
Welcome to
TIGHT MARKET TACTICS




INTRODUCTION
· Intros & desired outcomes 
· Best Business Practice based on experience
· Journey to date
· Real opportunity to generate new business
· Key to achieving objectives in a tight market
· Advocate’s referrals conversion rate – very high




FUNDAMENTALS
· Business environment 
· Attitude
· Confidence
· Clarity
· Capability
· Motivation
· Enthusiasm
· Enjoyment 
· Leadership
· Direction
· Participation & taking ownership
· Today is about how to

2009 ENVIRONMENT
· Competition – lots of activity in your space
· Business is speeding up – faster pace
· Client expectations are rising
· Clients are cautious?
· Environment brought on by outside influences
· If you can’t control it…
· Other thoughts?

KEY QUESTION:
HOW DO YOU DIFFERENTIATE YOURSELF AND SECURE QUALITY, QUALIFIED APPOINTMENTS IN THIS ENVIRONMENT?





IDEAL CUSTOMERS AND RATIONALE
WHY IDEAL CUSTOMERS?
· Why is it important to focus on them?
· Benefits for you are?
· Document your ideal client profile
· List your current ideal clients

PROFILING IDEAL CUSTOMERS
WHY PROFILE?
· Focus – easy identification
· For you – align with your value proposition
· Referral sources
· Advocates
· Marketing activity
· Profile your ideal customer
· Where are they?
· Who can influence them?

HARNESS THE POWER OF THIRD PARTY ENDORSEMENT
· What is third party endorsement?
· Why is it powerful?
· Do you use it at present?
· Where do most of your new customers come from?
· Gauging size of referral opportunity
· Existing customers
· Business network
· Intermediaries
· Importance of centres of influence

THE SCIENCE & LAWS OF REFERRAL GENERATION
· Why a science?
· Highest form of marketing is 1:1
· Under-valued by many
· Not just another activity tick
· Very powerful for service providers
· Most are not good at asking - why?
· Potential is like an ice berg – why?

Referral generation demonstration:
· Define referral
· Demonstrate






THE TRADITIONAL SALES PROCESS


· Where is the sale made?
· Must trust you first
· Then your service/ product


7 KEYS TO GENERATING REFERRALS

1. Work with Advocates
· Ultimate marketing approach
· Third party endorsement
· Aligned to ideal customers
· They’re already there
· They’re your willing distribution force

2. Celebrate your relationship
· Elevate advocates 
· Demonstrate your appreciation
· Talk about how you enjoy working with them
· Ask them you they feel about your service
· Reconfirm level of trust

3. Ask for their help
· Power of reciprocation
· You’ve helped them
· “Credits” have been built up
· They’ll feel obligated to help you
· Untapped potential 
· They want to help
· Your challenge is to educate them 
4. Explain your challenges
· Advocates often don’t know your other responsibilities
· See you on one dimension
· Once educated will gladly help
· Clearly define who you want to work with
· Reasons why you want to work with them
· How you see yourself adding value

5. I.D. specific individuals
· Share your ideal client profile
· Outline why you want to work with these types of people
· Break into categories – list them
· Help them focus
· This makes it easy for them to help you 

6. Ask for an introduction
· Why?
· Ultimate way to meet a prospective new customer
· What impression does this create?
· Third party endorsement at work
· No sudden surprises
· Ways to ask for an introduction
· Personal
· Telephone call
· Email/Letter
· How to follow up

7. Keep your Advocate in the loop
· Why?
· Common courtesy
· Demonstrates professionalism
· Vehicle for more introductions
· Why?
· Set up a contact process – 90 day cycle

Create your referral approach..

BUILDING YOUR ADVOCACY PROGRAMME
· What is an advocate?
· By accident or design?
· Conscious & deliberate approach required

If you doubled the number of your advocates, what impact would this have on your results?





YOUR ACTION PLAN
PHASE ONE
· Clearly identify ideal client profile/s
· List current ideal clients & internal advocates
· Develop a contact programme and referral generation process and technique
· “Ring fence” time to meet clients/advocates
· Create a meeting agenda
· Set up meetings in allocated “ring fenced” time
· Walk them through the agenda




KEY ELEMENTS
· Target ideal clients & advocates
· Plan who, why, when & what
· Ask at least 2 clients for their help every week
· What is anticipated outcome?
· Smart follow-up
· Regular reviews 
· Continual improvement

HALF DAY RESELLER USER PAYS TMT FULL WORKSHOP
· 9.00am – 1.00pm
· Thursday 23rd April 2009
· Auckland CBD venue TBC
· $199:00 plus gst each – GROUPS talk to Gail – gail.referralguru@busforums.co.nz

· Hit www.busforums.co.nz events page to register.
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