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Everyone talks about referrals, but few actually pursue them. Referrals should be considered 

the reward for a job well done. They are the by-product of your excellent customer service. As a 

true sales professional, you have earned the right to ask for and receive referrals. If you are not 

asking for referrals, you are only cheating yourself. Earning referral business is a fantastic way 

to grow your business, and the best part is that all of the calls are warm leads. 

 

If at all possible, it’s best to approach this topic after your clients have successfully 

implemented your product or service. Keep in mind your clients are busy, so pursue referrals 

after the close of their quarter, project or general busy time. 

 

View the referral concept as you would any other sales pitch. You are pitching the client on 

giving you a referral. With this said, don’t say: “Hey, can you give me some referrals?” Show 

why you’ve earned the right to a referral. Present the hard work and excellent customer service 

you have given the client. He or she should want to refer you to others. 

 

The overall idea is to have a review session with your client to assess their needs, if any, and 

then transition into your needs (referrals). Start by asking the customer for a lunch meeting or a 

conference call to review his or her account and get an overall status check. During this time, 

present the client with something tangible, such as customer service reports, product 

breakdowns, returns or project deadlines. You need something to get the client thinking: “Yes, I 

have been very pleased.” 

 

If you can’t present a favorable overview, then you most likely haven’t earned the right to ask 

for referrals.  

 

The Two Types Of Referrals  

Client To Client 

A client-to-client referral is typically a referral to someone outside your customer’s company—

perhaps an associate in the same field but employed at a different company. It is okay to offer 

up some sort of reward for a lucrative referral. I’ve seen sales reps simply pay clients for 

referring new customers. Conversely, you often can simply get the referral because your 

existing customer respects you and doesn’t expect anything in return. 

 

Upon introducing yourself to the new client, immediately let him or her know you have a 

successful relationship with the mutual contact and that, based on your past success, the 

contact suggested you call. It has to be clear that you are calling to earn business based on your 

previous achievements with the mutual contact. You are calling with the purpose of getting in 

the loop and earning business. They will thank you for not wasting their time with a bunch of 

meaningless chitchat. 



 

Don’t show up expecting to have business handed to you. Remember, your old client’s 

reputation is on the line. You not only have to impress the new client, you have to make your 

old client proud and confident in his or her decision to give you the referral. Be eager and 

confident. Be humble and honored to have the opportunity to earn the new client’s business. 

Be knowledgeable of his or her industry and business model. Most importantly, be professional 

and respectful. Don’t talk about details regarding your other client except the professional 

relationship you have.  

 

Once you establish a rapport with the new client, it is up to you to keep the relationship alive 

and thriving. A referral simply allows you an opportunity to get your foot in the door, and the 

rest is up to you.  

 

Client To Co-Worker  

This isn’t too different than the client-to-client referral, but it requires a little more hand-

holding. You can’t offer up a bonus incentive because it could be a conflict of interest. Your goal 

is to have your client champion you into other departments of his or her company based on the 

added value you bring to the table. Remember, if you held up your end of the bargain, your 

client should want you to work with other departments and contacts. 

Use the same concept as outlined before: “Based on this proven track record, do you feel okay 

with me offering my services to other areas of your company?” 

 

Lunch meetings or joint conference calls are a great way to do introductions. Approach these 

referrals the same way you would approach the client-to-client referral. Make sure you are on 

your game and prepared to put your best foot forward. 

 

Lastly, always remember to thank your client for any successful referrals. You will lose 

credibility quickly if you forget to thank your existing clients for their helping hand.  
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