or to yourself). You have to 
do it as a consistent practice over a period of 
time. Tweaking and honing your approach to 
asking for and converting referrals into clients 
requires precise intentionality that you may 
not have brought to this process before. 

All the little things matter – your thoughts, 
your words, your suggested steps. Most 
people want to help you, so it’s your job to 
make it easier for them to help you. And once 
they help you and make an introduction, it’s 
your job to be disarming and clear in ways 
that makes it easy for the new prospect to 
agree to talk with you and open up to you. 

This requires an elegant simplicity that most 
people do not show in their hurried day to 
day. Slow down, pay attention, keep it simple. 
Follow these steps over a period of time and 
you are guaranteed to see tangible results in 
new opportunities and closed new business.     

do it.



THE IDEAL CLIENT

GRAPHIC PIPELINE MAP

EFFECTIVE EMAILS

We attract more of what we clearly define. We get more of 
what we generally tolerate. Use this template to clarify your 
ideal clients and make a plan to find them.

Use this powerful graphic template to create a snapshot of 
where your business development efforts are without 
self-deception and excuses.

Learn how to create outreach emails that don’t get immediately 
dismissed. Create emails  that are clear and compelling, that 
separate you from your competition, and ensure you are 
coming from a position of strength and equality.

If you have a clear structure for each new conversation, you and 
your prospect will be freed  up to engage in a more disarming 
and meaningful dialogue. Learn the three things you can do to 
make sure you get the most out of that conversation you worked 
so hard to get.

You had a great call or meeting with a prospect, you thought 
things were moving along  and now you can’t get a response. 
Crickets. Sound familiar? Learn techniques that will get  a 
response 75% of the time.

The best way to find new business is from referrals from people 
who already know and do business with you. Learn the keys to 
consistently receiving referrals and what to do when you get them.

EFFECTIVE CALLS & MEETINGS

STALLED DEALS

REFERRALS

A DIFFERENT APPROACH TO 
NEW BUSINESS DEVELOPMENT

The Selling 180 Toolkit is a radical departure from “normal” 
sales techniques. Everything outlined in these modules is designed 

to help you maintain greater control over your process and 
reduce the amount of lost time and energy you spend in not 

having enough of the right kinds of business in your pipeline.

NO. 1 NO. 4

NO. 2
NO. 5

NO. 3

NO. 6


