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Referral prospecting:

What is?

 An “A” class prospect

 A “B” class prospect

 A “C” class prospect

Simply put – an “A” class prospect buys. A “B” class prospect seldom buys and a “C” class prospect hardly ever buys.

What is the difference between an “A” “B” and “C” class prospect?

INFLUENCE!

That’s it. The level of in�uence your referrer exerts on your referral will determine the quality of the referral you

receive.

How do you know what level of in�uence your referrer has over your referral?

By the amount of information he knows about the referral.

How do you establish that?

By the questions you ask the referrer about the referral.

This process requires you to put your chin out there. Do you have what it takes? If you don’t are you willing to go to

the next level? The rewards are worth it. Do you have the courage to change? To get uncomfortable for a short while

until you hone this skill and own it. It will be worth it. You will not only increase your sales dramatically. You will

grow your self-image and this will enhance your relationships and every other facet of your life. It will require being

humble and teachable.

Referral prospecting presentation:
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A few salient points to ponder when embarking on a referral prospecting system. Referrals are by far the most

valuable prospects when elicited effectively. This does not mean that it is the only form of prospecting. While you

are perfecting this method of prospecting you are encouraged to continue with what is working for you now. In time

when you have suf�cient quality names from referral prospecting, you will see for yourself the folly of using any

other method. For example, if you had 8 leads a day who were all guaranteed to buy from you, would you be using

any other method? Done correctly referral prospecting will provide “A” class leads who buy. Again, it will require

courage, perseverance, an open mind and faith on your part to give it a chance of working for you.

Insanity: doing the same thing over and over again and expecting different results. Albert Einstein

Referral prospecting presentation

(Person’s name) thank you so much for the generous time afforded. (Find something complimentary to say about the

person – see notes below) and I think you can be of tremendous bene�t to me and I NEED YOUR HELP. Would you be

prepared to help me? (Pause for answer)

Likely replies:

 Depends what it is

 Sure, how can I help

Psychology behind the process:

http://www.brainyquote.com/quotes/authors/a/albert_einstein.html
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 When you compliment someone be sure to compliment them sincerely, not

what they do or on their dress sense. The compliment needs to be personal.

 It is important to note that few people are comfortable referring salespeople to

their inner circle of friends. This is because they fear what their friends may

think, say or do. Human beings prize being accepted and anything that

threatens their acceptance level, will immediately raise a red �ag. It is because

of this that your compliment needs to be sincere, personal and warm. Also, if

social acceptance is their motive for protecting their friends from you, it is

important that you give a similar bene�t to them if you wish for them to

support you.

 What can you offer? Nothing other than humility and making your referrer feel

needed. I NEED YOUR HELP says I need you. I need you is a strong form of

acceptance. When you are humble and sincerely appeal for help, it becomes

extremely dif�cult for your referrer to turn you down

I need the names of around about 8 people like yourself, warm friendly and open to new ideas. For example; who is

the nicest X person you know?

X stands for the type of person you are looking for

Likely answers:

 Joe so and so

 I’ll have to think about that

 I’m a little busy now. Let me come back to you on that one

 I don’t give names of people I know

Psychology behind the question:
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 Many salespeople push back at the implied audacity of asking for 8 names.

Asking for 8 names does not commit your prospect to give you 8 names. He can

end up giving you one or two. The reason that you put a number upfront is to

create an expectation of what you require. By saying around about 8 names,

you’re setting a target in his mind but not committing him to that �gure. People

also need to know that when they are rolling out the names to you that there is

a �nite target. It gets them thinking harder about the people they know. It also

gives you permission to keep asking after receiving the �rst name, which might

be the person he has little in�uence over and therefore you would walk away

with a B or C class prospect. The idea of referral prospecting is not to secure

names. It is to secure “A” class prospects. “A” class prospects buy.

 How you say things is so much more important than what you say. If you feel

awkward asking for names, you will come across that way and you will �nd it

dif�cult to elicit help. On the other hand, if you are comfortable and warm and

humble, you will be surprised at how willing people are to help you.

 Referral prospecting is an art form. After learning how to do it, you will need to

practice until you become comfortable and competent. Your appointment

closing ratios will improve as will your sales.

 If he says: “I’ll have to think about it,” ask him to browse through his cell phone

contacts. The hard part is getting the �rst name. After that it becomes easy for

you and your prospect.

 If he says: “I’m a little busy right now. Let me come back to you.” Ask if you can

schedule a time now to call on him for this purpose.

Be aware not to ask any questions about the people whose names you receive before you have exhausted the supply

of names your referrer is willing to give

Psychology behind this:
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 If you start getting speci�c about the details of a referral and your referrer

does not know the answer to these questions, he will clam up and won’t give

you more names.

Once you have all the names your referrer is prepared to give, then turn the referral cards towards him and say: “If

you were in my shoes, which one of these people would you call on �rst?”

Psychology behind the question:

   This allows you to establish how well he knows the referral by asking the

next few questions.

 It also sets up the next question

 It is also a more professional question than “Which of these people would

you think I had the greatest chance of selling?”

Why would you choose to call on (name of referral) �rst?

Likely answers:

 He could do with some help

 He is always looking to improve his business

 I think you’ll have the best chance with him

 He would be open to these kinds of ideas

Psychology behind the question:
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 Very often when you ask for names the prospect would be more inclined to give

you the names of people outside of his inner circle or centre of in�uence. The

risk of him being rejected by these people is less than the risk of being rejected

by his closest friends. This would be a softer approach than “Is he a close

friend” for example. You run less risk of losing co-operation because the former

question is less threatening.

 By asking “why” you can also establish how your prospect views what you can

do for his friend/acquaintance.

 This will also give you the opportunity to establish how well your prospect

knows the referral he is giving you.

 If it becomes evident that your prospect knows little about the referral you can

move away from what would have probably been a B or C class referral and

guide your prospect to help extract the A class referrals he knows.

 Getting names is not the objective. Getting names of people who might have a

need for your product is also not the object of this exercise. Getting names of

people who your referrer has in�uence over and who could use your services is

the sole objective. Otherwise, you may as well use the yellow pages or the likes.

What most people �nd dif�cult is asking personal questions. It is not what you ask however. Rather it is how you ask

that makes any question palatable to your prospect. How you frame the question is also essential. For example:

Is Joe married?

Or

In order to be sure that I don’t offend your friends and you, I would need to know a little more information about

them. I would prefer to call on people who would want to see me and I have a way of qualifying that and would need

your help to do so. Would that be OK? (Pause for answer.) Is Joe married?

Psychology behind the process:
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 When you fully appreciate how resistant many people are to sharing the names

of their close friends, then you will appreciate the need to be sensitive and

skilful. This is for two reasons. Firstly, you come across as a professional, which

elicits his trust. Secondly, he automatically deducts that your approach to his

friends will be the same – professional and caring. This gives him more

con�dence to share his inner circle of friends with you.

 Start with the easier questions which you will �nd on your referral card.

 Once the �rst bit of information is out the rest tends to �ow spontaneously – a

little like someone who has shared a secret with you tends to take you into their

con�dence. After that it’s easy.

 It will take courage and practice to master this process. It is well worth the pain

and effort though. Just think of how exciting it will be to have people who want

to see you. When this skill distils into your nature, sales will increase

dramatically. There is no question about that.

Stalls and objections procedures - prospecting

Let me think about a few people that may be interested in using your services. I’ll call you when I have the names.

Psychology behind the statement:
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 This is a stall. What your prospect is really saying is that he doesn’t like giving

his friend’s names to salespeople. He knows that it will be easier to brush you

off when you try to contact him by phone to follow up. A prospect following up

on his promise to call you is unlikely. It is possible rather than probable.

 If you are dealing with this stall in the �rst place, chances are that you might

need to brush up on your prospecting presentation skills.

 Buying your prospects story – in any sales situation either you or your

prospect is making a sale. Most times when the prospect sells you on why he is

not buying it is because you bought his story. You are more prone to do this if

you buy your own stories. For example; if you justify to yourself that an

uncomfortable question in the sales �eld is not a question for the real world

and you buy your story then you will be more inclined to buy your prospect’s

story before delving a little deeper to uncover the truth. We buy our own

stories generally when we justify delaying pain or discomfort. When our

prospect does the same, we can’t see the problem. Therefore, to be a pro

salesperson, it would be expedient to confront your fears and introduce

changes of approach that are tried and tested.

(Person’s name) would you mind if I helped you think. The reason I say this is because I don’t want to be a burden on

the people you refer me to and I need to ask a few questions in order to protect yours and my reputation. For

example, who is the nicest X person you know?

Psychology behind the question:

 To this point you have been inoffensive and respectful so there is little chance

that you will have offended your prospect.

 Should he still insist on sending you his names then be respectful of the fact

that this is one person who just doesn’t give out names – especially to

strangers.

 Both of you leave the appointment with your reputations intact.

 You will have earned his respect for your professionalism.
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If he says: “I don’t give names of people I know.” Answer as follows. Mr. (prospects name) I appreciate the sensitivity

of sharing your friend’s names with me. I am not asking you to refer my product – only me. I will deal with your

friends in the same professional way that I have dealt with you and give them the opportunity to make a �rst-hand

evaluation of whether they can bene�t from what I do. I could really use your help. So, who would you say is the X

person that you are closest to?

I don’t have the time right now. Can I get back to you?

Psychology behind the statement:

He might genuinely not have the time. He could also be stalling. You might want to �ush out the real reason by

asking the following question:

I appreciate your time constraint (prospects name.) In light of that may I ask that we set up a time for me to sit down

with you for this purpose? The reason I ask this is because I don’t want to call on the wrong people and offend them

for both of our reputations to remain intact with your friends. There are certain questions I would need to ask you to

ensure this. I really need your help in this regard. Would that be OK?

Psychology behind the question:

 You are testing to see whether he is stalling or whether he really does have a

time issue. Time is a great excuse for people who don’t want to commit to

something.

 Even if he agrees, he can still end up brushing you off. No problem – at least you

are in with a shot. Be bold but not overbearing.

 If he agrees, thank him and schedule the appointment.

 If he says he would still like to get back to you, chances are that you wouldn’t

get names out of him and in order not to be overbearing, be graceful and bow

out.

 There will be people who will not give names. Accept this too.

I don’t really give out the names of friends to salespeople.

Psychology behind statement:

This is a genuine objection. You can deal with it right away.
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You know (prospect’s name) I feel exactly the same way even though I am dependent on referrals to make a living. I

am particularly guarded when a stranger asks me for names. So, I can understand how you feel. You see (prospect’s

name) I am not asking you to recommend my product. I simply want to give others the opportunity to decide for

themselves whether my offering is of value to them or not. I will treat them in the same professional manner in which

I have treated you. I could really use your help. So, who would you say is the nicest X person you know?

I can’t think of anyone right now.

Let me see if I can help. Maybe I haven’t been speci�c enough. Who is the nicest Y guy you know?

Psychology behind the approach:

 If he bites then continue to ask for names of Y guys in different categories.

 If not, then ask if he could give it some thought and when you are in the area

again you will pop in and ask for his help once more.

Prospecting

https://www.youtube.com/watch?v=cirqUda4UHU

