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Why are referrals so good?
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The physics of referrals



$10,000 fee per project 
+ two referrals  

$30,000

How much is a new client really worth?

200% Referral Rate Gold



Imagine



What about the referrals  
…from the referrals?

But aren’t we 
forgetting 
something?



‘Compound interest is the 8th wonder of the world.  
She who understands it, earns it ... she who doesn't pays it’ 
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1. Referral price  
2. Referral upgrade 
3. Referral Identity 
4. Referral club 
5. Referral Rewards 

Strategies



6.  Dream Team 
7.  Project planning workshop 
8.  Asking 
9.  Referral Email 
10.  Remarkable client experience

Strategies



11. Neighbourhood bulletin sheet 
12. Client awards night 
13. Referral pack 
14. Site signage 
15. Premium party 
16.  Your referral reward

Strategies



1. REFERRAL PRICING



Would you like the 
‘normal' price or the 

‘referral' price?
“

”



Full 
monty

$$ $$$$$$$

Option 1 Referral Price

-10% -10% -10%

Item A

Item B

Item C

Item D

Basic Gold

Normal price
Referral price

LCC



Implementation

Raise ‘normal’  
Price 10% Referral price 

is 10% less 
than ‘normal’ 

price

Let client 
choose

1
2

3



Implementation

What if they 
take the RP 
but don’t 

refer?

Don’t sweat 
you raised 

fee anyway



3 key points



2. REFERRAL UPGRADE



Basic

Item A

Referral

Item B

Item C

$$ $$$

2 ‘Referral Upgrade’



3 key points



3. REFERRAL IDENTITY



Most powerful force in the 
human mind is the need to 
stay consistent with how 

we define ourselves

“
”- Tony Robins



Super hero 



Chump



Competitor



Fence Sitter



Over weight

???



Lucky

???



Popular

???



Local or global player

???



Thermostat - 20 degrees 
(Comfort Zone NOT Your goal)



Most powerful force in the 
human mind is the need to 
stay consistent with how 

we define ourselves

“
”- Tony Robins



I want…“ ”



I am…“ ”



We WANT to be a 
referral business“ ”You



We ARE a 
referral 
business“ ”You
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We need to do more than change… 
Your identity
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We need to EXPAND… 
Your identity
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You need to STOP telling… 
Your old story



We are a  
referral business“ ”



Imagine you crossed the 
bridge and on the other side 
was a 100% referral business



Bad clients ‘refused’ 
Access to you by ‘referral only’ 

Higher fees/prices 
Better service 

>>You work less and earn more



‘We are proud to be a referral business.  
We used to advertise but our clients where 

sending us more clients than any advertising’

Script…



3. Get the Client2. Get the Meeting1. Get the LeadsIntroduction Implementation

Implementation…



Email Signature Website Newsletter

WHERE?

1 32



Signage Conversation Staff

4 65

WHERE?



You Clients Staff

1 32

WHO?



3 key points



4. REFERRAL CLUB.



1. BNI works ok but is too broad
2. Form your own construction based referral group 
3. Make sure you have a range or resources of to 

make you referable
4. Meet monthly 

How



3 key points



5. REFERRAL REWARDS



“
”



Options

1. Referral Swap

3. Unexpected Gift

2. Reward



Birds of a feather flock together…
if there is one there may be many.

So…



‘You didn’t need to do that’

Do Not Believe Them…



You better thank them profusely 
at the very least.

The builder story…



Value

2. Reward

1. Referral Swap

3. Unexpected Gift



You refer to them, they refer to you no one owes 
anyone anything. Everyone wins.

What



Dream Team
Partners where you both benefit 
roughly evenly

Who



Value

2. Reward

1. Referral Swap

3. Unexpected Gift



Example



“
”



Commission you pay for referral

Benefit you give for referral 
sometimes known and a ‘bribe’

What



For people who have access to 
your ideal clients and will respond 
well to a pre agreed commission/
reward. 

Who



• Past clients
• Financial services
• Lawyer
• Business coach
• Interior designer

Who



Reward $20



Reward Gift Vouchers



Reward $50



Gift for friend 



Gift for friend reward for you



Mechanism 



Simple Process



Value

2. Reward

1. Referral Swap

3. Unexpected Gift



Gift/reward you deliver after a 
referral has turned into a client.

What



They don’t want to be seen as being 
‘bribed’ but they dont mind being 
unexpectedly rewarded.
• Clients
• Friends

Who



Photos in newsletter
Posted on Facebook/Instagram site

Unexpected gift should be 
your worst kept secret



3 key points
*



Ambassadors club

Refer one person to our initial 
marketing training or monkeys fist You win

They win

We win

If they become a SIX member you get 
TWO month mastermind membership

You just need your own unique url so 
we can track referral back to you



6. DREAM TEAM



Postcard



Do not consider selling your business without the right advice

On a daily basis we receive requests for 
us to recommend trusted professionals 
who can assist in getting a business ready 
for sale. To make the process easier I 
have listed the experts we refer to and 
trust for this important event. 
These are the people to get advice from 
first.

Landing 
page





Monday
11.00 -11.30 
11.30-12.00 
1.00 -1.30

Thursday
11.00 -11.30 
11.30-12.00 
1.00 -1.30



They can add value
Their service is relevant
They want this type of client
They will pass out the card

Who are the experts?



Anyone who wants that 
type of client.

Who wants to be on the list?



Bob, can you handle and more 
clients?

How to approach other 
experts



If I referred you client who 
wanted to do an x type of project 
do you want them?

How to approach other 
experts



Bob, here is my directory of experts 
for people doing this type of work.

How to approach other 
experts



Good news you are in the 
recommended experts directory.
Do you want to stay in it next month?

How to approach other 
experts



Here are 10 postcards, when ever you 
come across someone talking about x type 
of project hand them one of these little 
puppies

How to approach other 
experts



Everyone wouldn’t they?

Who wants to be on the list?



Based on 6 experts

Let’s do the math



6 x 4 = 24 leads per month
They get the prospects who call
You get them all

Let’s do the math



Good for client
Good for the Dream Team
Good for you

Win Win Win



True or false?What if I have multiple 
experts

3 builders who I need to 
look after…



0-$1m list

Sustainable list 
$1m+ list

You wont go to jail if you have 
more than one ‘Dream Team’



6 x 4 = 24 leads per month

4 x 24 = 92 lead per month
…I know its 96

Let’s do the math



Meet once a month
Make sure the DT do a great job
Have back ups
Fire non performers
Support each other - you are a TEAM

Dream Team Tips



3 key points
*



7. PROJECT PLANNING WORKSHOP 



Project Planning Workshop



1. Low cost access to experts 
2. Gets them started

Why it works…

3. Positions you as the expert



How it works…



2. Book a guest speaker + experts

1. Invite prospects every 90 days

3. Hand out project planning pack

4. Let people plan, network and review

How it works…



How do you get referrals?



Guest Invite Rules

1. Speaker + experts invite 6 guests
2. Your Dirty 30 can invite guests
3. You can invite prospects
4. Could be fundraiser
5. Food/wine
6. Celebrity



3 key points
*



8. ASKING FOR REFERRALS



Asking for referrals

Selected past clients please
Selected power referrers (2)

WHO?



Asking for referrals

a) Be specific about WHO
b) Be specific about WHAT
c) Be specific about HOW

WHAT: Right message…



‘In two months from now I am in position 
to take on a couple of new clients. We are 
not looking for anyone, specifically looking 
for someone who A, B, C’

WHAT: Right message…

Asking for referrals: Professional



Asking for referrals: Professional

‘If someone comes to mind over the next 
month or so would you be happy to connect 
them with me?’ 

WHAT: Right message…

YES



‘Here is the best way to connect us. If they are doing ABC 
type of project can you ask them if they’d be open to a 
chat with me where I can help them with 1-2-3. 
If they are happy with that then can YOU call/txt me on 
this number with their details and I will contact them. But 
please, I only want people who have told you they are 
happy for me to reach out to them?’

HOW: Right message…

Asking for referrals: Professional



Asking for referrals

a) In person
b) Email (who)
c) Letter (who)
d) Pack
e) Webinar/event

HOW: Right media…



3 key points
*



9. REFERRAL EMAIL



OMGTSISIWITOTS





Peter R Twohy 
2e Accountants 



Dream Team directory



3 key points
*



10. AMI REFERRAL SYSTEM



Ambassadors club

Refer one person to our initial 
marketing training or monkeys fist You win

They win

We win

If they become a SIX member you get 
TWO month mastermind membership

You just need your own unique url so 
we can track referral back to you



1. Referral price  
2. Referral upgrade 
3. Referral Identity 
4. Referral club 
5. Referral Rewards 

Strategies



6.  Dream Team 
7.  Project planning workshop 
8.  Asking 
9.  Referral Email 
10.  Remarkable client experience

Strategies



11. Neighbourhood bulletin sheet 
12. Client awards night 
13. Referral pack 
14. Site signage 
15. Premium party 
16.  MM referral

Strategies


