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“A recommendation is

INTRODUCTION

a sacred thing. Most
people consider
their reputation to
be their legacy,”

In business (and in life), the best
relationships start with a referral
from someone you know. From
high-growth startups to multinational enterprises, every B2B
company wants more customer
referrals -- but they are often
the most elusive type of lead to
capture. It’s not always easy to put
your customers in the mood to fill
your sales pipeline with referrals.
Whether you’re just starting to
ask your customers for referrals
one at a time, or you’ve already
experienced some success and
want to try more advanced referral
marketing techniques, this eBook
features a step-by-step strategy
for building a referral engine that
will have your customers playing
Cupid for you over and over again.

Why your customers just
aren’t that into giving
you referrals
Here’s what they think when you
ask for a referral:
1. Why should I do this?
If you’re asking for a favor after
months of silence, your customers
may feel like they’re being put on
the spot.
2. What’s your type?
If they don’t know who your ideal
prospect is, it will be harder for
them to play matchmaker.
3. Will my friend be treated well?
Nobody wants a friend to be stalked
by an overzealous sales rep.

says Fred Reichheld, Fellow at
Bain & Company, author of The
Ultimate Question 2.0 & creator of
the Net Promoter Score System™.

“If they feel so
good about an
organization that
they are willing

on average, only 29% of customers do.
There’s only one way to tap into that
other 54%.
Approach customer referrals like
you would a long-term relationship:
keep the dialogue open and honest,
build a deeper connection and let
your customers know how much
they are appreciated. Ease your
customers into the idea of opening
up their Rolodex to you—don’t
barrage them with desperate emails
before the end of each quarter.
To virtually sweep your customers
off their feet, you should build a
customer engagement program that:

to stake their
reputation on it,
that company has
touched their life.”
Sitting back and hoping your
customers send referrals your
way won’t fuel the growth of your
company. They are just too valuable
to leave in the hands of fate.

The power of
(customer) love
Your happiest customers want to
give you referrals. According to
Advisor Impact, 83% of satisfied
customers are more than willing
to refer your company to friends,
colleagues and industry peers—but,

• Primes your customers
to give you high-quality
referrals
• Makes your referral
process completely
transparent
• Appropriately recognizes
your customers for sending
you potential matches
• Consistently inspires your
customers to give you
referrals by keeping your
brand top of mind

The Little Black Book of B2B Referrals

case study 01

step 1

Get closer
to your
customers
Before asking a happy customer to
tell others why they love your brand,
you need to lay the groundwork
for a meaningful and long-lasting
relationship. This should, of course,
start with delivering a delightful
customer experience that turns
customers into advocates.
Then, invite those advocates to join
an exclusive online community
where they can get to know your
team, your brand, your products or
services and your other customers
even better. This is known as an
advocate marketing program.
Through this program, you’ll
engage with your customers on
the regular and give them valuable
resources (like content, networking
opportunities, etc.) they can’t resist.
Then, you can offer them ways to
advocate for your brand—such as by
writing online reviews, becoming
a reference or providing referrals.
Finally, to solidify the relationship,

Advo cat e love
conquers all
Potential match:
Blackbaud, a non-profit software
solutions company.
Seeking:
To boost their referral program
from $13,000 a year to $200,000.

you must reward and recognize
your advocates for showing you so
much affection.
Watch this video to learn how to
get more from your customers by
giving more back to them.
W hy not just ask for referrals
outright? It’s a BIG ask and, besides,
there’s so much more your customers
can do to help your business grow. By
diversifying the requests you field to
your advocates, you’ll maximize the
value they provide to your business
and keep them interested and
engaged over the long-term.

The set-up:
Michael Beahm, Customer
Advocate Marketing Manager at
Blackbaud, launched an advocate
marketing program to engage
Blackbaud’s biggest fans and reward
them for submitting referrals.
Through the program, called the
Blackbaud Champions, Michael
gave the brand’s top customers
opportunities to connect with their
peers and participate in educational
games and tasks. He also asked his
advocates for help with marketing
initiatives, but always found ways to
recognize them for their efforts. For
example, he gave some the chance to
co-author thought leadership pieces,
speak at conferences or gain access to
Blackbaud’s C-suite.
Relationship status: As a result
of this “give-first” mentality, the
Champions generated a year’s worth
of referrals in the first three months—
resulting in $213,000 in new
revenue and exceeding Michael’s
pipeline target by 30%.

“With email, we
could only make one
ask at a time,” says
Michael. “We also
had to limit our
requests, because
we didn’t want to
overwhelm our
advocates. However,
after introducing
an advocate
marketing program
we saw that if you
ask advocates to do
one thing, they’ll do
much more.”
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step 2

example 1a.

Find out if you and
your customers
want the same things
To make the referral process easy
for your customers, uncover any
hang-ups they have about making
a commitment. (Everybody’s
been burned before...)
Setup a survey to ask important
questions about how they like to
refer. For example:

Survey: How do you refer?
People who’ve done this challenge

Points earned after completion

100

+19 more

• Do you feel you receive
any value from giving
referrals?
• Did you love the service
you referred in the past? If
so, was it based on ease of
use of the product?

There’s no better way to get insight than to ask!
We wanted to get a little more information about how you share Acme Co. with others.
So if you have referred Acme Co. to someone in the past, or could see yourself
referring someone in the future, we’d appreciate your thoughts!

Please fill out the questions below to share your invaluable insights
How many times have you tried referring to Acme Co. ?*

• Have you ever referred
before? If yes, how do you
like to refer?
• How would you like
to refer our products/
services to others?
• Which of the following
statements describes you
best in regards to what
motivates you to make a
referral?
• When you’ve referred in
the past, what was the
biggest reason why?

1 time
more than 2 times
more than 5 times
10 times or more

Why did you refer Acme Co. ?*

The examples in this eBook are based on Influitive’s AdvocateHub software, which
blends social validation, gamification and competition to drive customer engagement
and advocacy. This is an example of a feedback challenge, which you can use to model
your own survey.

Your survey results may reveal that
your advocates don’t think they
know who to refer, or are hesitant to
put their friends or colleagues into
awkward conversations with your
sales reps.

Now that you know their issues, you
can build a process that will address
their worries and meet their needs.
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step 3

example 2a.

Plan your
proposal

What’s a Referral for?
People who’ve done this challenge

Points earned after completion

50

+38 more

Prep advocates for “the big ask” by
dropping hints. Use questions, polls,
surveys or contests to get them
thinking about referrals.
You can begin by posing
questions like:

“Why are referrals
important to [your
company name]?”
“Hey [advocate], have
you ever wondered
why we ask you for
referrals?”
Once you’ve made your intentions
known, you can give them more
specific instructions that show
them exactly how they can give
good referrals. Here are a few ideas:

I. Reveal more about your
desired referral process
Draft a tip sheet with the “Top
5 Ways To Refer Customers To
Us” that explains the best way for
advocates to send you a referral (via
your advocate marketing program,
a refer-a-friend page, phone, email—
whatever channel works best).
II. Ask, “What do you think
makes for a good referral?”
Tell your advocates what you’re
looking for in an ideal prospect and
follow-up with a personal message,
saying something like: “If you know
someone who’s currently struggling
with [whatever your company helps
them do], please put them in contact
with us. We can help.”

When you complete the Referral challenge on Acme Co. who should you be referring?
What is the end purpose of a referral? We’re here to clear up the confusion!

50 Points for completing this stage
You should use the Referral challenge to provide information about Acme Co. and
services to one or more of your contacts that you think might be interested. Anyone
you refer via the Referral challenge will become a lead for Acme Co. If the lead is
qualified, accepted, and turns into a legitimate business opportunity for Acme Co.,
then you will receive lots of points as a thank you!
The Referral challenge is not meant to be sent to Acme Co. employees or as a means
of inviting contacts to join Acme Co.’s advocate marketing program.

Later

Prep your advocates to give referrals by sharing details of the process.

III. Prep them with a referral quiz
A good way to prime your advocates
to give their first referral is to ask
them to respond to the following
question: “How would you talk
about us when making a referral
to a friend or colleague?”
The Little Black Book of B2B Referrals

Got it!

example 2b.

case study 02

What’s your elevator pitch when you
refer a colleague to Acme Co.?
People who’ve done this challenge

Points earned after completion

100

+60 more

The set-up: Jason Oakley,
Customer Advocate Marketing
Manager at Verafin, demystified the
referral process for his advocates by
launching a ‘Referral Certification’
program designed to teach customers
how to submit high-quality referrals
in a fun way. The certification
program gave advocates:

Knowing what you know now, how would you describe Acme Co. in
2 minutes? We’re interested in big picture, strategic & tactical, dayto-day perspectives!*

Your responses won’t be visible to other advocates

Later

Here’s my feedback!

Get your advocates thinking about how they’ll word their referral.
example 2c.

Get Certified! Learn how to send
Direct Email Messages!
+60 more

Potential match: Verafin, a
fraud detection and anti-money
laundering software company.
Seeking: To improve the quality
of referrals being received from
customers.

50 Points for completing this stage

People who’ve done this challenge

Improving your
(customer)
matc h e s

example 2D.

Get Certified! Learn how to send
Social Referral Messages!

Points earned after completion

100

People who’ve done this challenge

+60 more

Points earned after completion

100

We need your help connecting with more prospective
customers!

We need your help connecting with more prospective
customers!

So far, you have learned how to submit referrals
through our Referral Form. This will teach you about
our second referral method; Direct Referral Emails!

So far, you have learned how to submit referrals
through our Referral Form and Direct Referral Emails.
This will teach you about our third referral method;
Social Referral Messages!

Make
learning to
give better
referrals a
fun task
for your
advocates.

1. A description of Verafin’s
“perfect referral persona”
2. An outline of how the
referral follow-up process
would work
3. An explanation of the
different ways customers
can give referrals
4. A ‘Verafin elevator pitch’
contest to help prep
advocates to talk about
the brand

Once an advocate completed all
the tasks in the program, they
received points in Verafin’s
advocate marketing program—
called the Verafans—and a special
certification badge.
Relationship status: In four
weeks, Verafin received 117
referrals and has certified over
100 advocates to date.

“The Referral
Certification
Program keeps
us top of mind,”
says Jason. “When
people complete the
certification, many
of them come back
later to give us a
referral.”
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Here’s an example of Influitive’s referral submission page:

step 4

Build your love
nest—err, referral
program
Now that your advocates are ready
to take things to the next level,
you need to lay all your cards on
the table. This means creating a
simple and transparent referral
process that will make them feel
comfortable sharing their network
with you.
To start, you need a landing page
for submitting referrals – ideally,
integrated with your advocate
marketing program. The page should
include the following information:
• Step-by-step details of how
the referral process will
work
• How the information they
submit will be used
• Who in your organization
will be reaching out and
when
• When and how your
advocates can expect
updates on the status of
their referral(s)

example 3A.

Want your advocates to really
swoon? Build in some of these
advanced features to make your
referral process even smoother:
• Close the feedback loop
so your advocates know
how their referrals are
progressing through the
funnel. Notify them when a
sales rep reaches out, when
their contact sees a demo
and when the lead becomes
a new customer (or doesn’t).
After all, communication
is the key to a successful
relationship
• Integrate your advocates’
social media accounts (like
LinkedIn and Twitter) into
your referral submission
process so they can easily
find someone who may be
a good fit

• Make life easier for your
sales team by using your
customer relationship
management (CR M)
software to automate and
track the progress of your
referrals through your
sales pipeline

W h o s ay s yo u
can ’ t hurry love?
Just like any devoted matchmaker,
advocates want to know if they can
do more to help seal the deal. Include
your advocate’s name in the subject

line and body of your initial email to
their contact (e.g., “[Advocate name]
thought we should talk about [what
your company does”) and copy them
on the email. Then, invite them to
add details about why they’ve been
so successful with your company.
Or, share a story about how you and
the advocate first met and why they
fell in love with your service. You
may also want to give advocates the
option to personally reach out with
the first email and allow them to
introduce your sales rep.
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step 5

example 4a.

Pop the
question

Do you know someone we should
be talking to?
Points earned after completion

10,000

Remember: you’re not just
asking for a cold lead for your
sales team to chase. You are
asking advocates to help you
make a warm connection with
someone they know.
W hen wording your ask, use
your company culture and other
customers as inspiration. Explain
who your ideal customer is. The
more specific details you can
provide, the better. Consider
including things like:
• The types of organizations
you target
• The roles and seniority
of the people you want to
connect with
• The business problems
they may be facing

You can make referrals even easier
on your customers by asking them
to introduce you to someone specific.
This way, they don’t have to think
about whom to refer. Ask your sales
team to peruse your advocates’
social networks on LinkedIn and
Twitter to find potential matches.
Then, ask your advocates if they’re
willing to put in a good word for you.
Don’t worry about coming off as
pushy. If you’ve been engaging your
advocates on a consistent basis,
your request shouldn’t feel like
it’s coming out of the blue. And, of
course, you should always make it
clear that your advocates can say
no without any hurt feelings.

DID WE JUST BECOME BEST FRIENDS?
Hey Jane! Do you have a friend, family member or colleague who you think would love
Acme Co.? We’d love to meet them!
500 bonus points if they are:
• A Director level or above
• In the Customer Success profession
• A Salesforce customer
Feel free to submit their details below or let us know if we can hop on the phone to
chat with you to get more details on your referral!

200 Points for completing this stage
Upon receiving your referral, we will send him or her a nice note that explains why we
are contacting them. It will be courteous, pleasant and give you all the credit.
Refer Now

Send an Email

Refer by Sharing

Name*

Email*

Company*

Later

Submit

An example of how to position your referral request.
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While you should keep referrals
top of mind for your customers
through your advocate marketing
program, there are special moments
when it’s appropriate to give your
customers a gentle reminder. Ask
your customers to set you up with
someone new when they:

• First sign a contract or
launch with you
• Give you a high Net
Promoter Score®
• Achieve amazing results
using your product or
service
• Say something nice about
you—publicly or internally to
your team

case study 03

I just called to say
I love you

Getting
personal with
y o u r a d v o c at e s
Potential match: ReadyTalk,
an audio and web conferencing
technology platform that powers
online events.
Seeking: To get their key
customer segment—marketers—
to respond to referral requests.

example 4b.

Mary, Could We Borrow A Favor?
Points earned after completion

Hi Mary,
Hope you are doing well!

500

Could we borrow 2 minutes of your time? We were hoping to rope
you into a conversation with Jane Doe, VP of Marketing at Acme Co.
It looks like you two are connected on LinkedIn.

If you know Jane, could we reach out and mention you as our
mutual connection?
You don’t have to do anything in this case. Just indicate below
whether we can loop you in on the conversation.
Can we loop you in on the coversation? If yes, you will get the
credit and points for this as a referral.*
Yes
No thanks

The set-up: “We sent out email
campaigns to collect referrals, but
they were a flop,” says Bo Bandy,
Director of Marketing at ReadyTalk.
“In many cases, the customer didn’t
know the person in marketing
who was asking for a referral. The
campaigns weren’t personal and
didn’t work.”
ReadyTalk launched an advocate
marketing program called The
Summit Club to give marketers
a value proposition they couldn’t
refuse. In the program, advocates
were given free content on how
to use ReadyTalk’s software
to target their own prospects,
and professional networking
opportunities—all while being
gently reminded to submit referrals.
Relationship status: Within 4
months, the program generated
190 referrals.

In addition, 33% of new customers
who were referred through The
Summit Club closed within 60
days, while the typical sales cycle
is 120 days.

“We think of
advocate marketing
as giving our
customers a formal
channel where they
can express their
love of ReadyTalk,”
says Bo. “It puts a
framework around
things our happy
customers are
already doing and
recognizes them for
helping us.”

How to proactively ask for a referral.
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step 6

step 7

Show your
customers
you care

Inspire even
more customer
love

Rewards and recognition are the
best way to solidify your relationship
with your advocates and keep them
interested in sending you more
referrals. But giving monetary gifts
in exchange for referrals can
cheapen this incredible act of
customer love–especially if you are
just sending them a generic gift card.
To make advocates feel like you truly
value you them, you need to give them
something that a gift card can’t buy:
• Give points for submitting
referrals that can later be
exchanged for a reward of
their choice, or saved to
build social capital within
your community
• A donation to one of their
favorite charities
• Special customer perks,
such as free product or
service upgrades

• Opportunities for
professional development,
such as an invitation to
exclusive product training
or testing, speaking
opportunities at your next
event or exclusive access to
your C-suite

Spread the love
Advocates sometimes worry that,
while they’re getting a reward, their
connection is getting a bunch of
unwanted advances from your sales
team. That’s why offering dual-sided
incentives—where both the advocate
and the referred party receive
something valuable (like a discount
code, free trial, product upgrade,
etc.)—can encourage your advocates
to make the intro.

Once your referral engine is running
smoothly, it’s time to lift your referral
program (and your revenue) higher
and higher by making referrals fun.
Launching referral contests can fuel
your customers’ competitive streak.
Plus, gamifying the referral process
keeps your customers on their toes
and excited to work with you. Below
are a few contest ideas to inspire you:
• Offer unique prizes for
the advocate who submits
the most referrals over a
set period of time, such as
a week or a month. This
keeps customers loyal to
the program and heavily
engaged during certain
periods of time

buying process (e.g., ‘Get 2X
the points if your referral
becomes a customer!’). This
incentivizes advocates to
look for leads that are a good
match for your business
and discourages them from
submitting a ton of bad leads
that won’t go anywhere
• Play up a timely theme,
popular event or cultural
reference to pique your
advocates’ interest, such
as March Madness

• Design a points system
to reward advocates for
submitting referrals. Award
them more points as their
referral passes through
certain milestones in the
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How deep is your
love?
There are some subtle ways to
prompt customers to consistently
give you referrals:
• Place a link to your referral
submission page in blogs,
on your login page, and
any other place customers
frequent

Relationship status: As a result
of the contest, advocates submitted
20 referrals in just one hour.

• Include a link in customer
newsletters and/or email
footers
• Ask customers when they
attend a client appreciation
event or follow-up after an
event to ask
• Keep customers engaged
with consistent content
and updates through
your advocate marketing
program to stay top of mind

“However, the better
you do this, the more

“Coming up with

your advocates will

new ways to engage

sing your praises

your advocates

and recommend you

can be a challenge,”

to others.”

example 5a.

case study 04

It ’ s all in the
gam e o f love

says Truman.

Potential match: Influitive, an
advocate marketing platform for
B2B marketers
Seeking: To find a unique way to
cause a spike in referrals
The set-up: Truman Tang, Senior
Customer and Advocacy Marketing
Manager at Influitive, runs the
company’s advocate marketing
program called Influitive VIP. He
designed a timely, March Madnessthemed contest (complete with
basketball references) to engage
customers in a fun way. Advocates
were given points for completing
different types of tasks, which
included fun activities (such
as answering NCAA trivia and
scavenger hunts) and marketing
asks (like sharing content, giving
testimonials, writing reviews and

submitting referrals). He set a onehour time limit on the contest, and
only allowed a limited number of
advocates to complete each challenge
to create a sense of scarcity and
urgency among participants. During
the campaign, advocates could look
at a leader board to see where they
ranked and who had more points
than them. At the end of the hour, the
three advocates who earned the most
points received an additional 5,000
points—which could be cashed in for
prizes of their choosing.

Influitive’s March Madness Experience.
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Receiving referrals is a game of give and take. You need to create an engaging
advocate experience for your customers, dispel their concerns about your
referral process and show them that you appreciate their help. Then you won’t
need to use a love potion to get them to recommend your brand to their peers.

Master the art of referrals by
c h e c k i n g o u t m o r e c o n t e n t at
influitive .com/referral- programs

Influitive’s AdvocateHub software is a complete advocate marketing
management platform that helps B2B marketers capture customer
enthusiasm, and use it to turbocharge marketing and sales efforts.
With AdvocateHub, B2B marketers build advocate communities
where customers, fans and evangelists can complete high-impact
activities, such as referrals, product reviews, social sharing and more.

Visit influitive.com to learn more.

influitive .com

