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Chapter 1

Why Salespeople Fail

One of the questions I hear most often from corporate executives and salespeople is, “Why do salespeople fail?” Generally speaking, salespeople fail because they lack desire, commitment, selling skills and/or training.   

Lack of Desire 

 A strong desire to succeed is a prerequisite for success in sales.  Professional selling is a tough occupation. On most days, a salesperson will hear the word “no” more often than “yes.”  At the beginning of a sales career or when changing jobs, each salesperson spends a huge amount of time prospecting for leads. In spite of the hard work that’s required up front, sales can also be a tremendously rewarding and lucrative career—if you begin with a sincere, heartfelt desire to succeed. You must have a passion to make those sales. This desire can’t be faked, but it can be fed. If the initial spark is present, training and encouragement will help it grow. 

Many of us enjoy certain aspects of sales: signing a contact with a tough client; the final completion of a long-term sale; earning a good commission; and having a significant amount of freedom and control over how we spend out time. On the flip side, salespeople work long hours with no guaranteed income and face rejection, competition, stress, sales quotas, and many others issues on a daily basis. 

Desire is the need to accomplish the goal of selling a product or service.  One of the definitions of desire is “the feeling that accompanies an unsatisfied state.”  Without the accomplishments of selling, the salesperson feels unfulfilled. The successful salesperson has an emotional need to be fed the fruits of sales success.
Lack of Commitment

Unfortunately, desire alone doesn’t ensure success. I’ve talked with many former salespeople who wanted to succeed, viewed sales as a noble and honorable profession, and had a strong desire to make a significant income. Yet they failed because they lacked commitment.  They weren’t willing to take the “punishment” of being rejected more often than not; they weren’t willing to put in the time required; they weren’t willing to invest in themselves and learn the profession; and they weren’t willing to take the advice, constructive criticism, and guidance of their peers, managers, and prospects who chose not to purchase.  
Desire is the want or need to succeed, while commitment is the determination and willingness to do whatever is needed to achieve success. Selling is a demanding occupation.  Most professional sales positions require more than 40 hours per week.  Generally a salesperson can expect to work longer and harder than anyone else in their company.  Clients don’t necessarily need you when it’s convenient—they need you when they need you.  And that can be any time—day, night, weekends, holidays, or during your vacation.  

As mentioned above, selling requires the commitment to work through a number of activities most salespeople find difficult and even distasteful.  The sales process must begin with a prospect to sell to—and prospecting is the single biggest commitment killer in sales. More than any other factor, lack of commitment to work through the initial failure and frustration of prospecting drives people out of sales. Though it’s a cliché, the sales profession truly is a numbers game, and the successful salesperson needs to keep a constant flow of prospects in the pipeline.  Most people who don’t make it in sales fail because they lack the commitment and persistence to consistently initiate the beginning of the sales process—finding someone to sell to.

Salespeople have a number of prospecting methods at their disposal—cold calling, buying and working leads, paying for mass direct marketing campaigns, purchased advertising, networking, and—for a few—generating referrals from existing clients and prospects. 

Cold calling is a time-honored method, and also the most difficult form of prospecting.  Picking up a phone and calling a complete stranger who will most likely say “no” is the most terrifying and discouraging part of selling. And we get to do it over and over, every day, until we build our business. Whether the sales are business-to-business or direct to the public, cold calling flushes more people from the ranks of sales than any other single aspect of the profession.

Close behind cold calling is working sales leads.  Despite what most lead supply companies’ claim, sales leads are virtually the same as cold calling, even though the prospect indicated some level of interest in the product. Unfortunately, other salespeople have already contacted many of these leads.  Purchasing leads means you’ve taken one step forward in prospecting—you have reason to believe the person is interested in your product or service. You’ve also taken two steps back; because you know competitors will also come calling—and that will probably create a price issue. 


Most new salespeople can’t afford to create a marketing campaign through media advertising or direct mail. In a major market, a small newspaper display advertisement may cost well over a thousand dollars. Direct mail usually costs at least seventy-five cents per piece.  Both marketing methods require long term exposure to generate results.  Consequently, the average salesperson would spend thousands of dollars before generating a single prospect—tens of thousands before generating enough prospects to stay in business.  

Another common prospecting method is networking through members of organizations, family, friends, and acquaintances.  In many cases, this is where the salesperson finds his early customers and clients. It’s a perfect place to start, but that’s exactly what it is—a beginning. Most of us don’t have enough contacts to generate major sales activity, although these early leads may sustain our business for a month or two. When your family and friends go into hiding, it’s time to develop new leads!     

A few salespeople are lucky enough to have their company purchase leads, advertise, send out direct mail campaigns, and sell products and services where the salesperson gets a few walk-ins or call-ins.  But even these set-ups have serious limitations.  Leads purchased by companies are usually the same leads a salesperson would purchase himself, and the company divides these leads among a number of salespeople. Even industries usually considered “walk-in,” such as furniture stores and automobile sales, tell new salespeople up-front, “If you want to make money you can’t rely on walk-ins alone.”

Other prospecting methods include trade shows, seminars, and conventions. These prospecting methods have the same problems and limitations as those outlined above, and may require a fair amount of experience, sophistication, and expense on the part of the salesperson or company.

The sad fact is, over 85% of professional salespeople rely on one or more of the prospecting methods outlined above for virtually all their prospecting generating activity. In my referral selling seminars, I ask attendees to list their top five prospecting methods in descending order, from most productive to least productive. When the lists are ready, I ask them to write every sale they made in the past year and which method generated that prospect.  Almost without fail, an amazing thing happens.  When we read these initial prospecting method lists, nearly everyone in the room has placed referrals in position number two.  In other words, my seminar attendees claim referrals are the second best method they have for generating sales.  But when they do the actual list of sales and what method generated that sale, referrals turn up in last place—if they make the list at all. I find a serious reality gap between how salespeople believe they obtain sales and how they really generate new sales.

 Why the disconnect? Since every person is told within five minutes of entering a professional selling position that in order to stay in business he needs to generate referrals, and since sales managers expect salespeople to have referrals, and since most salespeople ask for the occasional referral and often get a name and phone number or two, salespeople believe they’re selling by referral. They believe because they’re getting names and phone numbers, they must be getting referral business. Only when they actually see where their business is coming from do most recognize how little business they generate from referrals.  Certainly, many get a referral sale or two here and there, but not nearly as many as they “feel” they’re generating.

With over 85% of professional salespeople forced to dig on a daily basis for prospects to fill their pipeline, is it any wonder so many good people fail?  Desire can only go so far.  Commitment isn’t easy to maintain when we face a lifetime of turning over every rock in the field to find a prospect.  Most of us can only hear “no” so many times before our enthusiasm wanes and our prospecting activity slows to an eventual halt.  And at that point, whether we recognize it at the time or not, we are out of business.
Lack of a Good Selling Process

Strong desire and commitment won’t prevent failure unless they’re accompanied by a proven way to generate prospects and close business deals.  The second most frustrating thing for salespeople is the feeling of being lost in the sales event itself.  Most companies, from Mom and Pop firms to Fortune 100 companies, do a good job of training their sales force on product.  But they do a poor job when it comes to teaching the sales force how to sell.  The two issues aren’t the same, though many companies treat them as such.  

 Selling is the “how” in the sales process—how to get in front of and sell a prospect. Product knowledge is the “why”—why we sell and why they buy. Every salesperson needs solid grounding in each of these areas.  Companies tend to view the why of selling as the crucial area, and to a certain extent they’re right. Selling skills are transferable from company to company, industry to industry.  Product knowledge is usually specific to an industry and a particular company within that industry.  Consequently, the product and how to sell that particular product tops the training list for most firms.

But every salesperson needs a process to generate a robust pipeline of prospects and turn those prospects into customers. That proven process should include a prospecting method, a sales method, and a follow-up method that consistently generates fresh prospects. These prospects are converted into customers who receive a purchasing experience beyond their expectations.  

 A proven, reliable sales process will give you the confidence to tackle the most difficult client or the most demanding sales manager.

Lack of Training

Though desire and commitment are internally generated, a good selling process comes from training, and then adapting that training to your personality through trial and error. Lack of training is second only to a lack of commitment in flushing salespeople out of the business.  Sales training is the foundation upon which product training should rest.  Many companies assume their salespeople and the salespeople they hire already have a solid foundation in sales training. Salespeople who don’t perform are simply written off as part of the 80% in the old 80/20 rule of selling: 80 percent of the sales force produces only 20 percent of the company’s sales. Or, put another way, 80 percent of the company’s sales are produced by only 20 percent of the sales force.

Studies show the top sales people in any industry produce almost four times the sales volume of the average salesperson and ten times the volume of the bottom dwellers. A survey of the top salespeople in your company would probably reveal a common denominator. Each of them either received serious, in-depth sales training early in their careers through their company, or they’ve heavily invested in themselves by reading sales books, attending seminars, listening to sales tapes, and discussing with one another what works and what doesn’t.  Virtually every top salesperson spends a significant amount of time and money on personal training.  

This doesn’t let your company off the hook. Your employer should hire outside trainers to hold on-site seminars; top producers within the company should hold training sessions; and the company should send their sales force to seminars. You and the other salespeople in your company should insist on being correctly trained. 

Furthermore, it’s in the company’s best interest to spend dollars and time to train their salespeople.  Is it any surprise most of the top talent work for, or came from, companies that spend a tremendous amount of money for sales and product training? 

Whether you’re beginning a sales career, haven’t received sufficient training in the past, or you’re a well trained, seasoned professional, every salesperson needs continual updates on both sales and product. If your company doesn’t provide sufficient training (and most do not), you can invest in yourself by reading the best books on selling, attending sales seminars, using audio tapes and CDs, hiring a sales coach from one of the hundreds of sales training companies, and acquiring a mentor. 

 No salesperson ever reaches the point where he no longer needs training.  Every top producing salesperson I’ve met takes this aspect of the job seriously and spends a great deal of time on personal training.  On the other hand, inexperienced salespeople often use training as an excuse to not sell: “I can’t go out there yet – I’m not ready!”

On the job training makes it perfectly acceptable to begin selling before you have complete knowledge of the product or service. New salespeople can sell most products and services with only a basic amount of training. You don’t need to have the answer for every possible question. Don’t hide behind training because you’re afraid of failure, and don’t let training become a stumbling block that keeps you from doing your job. 

Sales failure is actually an important training tool. In fact, we probably learn more from failure than we learn from success. Even experienced salespeople fail. But fear of failure, which afflicts the salesperson who insists on complete training before entering the battlefield, is a self-fulfilling prophecy that guarantees failure through lack of activity. 

For more information about how to handle rejection as you develop a referral business, how to find and hire a coach, and where to find additional sales training, go to the PWWR Referral Generation System web site: www.pwwrreferrals.com.  For a discounted fee, you can take a professional sales assessment developed by Profiles International, one of the leading sales assessment companies in the world.  Simply click on the “Sales Assessment” link.  The results of this assessment will provide an overview of your selling strengths and weaknesses, plus solid suggestions you can use for self-coaching or use with a personal coach or mentor. 

Chapter 2

Referrals are the Solution

Referral selling is the solution to many of the problems discussed above. Though referrals won’t give you the desire to succeed, they can feed that desire. Though they cannot give you the commitment for success, they can drive that commitment forward. Referrals are a vital part of a good sales process, and you can learn to generate them. 

What is a referral?

First we need to be clear on what a referral is, and what it isn’t. Many salespeople believe the name and phone number of a person or business given to you by a prospect or a customer constitutes a referral. A name and phone number are not a referral—they are a name and phone number, period.

Let’s go back a couple of steps and define what a prospect is.  The purpose of prospecting is to find an entity—an individual or a business—with a need for and the ability to acquire your product or service.  We can divide individuals and businesses into four groups, and each group gets us closer to the sale: 

The first group includes all the people and businesses in existence.  No matter what product or service we sell, we begin our prospecting activity with this group of entities as potential customers. However, we need to divide this huge number into something more manageable. Applying a few basic criteria will eliminate most of these entities: age, geographic location, business type, income bracket, company size, etc. 

This gives us a much smaller group of people or businesses who may be likely suspects for our product or service.  And that’s exactly what these folks are—suspects.  We suspect they might be able to use what we’re selling. So far, they seem to match the basic criteria we’ve developed.  


The next step is to determine whether these suspects are true prospects; that is, whether or not they actually can use our product.  We do this in a number of ways, such as talking directly to the suspect or doing background research. In the end, we must answer the central question: Do they have a need for our product/service or will our product/service meet an unknown need? (In some cases, the suspects don’t know they can benefit from our services).

Obviously, answering this question will eliminate more suspects.  We’re left with a group of prospects we have good reason to believe can use our product or service. Now it’s time to narrow our pool of suspects into a list of qualified prospects by determining the answers to another set of questions: 

· Can the prospect afford our product or service? 

· Is he interested in acquiring our product or service, or can such an interest be developed? 

· Is he aware of our products and services and how these products and services can benefit him?  

A prospect who can’t afford our solution obviously isn’t a qualified prospect, because no matter how much he wants to purchase, he can’t. Likewise, a prospect who does not (or will not) recognize the need for our service is also a short-term dead end. Though this narrowing process eliminates many prospects for immediate sales, the prospects we eliminated may be worth staying in contact with over a period of time, because their circumstances may change in our favor. Perhaps they’ll acquire the means to purchase, the need will become apparent to them, or—in the case of a company—personnel changes may open up new opportunities to revisit the company’s needs.

Now we’re left with a group of qualified prospects who: 

· can afford our product or service

· have a genuine need or want for our product or services

· have some level of interest

· are aware of our particular company and what we offer

· are willing to consider acquiring our product or service.  

In most cases, by now we’ve made direct contact with the person or business and are beginning to develop a sales relationship. Of course, the final cut is from qualified prospect to customer. Those prospects who actually buy from us become our ultimate group.  We end up with a prospecting chain that looks like this:

          The World of Entities

                                                             Suspects

                                                       Prospects

    



    Qualified Prospects

     Customer or Client

Most “referrals” salespeople receive come from group one—names and phone numbers, the world entities. The referring party comes up with a name and phone number for someone they believe might have some interest in our products or services. This is usually someone they believe is “safe.” They tend to provide the name and number of someone who probably won’t meet with the salesperson. Or, they give the name of someone they don’t know well, so they won’t have to worry if things don’t work out. Only 10% of the “world referrals” a salesperson receives actually result in a sale.

Not all referrals fit into the world category.  On occasion, a salesperson is blessed by a referral to a suspect.  In such cases, we’ve narrowed the field a bit and now have a prospect who seems to meet our basic criteria, at least on the surface. He’s in the right geographic area, the right industry, the right sized company, and appears affluent enough to buy. The referring party has taken the time and has the confidence to give us a name and phone number that seem to fit our criteria.  This time we have over a 15% chance of getting a sale from the referral.

Sporadically a client does refer us to someone he knows will benefit from our product or service. He’s given us a referral to a true prospect. At this point we don’t know if our product or service is the right choice for the prospect, whether or not he can afford to make the purchase, or if he’s aware of the need for what we’re selling. But at least we have a referral that does, in fact, need us.  Our chances of closing a sale with this referral are almost 40%.

On rare but glorious occasions, our referring party will provide a name and phone number for a truly qualified prospect—someone who needs what we’re selling, is aware of that need, and has the means to purchase.  Our chances of generating a sale from this referral jump to well over 60%.

Referral Entities and Expected Closing Percentage

The World: Less than 10%

Suspects: About 15%

Prospects: About 40%

Qualified Prospects: Over 60%

Let’s return to the original question: What is a referral?  Again, a referral is much more than a name and phone number.  If we divided the “referrals” most salespeople receive into categories, we’d find that over 60% of “referrals” (names and phone numbers) fall into the “world” category; about 25% fall into the “suspect” category, and only about 15% are true prospects, or qualified prospects. Is it any wonder the average salesperson doesn’t generate enough referrals to make a significant difference in his sales volume? 

Yet most salespeople believe they’re getting referral business by obtaining names and phone numbers. Unfortunately, this practice isn’t much better than opening the phone book and picking names at random.  Still, they “feel” they’re getting referrals.

A real referral falls into either the prospect or qualified prospect category. The further down the chain the referral is, the more likely you are to make a sale. A typical salesperson’s names and phone numbers translate into a 15-20% chance for a sale, whereas a salesperson who generates real, strong referrals will enjoy a referral closing ratio of 45-55% or higher. That means, given the same number of referrals, a salesperson generating strong referrals will close three or four times more referred sales than the typical salesperson. And what happens if that salesperson generates two or three times more referrals than the typical salesperson?  He’ll close six to ten times more volume. 

Our challenge, then, is to find a prospecting method that will generate a large number of referrals for the suspect and prospect categories. Better yet, we’d like to  develop a method to consistently generate referrals that fall into the prospect and qualified prospect categories. In that case, we should dramatically increase our close ratio and sales volume—and possibly, decrease the amount of time we spend prospecting.  

The obvious question is: “Why do we need to create a system? Why not just ask customers and clients for referrals?”

Chapter 3

Simply Asking for Referrals Doesn’t Work

By now I’m sure you’re wondering, “How can I generate those important prospect referrals?” The traditional methods for gaining referrals is simple and straightforward—make the sale, do a good job, and ask for referrals. You’d think this method would be sufficient. What could be simpler than asking a satisfied customer for a referral to someone who might be able to use your product or service?  The problem is, we’ve known for years this format just doesn’t work. Using the “ask for ‘em” and “get ‘em” method of referral training (which is how most of us were taught) results in a large number of “world” referrals, a few “suspect” referrals, and hardly any “prospect” referrals. 

Before we study the method of referral generation that does work, we need to explore why the traditional method of asking for referrals doesn’t work. Understanding what’s wrong with the traditional method will help us build a method that eliminates those issues.

One of the primary reasons for failure occurs with the basic referral question. Studies show most salespeople either don’t ask for referrals, or they ask in such a manner that the customer doesn’t understand the request. Despite what many salespeople tell their peers and sales managers, over 55% of customers surveyed claim their salesperson never asked for referrals. This doesn’t necessarily mean the salesperson didn’t ask—it could mean the customer wasn’t asked in a manner he recognized as a request for a referral.  

Customers surveyed often cited confusion regarding the referral requests they received from salespeople. They understood their salesperson’s request as a secondary suggestion rather than a request.  Examples of confusing requests were: 

· “Tom, if you happen to know anyone else who can my services, I hope you’ll consider giving them my name and number.” 

· “Bill, here are a couple of my business cards. If you run across anyone looking for a home, just give them one.” 

· “If you think of anyone who could use me, I’d love to hear about them.” 

· “Let me know of anyone I could be of service to.”  

These are not referral requests.  At most, they’re suggestions; at worst they’re nothing more than throwaway sentences your customers will forget almost immediately.  Yet, these are the common methods salespeople use to generate referral business.
This actually reveals three issues we must deal with when constructing a referral generation system. First, we must ask for referrals. Rarely will a customer or client simply volunteer.  Unless the client knows we need referrals and our business depends on referrals, he won’t think about giving them—much less actually volunteer the information.  

The most common reason salespeople don’t ask for referrals is fear: Fear of rejection by the client, or the fear of irritating a client from whom they’re seeking additional business. Just as the fear of rejection can hinder your ability to prospect by cold calling, the fear of being rejected by a customer inhibits the request for referrals. The fear that keeps a salesperson from asking for referrals puts him in the position of finding other ways to get new clients—and this may lead to additional cold calling. All we’re doing is trading one fear for another.

Is the fear of rejection justified?  Not if you’ve done a good job for your customer, from initial contact to the final delivery of the product or service.  Assuming the process has gone well, you have no reason to fear asking for referrals. When I ask salespeople why they don’t ask for referrals, the usual responses are: 

· “My customers don’t know anyone who needs the products.” 

· “My clients are too busy to give referrals.” 

· “I don’t want to mess up my chances of doing business with these clients in the future.”

These are nothing but excuses avoiding asking for referrals. How do you know a client isn’t acquainted with someone who needs your product or service? Can you read your clients’ minds?  Making the assumption for your clients is dangerous business, both during and after the sale.  You don’t know who the client might know—and you won’t find out unless you ask.

Your client is too busy to give referrals? Again, this is a common excuse for not asking. I’ve received referrals from CEO’s of Fortune 50 companies, physicians, and others who are traditionally considered too busy to give referrals.  Sometimes with this level of client, the referrals come in unusual ways. For example, a Fortune 50 CEO told me during our referral gathering meeting that he had to step into the other room for a few minutes, but if I’d go through his address book and pick out the names I was interested in, we could talk about them when he came back into his office. I was delighted. I happily spent thirty minutes working my way through the address book and came up with 11 great referrals.  When he got back, we went over each name while I took notes. He then pointed out additional companies I should contact—firms I was unaware of at the time. Seven of those referrals turned into sales, yet my client only spent 20 minutes with me.  

The last most common objection—not wanting to irritate a client and jeopardize future business—may be legitimate.  If the sales process didn’t go well for some reason, then asking for referrals might be risky.  Much depends on what happened during the sale, as we will discuss later. But assuming everything went well, this objection is another excuse to avoid asking for referrals. Asking for referrals after performing well should not offend a customer.  In fact, it’s a compliment.  Depending on who the customer is, you may offend him if you don’t ask for referrals. If your client is in sales, he or she may expect you to request referrals, and will wonder about your competence if you don’t. Most top executives spent time in sales at some point in their careers. These executives will expect you to ask for referrals.  

The second problem salespeople encounter in generating referrals is only asking once.  Over 70% of clients surveyed indicated they either hadn’t been asked for referrals, or the salesperson asked them only once or twice. Customers who were asked for referrals only once averaged giving 1.47 names and phone numbers; those who were asked twice averaged 2.03 names and phone numbers, and those who were asked three times produced an average of 3.28 names.  These weren’t referrals as we defined a referral earlier, but rather just “world” names and phone numbers.  But at least those salespeople who asked for referrals twice received more names. Simply asking twice could double or triple your referral base. Using the referral generation method presented here can increase the average number of referrals to 4.84 per client—three times as many as asking once, and almost twice as many as asking twice. Plus, the referrals you get from this method are far more likely to purchase than the typical “referrals” most salespeople receive. That’s because our method specifically targets referrals from the “prospect” and “qualified prospect” categories.  

So now we know what should be obvious: It’s important to ask. But why don’t customers give us good referrals? This is a more complicated question, with several answers. In the end you’ll need to analyze why each client gives poor referrals, but poor referrals usually result from one of the following issues:

The customer may feel you’ve put him on the spot.  A typical referral request comes after the sale is made, during a post-sale discussion, and without any warning to the client.  The discussion goes something like this:

Salesperson:  “Well, Mr. Smith, I’m pleased, as I know you are, that everything went great.”

Customer:  “Yes, everything seems to have gone well.”

Salesperson: “Do you know anyone else who might benefit from my products?”

Customer frowns and shrugs: “Well, I don’t really know.”

Salesperson:  “It would really help me out if you could refer me to a couple of other companies that might be able to use me.”

Customer scratches his head:  “Well, you could call John Doe over at ABC Manufacturing. They’re kinda small, but they might be able use your products”

Salesperson: “Great! Can you think of anyone else?”

Customer: “Try Glenda Buyer at Widgets Made to Order.  She and I talked a couple of months ago and I think they just installed a system like yours, but maybe they haven’t bought yet.”

The customer has had about 15 seconds to think of referrals.  He was put on the spot and only came up with two names and numbers—one for a company he believes may be too small, and the other for a company that probably installed a competitor’s system.  Two weak referrals.  Of course you’ll call and try to set up meetings, but these prospects don’t look promising. Still, if you’re a typical salesperson, you walk away feeling pretty good because you now have two referrals.

Trust is another major issue in gaining quality referrals.  Is the relationship with your customer built on trust?  Have you done everything possible during the sales process to instill trust? Even if the sale itself went well—everything was delivered on time with no installation problems and the system worked perfectly—did you do everything as promised? Did you call each time you said you’d call?  Were you there on time, every time?  Did you send everything?  Did you make sure each promise was kept, down to the smallest detail?  Many purchasing entities—individuals and companies—won’t complain or even mention small instances where the salesperson didn’t follow through. Maybe she called in the afternoon instead of in the morning; perhaps she was habitually a few minutes late for meetings, or took cell phone calls during meetings. Although your customers probably won’t mention these incidents, they may hesitate to send you to a friend or colleague they respect. After all, they don’t want to embarrass themselves by recommending someone who won’t live up to the next customer’s expectations.  

Expectation during the sales process is a prime area for customer disappointment.  In the example above between the salesperson and Mr. Smith, the salesperson said he believed, “the process went great.” Mr. Smith’s comment was more reserved; he said the process “seemed to have gone well.” A matter of semantics?  Possibly.  But it might also be a difference of opinion.  Possibly Mr. Smith expected more than he received.  Since the salesperson didn’t inquire, we’ll never know.  But if we don’t meet a customer’s expectations, we can’t expect to get quality referrals. Mr. Smith’s salesperson didn’t take the time to find out exactly what Smith expected or why he made such a lukewarm comment. 
From the client’s point-of-view, a referral makes a threefold statement to the referred prospect: He’s recommending your performance as a salesperson, promoting your product or service, and making a statement that the referred prospect should trust his judgment.  A quality referral depends more on your client’s trust in you than on your actual performance. Your client is putting his credibility on the line. If you fail to live up to the referred prospect’s expectations, your client’s judgment will be questioned. 

We must construct a system that: 

· ensures the customer understands our need and desire for referrals

·  informs or asks for referrals more than once or twice

· helps the customer by defining what a referral is

· ensures we perform exactly as the customer expects 

· and generates a high level of trust in the client.

On the Internet site www.pwwrreferrals.com you’ll find a discussion board where salespeople provide personal examples of how they’ve overcome a number of common—and unique—referral generation issues we’ve discussed in this chapter.

Referral Generation Tip:


Price Doesn’t have to be King:  If price is a hindrance to your selling success, you must begin to develop a large number of quality referrals. Referral selling is the only consistent prospecting method that eliminates price as a primary factor in the sale.








Referral Generation Tip:


Know Whom to Prospect:  Analyze your last 100 customers. Can you find any patterns that can help you pinpoint your ideal prospect? If 73 of your last 100 clients were middle aged men suffering from male pattern baldness, is this by accident or is this group the market you relate to best? If you find patterns, try to analyze why they exist. If you determine these patterns indicate which group or groups you best relate to, use that information and target your marketing to individuals in these groups.








