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Referred: Rediscovering the Power  
of the Original Social Network 

Introduction 
uch about the business world has changed in recent years—from 
the Great Recession that rocked our economy, to the emergence of 
social media, to the technological developments that have 

fundamentally shifted the way we work. But when it comes to sales, there’s 
one thing that hasn’t changed and won’t anytime soon—if ever. People still 
do business with people. That means our smartest, tried-and-true tool for 
business development, lead generation, and deal closing is still ourselves.  

The last few years haven’t been easy on sales professionals. Only 63 percent of reps met quota in 
2012, according to the 19th annual CSO Insights Sales Performance Optimization study. That’s 
the same number as the previous year.  

Salespeople really have their work cut out for them. The survey, which gleaned data from more 
than 1,200 firms worldwide, shows that revenue targets were 16.4 percent higher than the 
previous year, with plans for 12.2-percent growth in sales organizations—even while the number 
of people who actually meet their sales quotas has 
remained flat. 

Why are so many reps failing to meet quota? The quick 
and easy answer is that they’re not generating enough 
qualified leads. 

Almost half (48.9 %) of respondents said that enhancing 
lead generation is their top initiative. The report states: 
“When there is a sufficient quantity of leads, sales can find 
enough opportunities to reach the targeted goal. However, 
a flood of poorly targeted/qualified leads means more 
chaff to sort through to get to the real opportunities.”  

So how do you ensure that your sales pipeline is full of the 
quality leads that will help you make your numbers this 
year? By tapping into the power of referral selling—the 
only business-development strategy proven to convert prospects into clients more than 50 
percent of the time. With odds like that, you’ll never have to worry about making quota again. 
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This ebook is a compilation of three previously-published works—including “Facebook and Face 
Time Matter,” which won Top Sales Award’s gold medal for best sales and marketing ebook. In 
the following pages, you’ll learn how to make referral selling work for you, how to nurture your 
network and turn your clients into your salesforce, and how to leverage technology and the 
personal connection to seal the deal. 

In this ebook, you will learn how to leverage your #1 untapped source for new business—your 
clients. From which clients to ask, to how to ask, to taking care of them so they’ll want to take 
care of you, here’s how to master referral-based selling.  

Happy selling! 

 

Joanne S. Black 
Founder, NO MORE COLD CALLING  
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Referred: Rediscovering the Power  
of the Original Social Network 

Section 1—Never Make Another Cold Call: 
How to Make Referral Selling Work for You 

t’s still a small world after all. While globalization and technological 
developments make the world seem larger and more impersonal than 
ever, the truth is that people still connect with one another.  

And they still talk—especially when they spend money. Most people conduct research before 
signing on the dotted line. Whether they want a new accountant, a builder, a marketing firm, a 
lawyer, a technology solution, or a new bank, they don’t pick one at random via Google. They ask 
the people they trust whom they trust. And for companies and salespeople, that’s good news. 
Because referral selling is, hands down, the most effective and least expensive way to attract and 
retain new clients. 

I have been spreading the gospel about referral selling since 
1996. And a recent report by the Wharton School of Business  
provides hard data in this important but under-researched 
area. 

Researchers Christophe Van den Bulte, Bernd Skiera, and 
Philipp Schmitt studied data that an anonymous German 
bank gathered on nearly 10,000 of its customers over 33 
months. They found that referred customers generated 16 to 
25 percent more value than non-referred customers with 
similar demographics and time of acquisition. Referred 
clients also: 

 Contributed higher margins (on average, 4.5 cents 
more per day, though this erodes over time) and 

 Were 13 percent more likely to stay with the company (a difference that persists over 
time) 

In my own experiences and research, I’ve seen even more impressive results. I recently polled 
1,100 sales professionals: 52 percent said that when they receive a qualified referral, they 
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convert a sales prospect to a new client more than 70 percent of the time. And 31 percent said 
more than 50 percent of the time. 

In this section, you will learn how to build your referral network, ask for referrals in a way that 
gets results, and make referral selling part of your sales process. Stop the cold-calling madness 
and start getting red-hot leads!  
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How to Make Referral Selling Work for You 

There’s No Such Thing as a Warm Call 
 rose is a rose. And a sales call is either cold or hot. No exceptions. 
Hot calls yield a fantastic rate of return, but unless your prospects 
know you or expect you to reach out, you’re cold calling. That is, 
unless you receive a referral introduction—the secret to never 
making another cold call.  

Salespeople often delude themselves into thinking they’re making "warm calls" when: 

 They call someone whose name they got from a colleague or friend. (Cold!) 

 They call someone and then follow up with a letter. (Still cold!) 

 The person’s name came from a specific list. (Even colder!) 

 They've researched a company and sent a targeted email. (Freezing!) 

Cold calling doesn’t work—even when you think you have avoided sounding like a telemarketer. 
It’s a numbers game. If you make 100 calls, you may talk to about 20 people, schedule 10 
appointments, and if you’re lucky, close one new deal. That’s a 1 percent return on your time. 
And in today’s fast-paced business world and turbulent economy, you don’t have that time to 
waste! 

That’s why 63 percent of salespeople—88 percent of whom 
work for companies that consider prospecting important—
say cold calling is what they most dislike about their jobs, 
according to a survey by Huthwaite. And buyers hate getting 
them even more. In fact: 

 91% never respond to an unsolicited inquiry 

 71% find cold calls annoying 

 88% will have nothing to do with cold callers 

 94% can’t remember a single prospector or message they received during the last two 
years 
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Why settle for the illusion of a “warm call” when you can make genuine hot ones? Take a few 
minutes and imagine your new sales life when you only talk to prospects who want to talk to 
you. When you receive a referral introduction, you: 

 Are pre-sold (your Referral Sources can vouch for the results you deliver), 

 Have already earned trust (one of the most difficult things for salespeople to gain), 

 Gain instant credibility (you’re not just there to “sell” them something), 

 Shorten your sales process by at least 25 percent (which decreases your cost of sales), 
and 

 Convert referred prospects to new clients more than 50 percent of the time. 

Why would you waste your time doing anything else?  

Here’s how to get HOT calls: 

1. Make a list of everyone you know. You should have at least 100 names in your 
network—prime sources for referrals. Prioritize the list with the names of people you 
know best at the top. Request introductions from 
people who know and like you—not from someone 
you met five minutes ago at a networking event or on 
Facebook. 

2. Set a goal for how many people you plan to 
contact each week. Arrange in-person meetings 
whenever possible. At the end of the day, people only 
refer people they truly trust, lest their reputations be 
damaged their by someone else’s disappointing 
performance.  So you’ll have to put in some face time 
and effort to build those relationships. 

3. Spread the word. Tell your Referral Sources 
that you build your business through referrals and 
would appreciate their help. Describe your Ideal 
Client and ask for one or two people who meet this 
description. 

4. Do your research. Find out as much as you can 
about the people and companies your Referral Sources suggest. Check your social media 
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networks to find out if you know anyone else connected with the potential clients. Visit 
their companies’ press rooms and search the Web for recent news about them. The more 
you know, the more impressive you’ll be during that first call/meeting. 

5. Ask your Referral Sources to make introductions—by phone, in person or via e-mail—
before you call. Remember, if your prospect doesn’t know you and doesn't expect to hear 
from you, you’re making a cold call. 

Start thinking about how you spend your time and the type of payoff you want. Get HOT! Get 
that introduction!  

Joanne S. Black | (415) 461-8763 | joanne@nomorecoldcalling.com Page 9 



 

How to Make Referral Selling Work for You 

The Power of Referrals 
very salesperson will tell you that referrals are the best way to 
generate new business, yet few run a 100-percent referral-based 
business. This conundrum has always puzzled me, so when I started 

my company, I polled salespeople across industries, asking a question your 
teenager—already well-schooled in human interaction and relationship-
building—could probably answer: Why are referrals so great? 

Referred clients are pre-sold. Because someone they know and trust has vouched for you, they 
already think you are credible and trustworthy. Rainmakers who’ve been at it for 30 years and 
their greenest colleagues agreed: Referral selling is the most 
effective business-development strategy. Nothing else 
comes close. 

So I asked the next logical question, which turned out to be 
less of a no-brainer: Do you have an intentional strategy to 
build your business through referrals—goals, a plan, and a 
system for tracking and measuring results? Silence.  

I find this absolutely baffling. If this method is 
unsurpassable, why are the pros so passive about 
developing referrals? It turns out that referral selling may 
be common sense, but it’s not common practice.  

Why We Don’t Ask 

I eventually discovered four reasons companies don't utilize 
their most powerful sales tool: 

1. It feels uncomfortable. Asking for referrals feels like asking for help, and for many 
of us, that isn’t easy. We worry it will imply that our businesses are struggling. And 
asking already-busy people to do something might be intruding on relationships. Worst 
of all, they might say no. Unlike other business-development strategies, asking for 
referrals is very, very personal.  

2. It’s a skill, and they haven’t had training on how to ask correctly. Many 
people don’t know how to ask in a way that gets demonstrable results. They’ve never 
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learned a reliable process, so they say, “By the way, if you know anyone who could 
benefit from my services, please pass my name along.” They may be able to check "ask 
for a referral" off their to-do lists this way. But even the most good-intentioned 
associates think no more of this generic inquiry once they are distracted by their own 
hectic schedules.  

3. There haven’t been metrics. Referral selling seems like a good idea in theory and 
even a nice way to do business, but until recently, no hard numbers existed to 
demonstrate the success rate of this strategy.  

4. It hasn’t been part of our sales process. 
Referral selling needs to be the way we work every 
single day. Asking for referrals must be integrated 
into the way we think about sales and the 
infrastructures for our jobs, rather than an 
afterthought. It is a proactive strategy—to be 
nurtured, not just left to word of mouth. Your work 
may speak for itself, but your clients probably won’t 
… unless you ask. After all, how much thought do 
you give to referring great contacts in your network 
unless someone brings it to your attention? Word of 
mouth is passive, waiting for the phone to ring. 
Referral selling is active and results-oriented.  

Excuses like “I forget” or “It’s not the right time” are also common responses—red flags that 
indicate the downward spiral of never asking. We easily “forget” and justify that it’s never the 
right time to approach someone when we’re really just uncomfortable about asking. The easy 
part of shifting to referral selling is learning the skills, establishing metrics, setting goals, and 
integrating it into your sales process. The hard part is getting over your fear of asking. 

Get Over It 

Here’s the thing: Asking for a referral is not asking for a favor. Referrals benefit everyone 
involved. Just think about a time when someone you knew and trusted asked you for a referral. 
Whether it was a former colleague or business associate, a service provider, or a trusted friend, 
weren’t you delighted do it? Of course you were! It feels good to help someone and to connect 
people who do good work. Most of us enjoy telling others about the best resources we find, or 
particularly brilliant articles we read, or interesting solutions to business problems.  

You give referrals all the time—and enjoy it. Why wouldn’t others do the same for you? Of course 
they will! Just ask. 
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Start Tapping Into the Power of Referrals 

The power of referrals is endless. If you are a business owner or sales manager, and you want to 
run a referral-based business, begin by examining your strategy and your process: 

 Do your salespeople know the importance of referrals?  

 Where in your sales process should they ask for referrals? 

 What metrics can you put in place to reinforce referrals? 

 How will you recognize people for their success? 

It’s time to move referral selling from common sense to 
common practice. Determine how the four excuses for not 
asking play out in your company and build a plan to shift the 
way you work. Your bottom line will never be the same.  
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How to Make Referral Selling Work for You 

Network Before You Need It 
etworking is a word that inspires dread in the hearts of many 
professionals. When I tell my clients I expect them to attend at least 
one business-networking event a week in order to generate new 

Referral Sources, they gasp as though I’m asking them to do something 
terrible. 

Many professionals refrain from actively networking, and that’s a shame, because every new 
person with whom you connect could be a potential client or Referral Source. Yes, it’s about 
connecting, and that’s a positive thing, but many of us feel uncomfortable at networking events. 
Oh my gosh, we think. I'll have to talk to strangers. What did our mothers tell us never to do? 
Talk to strangers. This message has been ingrained in us since we were small children. On top of 
that, we’re not sure what to say. In fact, we’d rather not be there at all. 

Then there are the misconceptions many of us harbor about networking, because we have 
encountered so many people who do it poorly. They shove business cards in our faces, ask us to 
do favors for them, and then rush off to fawn all over the 
next easy target. They are loud and pushy and fail to 
understand that referral networking means connecting with 
people—one person at a time. 

Although networking may inspire dread in many of us, in 
the end, it’s really about talking to people, building 
relationships, and being genuine. As a sales professional, 
you’re probably already good at that. You network to make 
friends, sell your products, promote your company, find a 
job, find new clients, learn the latest best practices from 
others, or gain more visibility in the business community. 
And business networking opportunities exist everywhere—
meetings, professional associations, alumni groups, sports 
groups, community groups, weddings, parties, and any 
place people come together. 

Your goal should be to attend at least one event per week 
where you’ll have an opportunity to meet potential Referral 
Sources. In fact, this is a non-negotiable part of my referral-

N 

Although 

networking may 
inspire dread in 
many of us, in the 

end, it’s really 
about talking to 
people, building 
relationships, and 
being genuine. 

Joanne S. Black | (415) 461-8763 | joanne@nomorecoldcalling.com Page 13 



 

marketing strategy. I typically attend two business events each week—with four goals in mind: 

1. Meet interesting people 

2. Learn something 

3. Get a new client 

4. Have fun 

If I achieve at least three of these goals—and I make it a point to do so—I am thrilled! You will be 
too.  

Here are some tips to make your next networking opportunity a huge success: 

Preparation 

 Decide which events to attend. 

 Put monthly attendance on your calendar. 

 Set a goal for each event. 

 Travel solo (or if you go with someone, split up) so that you can meet new people. 

 Plan your personal introduction. 

 Prepare insightful questions. 

Interaction 

 Don’t spend time talking to people you already know. 

 Look for friendly conversations to join. 

 Move graciously from group to group until you find someone interesting with whom you 
can have a deeper conversation. 

 Attempt to make three or four solid connections, rather than handing your business card 
to as many people as possible. 

 Look for a person standing alone and introduce yourself. 

 Ask, "How can I help you?"  
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Proactive Steps 

 Have a system for organizing your contacts—where you met them, what you agreed to 
send or do, and when to follow up. 

 Send handwritten notes to new contacts with whom 
you want to build relationships. 

Tools for Effective Networking 

 Wear your name badge on the right. 

 Read and use the person’s name. 

 Have plenty of business cards (and keep them 
everywhere—in your pocket, wallet, briefcase, car, 
etc.). 

 Use a firm handshake. 

Above all, relax and have a good time.  
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How to Make Referral Selling Work for You 

Nurture Your Network 
emember Woody Allen’s old adage, “Eighty percent of success is 
showing up”? Showing up counts. Showing up means you become 
involved. You contribute, begin a task, and take action. The more 

often you show up, the more visible you become, and the more people get to 
know, recognize, and respect you. 

This is why networking couldn’t be more important when it comes to building a solid base of 
Referral Sources—people who could help you take your business to the next level. Thankfully, 
there are plenty of opportunities to develop and manage your referral network. 

1. Attend events—conferences, speeches, professional association meetings, sporting 
events, weddings, or other functions for which 
business people come together. Not sure which 
events to attend? Find out where your clients are 
going and attend those. Conduct research on various 
professional associations. Check with your local 
Chamber of Commerce about the events they 
sponsor. Read your weekly business journal to find 
interesting opportunities. Not only will you meet new 
people, you might learn something new from an 
interesting speaker or presentation. And the more 
you learn, the more valuable you are to your clients. 

2. Join networking groups. Err on the side of 
joining fewer groups and attending most of the time, 
rather than joining many groups and only showing 
up occasionally. Once you find groups you like, 
become active. You need to give people the 
opportunity to get to know you, like you, and trust 
you—and that requires spending time with you.  

3. Volunteer. Every organization needs and welcomes volunteers in all shapes and 
sizes. Think about ways to contribute—whether you have the time and skill set to sit on a 
nonprofit board, or would like to help out with events, or even if you could contribute 
your skills and expertise to their efforts. When you volunteer, people learn how you 
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work, that you are dependable and innovative, and that you deliver what you promise. 
Working with others for a good cause will help you develop strong, trusting relationships 
with people who will want to do business with you and who will refer their networks.  

4. Don’t forget about your internal network. Build relationships with everyone at 
work—regardless of their titles. Don’t forget the guy in the mailroom, office assistants, 
and the custodian. If you’re the last person to hear that the CEO hired a new manager or 
that your company is an acquisition target, you don’t have your own office grapevine. 

5. Keep in touch with individuals in your network. Don’t call on people only 
when you want something. Sure, it's tough to keep those connections warm, because 
we’re all busy. We get so involved in our jobs that we don’t make time to “socialize.” But 
not making time could cost you.   

6. Relax. At networking events, remember that you 
are there to make connections, not just to hand out 
business cards. Your primary goal for attending may 
be to get sales leads, but if that is your only purpose, 
you will probably come across as desperate and 
disingenuous. And would you want to refer your 
friends to someone like that? Networking is about 
building relationships. Ultimately, we all want to 
refer business back and forth. But that only happens 
when we take the time to get to know each other. 

People do business with people they know, like, and trust. 
Period. End of story.  
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Referred: Rediscovering the Power  
of the Original Social Network 

Section 2—How to Turn Your Clients  
Into Your Salesforce 

hen it comes to referral selling, it’s not just who you know, it’s 
who your clients know. They are your best (and often most 
untapped) source for qualified sales leads. They already know and 

trust you. They believe in your ability to get results for your clients. After 
all, they choose to do business with you. And they have extensive networks 
of people to whom they’d be happy to provide referrals. If it sounds too 
good to be true, it’s not. But there’s a catch: If you don’t ask your clients to 
refer you, they probably won’t, and you will miss out on critical business-
development opportunities. 

As a savvy, experienced sales professional, you probably have 
at least 100 client contacts. If just 20 percent of those people 
offered you referrals, you’d have 20 amazing new contacts. 
Once you actively cultivate these new clients, they will refer 
others to you and become part of your “sales team.”  

While most salespeople have numerous current or former 
customers they know pretty well—at least well enough to 
receive a steady stream of referrals—most leave untapped 
referral riches on the table. How many of your clients have 
you asked for referrals? When I ask sales professionals this 
question, the usual answer is “not many” or “hardly any.”  

Bottom line: If you don’t include your current clients in your 
referral-sales team, you leave money on the table—every 
single day.  

In this section, you will learn how to leverage your #1 untapped source for new business—your 
clients. From which clients to ask, to how to ask, to taking care of them so they’ll want to take 
care of you, here’s how to nurture your referral network.   
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How to Turn Your Clients Into Your Salesforce 

Clients: Love the One You’re With 
fter years with the same insurance broker, my husband and I were 
ready for a change. A neighbor originally owned the brokerage firm; 
he educated us about insurance and made valuable suggestions. But 

the company went through several acquisitions after he retired, and we 
soon realized that we never heard from our new agent—except for letters 
when our premiums increased. On the few occasions we called her, she took 
days to respond—if she responded at all. She answered questions but wasn’t 
proactive in reviewing our policies or changes in our circumstances to 
anticipate our needs and give individualized advice. So we didn’t know if we 
were even getting a good deal anymore. 

It was time for another opinion. I asked one of my clients, a 
manager for a large insurance company, for a referral to 
one of his agents. After taking some time to consider my 
request, he suggested an agent, John, who was just five 
minutes from our house. He said he was referring John not 
only because of his convenient location and because he was 
one of the top salespeople, but because John knew how to 
take care of his customers. 

Customer Care Matters 

Our meeting with John was scheduled for 5 p.m. I assumed 
he’d meet with us for an hour at most. We left at 6:30—and 
only then because we had a dinner engagement. John 
reviewed our current policies and actually told us we had a 
good deal with our current company and that he couldn’t 
match the rates or the coverage. However, he outlined six 
items we should add at a minimal cost that were essential 
for our protection.  

John’s company already provided our auto insurance, and although we really wanted to give him 
more business, we stayed with our existing provider on the other policies. But my husband and I 
(who each have a bunch of his cards) look for opportunities to refer him. And if we ever jump 
ship, you bet we’ll interview him first and find out how he stays in touch with his clients. 
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Are You Nurturing Your Network? 

So how well are you taking care of your clients? How often do you touch base with them? What 
is your plan to educate and give them updated information? Too many salespeople get the deal, 
make their quota, and then focus solely on bringing in the next deal. But who’s caring for their 
current clients—and making sure they don’t feel the need to seek out more attentive reps 
elsewhere? 

Perhaps more importantly, even if neglected clients stay on board and get substantial results 
from your solution, they may not think highly enough of you to provide referrals.  

If You Don’t Ask, You Don’t Get 

Your clients know a ton of people, who in turn know a ton of 
people. And the clients you serve well—the ones who know 
you, like you, and trust you—truly want you to achieve sales 
success. After all, they know your work and the business 
results they’ve achieved from your solutions. Referring you 
makes them look good to their friends, customers, and 
business partners. 

The problem is that we tend to think our clients will 
automatically refer us. In fact, most clients—even the ones 
who like and value us most—only think of us when they need 
our services. While most of them would happily refer us, 
they are busy running their businesses, and we are not 
necessarily top of mind for them. 

Consider this: A major brokerage firm surveyed their best clients. They asked, “Would you refer 
your stock broker?” The survey came back with a whopping 84-percent “yes” response. Then the 
firm asked their brokers, “What percentage of the time are you asking clients for referrals?” Only 
15 percent! These numbers blew me away. Their clients were willing offered to refer them, but 
the brokers failed to ask—a fabulous opportunity completely thrown away. 

So don’t overlook your current clients. Put a plan in place to check in regularly and find out what 
they need. Send them helpful information and even birthday cards. Make a note about why they 
like working with you. Ask for ways to improve. Make them your champions. Then tell them you 
build your business through referrals—and ask them for referral introductions!  

Referring you 
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How to Turn Your Clients Into Your Salesforce 

Say Goodbye to Bad Customers and Hello 
to Good Ones 

ou know the warning signs a mile away. They nickel-and-dime you on 
price, don’t return phone calls, masquerade as decision-makers when 
they’re not, threaten to take their business to your competitors, and 

make unreasonable demands. Still, they expect fast, complete, and reliable 
delivery of your services. 

I call these PITA—or “pain in the ass”—customers.  

PITA customers are never happy. They sap your energy and patience. They waste your time and 
impact the morale of everyone on your team. Yet companies accept this bad business, thinking 
bad business must be better than no business. But is it? 

Dump Hidden Costs 

When organizations accept bad customers, they pay a 
hidden cost—the lost opportunity to use their valuable sales 
resources recruiting and servicing the phenomenal clients 
they want and need to make money! Collect too many PITA 
customers and watch your profits dwindle … not a 
compelling scenario. 

So why accept business from a few customers who drive us 
crazy and drain our resources? Many salespeople say they 
sell to “anyone who fogs a mirror”—because of a looming 
quota or because their companies insist on certain deals. Many sales organizations create 
unrealistic expectations that they can turn bad situations into good ones. Are you dreaming? 
Bad business is bad business. Period. 

Dump the Junk 

Targeting just “anyone” often means attracting more PITA customers. Never ask a PITA to refer 
you. Why? Because PITAs hang out with other PITAs. They belong to the same organizations, 
play golf together, and love telling stories about how they negotiated an unprecedented deal or 
whipped a salesperson into shape. Your best sales decision: Fire the PITAs.  
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Yes, fight back, push back, whatever you call it. But don’t take their abuse. You deliver a service 
that boosts their business. If they push you on price, be willing to walk away. That really turns 
the tables. Picture two people standing up with their arms out straight, pushing on and resisting 
each other’s hands. No one gets anyplace. It’s a stalemate. Now re-create the same picture: One 
person stops resisting. What happens? The other person moves towards the one who ceased 
resisting. The same thing happens when you’re willing to walk 
away from a client. 

Clean House 

It’s OK to walk away. When you do, you have time to attract 
exactly the kind of clients you want and watch your sales soar! 
Focus your time on attracting your best clients. Plenty of these 
customers exist. Where do you find them? Ask your favorite 
clients.  
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How to Turn Your Clients Into Your Salesforce 

You Get What You Ask For—So Ask 
hen asking for referrals, the more specific you are, the more 
successful you’ll be. Yet, when I ask salespeople how I can help 
them with prospecting—specifically, what types of clients they’re 

looking to attract—many say “anyone.” They believe this will make it easier 
for me to help them. In fact, it makes it much harder. I know a lot of people, 
but I don’t know who “anyone” is. 

Sales isn’t like parenting. It’s OK to have favorites. All salespeople recognize their Ideal Clients. 
You know who yours are. They value what you offer, 
communicate well, are forward thinking and reasonable, 
have a good sense of humor, and give you the time, money, 
and resources to make any project successful. Perhaps they 
come from specific industries you’re more interested in than 
others, or they bring projects to the table that get you more 
excited than other projects. Whatever is it that makes 
particular clients stand out above the rest, there are certain 
qualities, attributes, or perks that make them your Ideal 
Clients. 

Ideal Clients make our work (and our bottom lines) more rewarding. When we work with our 
Ideal Clients, our sales time collapses, productivity soars, and the deals are larger. Better yet, 
they refer us to other Ideal Clients. 

So how do you get more of them? Start by asking your current Ideal Clients for referrals, as 
they’ll likely they know more people like them. But first, you must communicate what you’re 
looking for.  
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Get Specific 

For many salespeople, being specific in describing their Ideal Clients seems counter-intuitive, 
like leaving good business on the table. They believe the wider the net they cast, the more clients 
they will reel in. The exact opposite is true. 

The more specific you are when you ask, the easier you make the task for your Referral Sources. 
Think of yourself as a sketch artist: The more color, lines, 
and detail you present, the easier it becomes for others to 
envision, recognize, and identify your Ideal Clients and refer 
them to you.  

Create the Profile 

Create a profile of your Ideal Client—listing the 
characteristics of companies and people with whom you 
would bend over backwards to work. As you consider your 
business-development strategies, review these categories: 

 Industry: In which industries do you have expertise 
and a track record? In which vertical markets do you 
want to expand? 

 Geography: Are there specific states, regions, 
countries, or continents where you prefer to do 
business? 

 Company Size: What size company is the best fit 
for your product or solution? 

 Business Unit or Function: What group of people within the company are your ideal 
prospect (i.e., CEOs, CIOs, COOs, business owners, HR leaders, or sales and marketing 
teams)? 

 Type of Person: Identify the personality traits of your Ideal Client.  

 Situation/Need: What specific business problems does your solution address?  

Less is More 

When it comes to referrals, quality trumps quantity. If I simply said I want to meet VPs of Sales, 
I could reach out to my networks and probably get a very long list of names. Then I could spend 
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months reaching out to all those people, most of whom would not be the right fit for me, wasting 
my time and theirs. Instead, I say I want to meet VPs of Sales who work in technology 
companies (preferably software) with re-seller channels. Ideally, these clients are headquartered 
in Northern California, where they hold sales meetings for their reseller partners. I can get even 
more specific and start listing the names of companies with which I’d like to partner, but you get 
the idea. 

And guess who I meet? You got it. Exactly those people. It’s 
about getting and keeping the right clients—those who 
produce the revenue and profits we want and who will 
readily refer us to others just like them. Soon, fewer leads 
bring in more business.  

Sure, I take on clients that don’t meet all my criteria. Just like 
you’d never expect a mate to live up to every qualification on 
your wish-list, you know most customers won’t check every box on your Ideal Client profile. But 
knowing what you want is a great place to start. 

We get what we ask for. If you ask for exactly what you want, you’ll get amazing referrals!  

When it comes to 
referrals, quality 

trumps quantity. 
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Referred: Rediscovering the Power  
of the Original Social Network 

Section 3—Facebook and Face Time 
Matter: The Role of Technology in Sales 

imes, they are a’ changing—and have been for quite some time. 
Today, technology develops and evolves almost overnight, and the 
business world follows closely in its wake, continuously growing and 

evolving processes for just about everything we do at work. So it may sound 
shocking when I say that in the sales world, what’s really important hasn’t 
changed at all. 

Pundits can rant all they want about the “new normal” and “new realities,” and how Web 2.0, 
Web 3.0, and social media will change the way we sell. The Internet is the most powerful, life- 
and business-changing tool created in generations, if ever. But while it has altered our sales 
processes, technology won’t save our sales careers. It won’t 
fix our business-development, sales, or customer 
relationship management (CRM) challenges. Technology 
can be a great tool, but it is the person behind the LinkedIn 
profile, all the fancy gadgets, and high-tech presentations 
who actually makes the sale. 

A Southwest Airlines commercial several years ago offered a 
powerful reflection on the importance of personal 
connections in our technology-driven world: 

 You can’t fax a handshake. 

 You can’t pat a voicemail on the back. 

 You can’t tickle a voicemail. 

 You can’t have lunch with an e-mail. 

 You can’t fax a pillow fight. 

 You can’t slow dance online. 
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 You can’t have coffee with a website. 

 You can’t smell homemade bread on your pager. 

 You can’t e-mail a kiss. 

 I couldn’t have said it better myself. 

The Web: Its Many Iterations 

The Web has certainly changed the face of sales. Super-simplified, it goes like this: 

 Web 1.0: An online corporate presence via websites.  

 Web 2.0: User-centered design (presenting products and solutions in a way that 
matters to our clients), collaboration, and user-generated content.  

 Web 3.0: Decentralized, accessible-from-anywhere data (“the cloud”), and smart(er) 
phones. 

However, the brains behind the pretty face still belong to human beings. Technology can get 
overwhelming—websites, LinkedIn, Facebook, Twitter, RSS feeds, and online forums. How do 
you make sense of it all? To what do you pay attention? And who helps you decide where to put 
your energy (and money)? I’m willing to bet it’s a live person—a trusted friend, colleague, or 
mentor. 

When it comes to sales, there’s nothing like a one-on-one 
conversation to make the difference. As Jim Blasingame—
my colleague and founder of the wonderful Small Business 
Advocate—puts it, “Face-to-face is the original social media.” 
I couldn’t agree more.  

Old Doesn’t Necessarily Mean Tired 

I am not a Luddite or a technological fuddy-duddy. Like 
many of you, I happily, eagerly, and creatively embrace the 
new offerings that technology and Web 3.0 serve up—from- 
and to-anywhere sales training, web-based conference and 
meeting, cloud-based CRM … the list goes on. 

I embrace technology where it makes sense. I simply believe 
that it has its place—and so does the tried-and-true sales method that never goes out of style. 
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Engage your critical thinking: What’s the best way to reach, communicate, develop, and sell to 
your key audience? I bet face-to-face, person-to-person communication seals the deal for you—
time and time again. And that is one thing that will never change.  
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The Role of Technology in Sales 

Why Social Networks Won’t Build Your 
Business 

ocial networking isn’t the next big thing. You are! It’s still the personal 
connection that seals the deal. 

The Internet, social networking, smart phones, and other breakthroughs in technology 
have fundamentally changed the way we do business. New technology drives communications, 
messaging, and information access at warp speed, and our clients expect immediate access. This 
pattern of ever-increasing sophistication not only creates an intensely competitive marketplace, 
but places further demands on us to act and react quickly. 

The rise of social media—such as Facebook, Twitter, MySpace, YouTube, and LinkedIn—has 
lured many sales pros into scaling back their sometimes time-consuming personal interactions 
and relying on social media to surface “qualified leads.” Big 
mistake! 

Get Real 

Social media is a powerful sales tool. But it serves three 
purposes (and three only): 

1. Search engine optimization 

2. Research on new or potential clients 

3. Learning more about the networks of those in your social 
networks 

Some salespeople tell me they actually attract new clients 
through social media. Could it happen? Yes. Would I rely on 
it? Absolutely not. I only count on what I bring about—
through a proactive, intentional, referral-selling strategy with personal introductions.  
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To Know You is to Like You 

In his 2009 commencement address to the graduating class of the University of Pennsylvania, 
Eric Schmidt, executive chairman of Google, urged students to step away from the virtual world 
and make human connections. “Turn off your computer,” he said. “You’re actually going to have 
to turn off your phone and discover all that is human around us.” 

There’s a saying in sales: Clients buy with emotion and justify with fact. If our clients don’t like 
or don’t feel comfortable with us, they won’t buy from us. 
We know how quickly people make first impressions. Most 
people decide within the first few seconds if you’re 
trustworthy, so it’s important to always start off on the right 
foot. Your social media savvy won’t make that happen. But a 
trusted referral and a personal connection will. 

To Like You is to Trust You 

The most important business decisions are still based on 
personal relationships. There is significant research about 
why customers make buying decisions. Bottom line: It’s 
because they like and trust the salesperson and his organization. Think about it. We’re selling 
services, investments, systems, and/or products. We are asking for people’s time and money! 
Why would they work with someone who hasn’t been referred by someone they trust? 

To Trust You Paves the Way 

The most energizing and exciting part of our work is the relationships we build with our 
clients—the interaction. We enjoy learning about our clients’ businesses and matching our 
solutions to their needs. In an era dominated by ever-expanding technology and social-media 
pressures, always remember that personal connections, referrals, and earning trust are what 
count. Yes, it requires brainpower. But isn’t that what we love about what we do? Indeed.  
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The Role of Technology in Sales 

The DO’s and DON’Ts of  
Social Networking for Sales 

ocial networks aren’t the easy answer to finding new clients. But a 
social media presence is a must-have in today’s world. Here’s how to 
make social media work for you. 

Do develop a social-media strategy. Like a sales or marketing plan, you should write out 
your social-media plan. What is your goal? Who is your audience? What do you want to 
communicate? Leverage social media as part of your go-to-market strategy. How does your 
strategy link to your customers’ needs and your business 
priorities? 

Do link up beyond LinkedIn. Take the time to build 
your personal connections; pick up the phone and talk to 
people. Go to lunch. Have coffee. Just get out from behind 
your computer and nurture your relationships—even the 
ones you have built virtually. 

Don’t skip the introduction. Just because you have a 
Facebook friend in common doesn’t mean you have a 
relationship with someone. Social media is a great way to 
find out who knows prospects you want to pitch. But 
remember, if your mutual associate doesn’t provide a 
personal introduction, you’re cold-calling—reaching out to 
someone who isn’t expecting your call and probably doesn’t want to hear from you. 

Don’t turn your Facebook page into an advertisement. Social sites are not for selling. 
They are for establishing connections, identifying ways to collaborate, and providing value. 
Instead of telling people you’re an expert, prove it. What tips or other useful information can 
you provide to your network? Link to other sites you have found helpful. As you become 
recognized as a resource in your industry, you will build your Web presence—and eventually, 
your business. 

Do incorporate your keywords. Your profile pages are an excellent place to get extra 
attention from search engines and raise your Web presence.  
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Don’t forget to do your homework.  Social media sites can help you prepare for meetings 
with potential clients by allowing you to learn about their backgrounds and your mutual 
associates. Instead of rambling about the weather during your first meeting, you’ll have 
something more interesting and personal to talk about. 

Don’t look for new clients; do look for new Referral Sources. If you have been trying to 
get a meeting with a particular company or individual, social media can help you quickly find 
out who in your network has a close connection so you can ask for a referral.  
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The Role of Technology in Sales 

There’s No Hallway on the Web 
here’s nothing like getting the gang together. Salespeople have great 
combined power and energy when they gather in person to share 
successes, sales techniques, ideas, and information. At conferences, 

we learn as much through conversations with peers in the hallways as in 
our sessions. But there’s no “hallway” on the World Wide Web. 

The digital world—as great as it is—threatens personal connections. Humans need face-to-face 
contact with others. Even with whisper-light computing power and immediate, 140-character 
Twitter posts, we are a face-to-face species. We thrive on 
interpersonal communication and being in the presence of 
like-minded individuals working together to accomplish 
results. 

If you want to advance your career—and especially if you 
want to sell—put down the mouse, step out into the hallway, 
and learn to talk to people, whatever their language. 

Business Travel Pays 

In an era when companies cancel sales meetings because 
they believe webcasts and videoconferences are just as 
effective, they actually need to do the opposite—schedule 
more. Business travel isn’t just an expense. It’s an 
investment. Face-to-face meetings aren’t luxuries. Even in 
our technology-driven world, nothing replaces a handshake 
and in-person interaction for both building and maintaining 
business relationships. 

In fact, 95 percent of business people agree that personal 
connection is the key to building long-term relationships, according to a Harvard Business 
Review reader poll. And a 2011 study from the World Travel and Tourism Council found that 
business travel improves corporate productivity, yielding a return on investment of 10:1. Other 
key findings from this study include: 
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 Global business travelers estimate that roughly 50 percent of their prospective customers 
are converted to new customers with an in-person meeting, compared to 31 percent 
without such a meeting. 

 On average, business travelers believe that 38 percent of their customers would switch to 
a competitor, and that their companies would lose 37 percent of annual sales, without in-
person meetings. 

 Four out of five global executives (nine out of ten in China) “agree” or “strongly agree” 
that face-to-face business meetings are essential to their organizations’ success and that 
business travel improves a firm’s chance of increasing sales. 

Now more than ever, as businesses seek to operate more effectively and efficiently, the firms 
that recognize the relationship between business travel investments (whether it’s to meet with 
clients or for sales training) and increased sales, and then act on that knowledge, will see a big 
impact on their bottom lines. 

Planes, Trains, and Automobiles 

One of my clients told me about a potential deal she was trying to close with a major prospect, 
but she couldn't get the decision-makers on the phone. I strongly recommended that she 
schedule an in-person visit. Fast-forward two months. She not only met with potential buyers; 
she got the opportunity to present to 60 people and now has four strategic projects in the 
pipeline. She called me (elated) to say thank you. The personal visit, she said, sealed the deal. 

I recently tacked a 60-mile drive onto the end of a vacation to meet with a prospect. That 
business-development visit resulted in two speaking engagements, which never would have 
occurred had I not taken the time to visit and build a new mutually-respectful relationship. 

You don’t have to hop on an airplane. Drive your car; get on a bus; take a train. Just meet in 
person with every major client and prospect. You will accelerate your sales process by at least 30 
percent, spend less time prospecting (who wouldn’t want that?), and attract more quality clients. 

Face-to-face contact will give you the edge over your competitors every time. You make the 
effort; you win. It’s your call.  
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The Role of Technology in Sales 

Ace the Face-to-Face 
e’ve all been there. The lights are dimmed, and everyone in the 
room is looking bleary-eyed at the screen, listening to a product 
manager, salesperson, or executive read each PowerPoint slide 

word for word. You look at your watch every 30 seconds, wondering how 
much longer the torture can last. 

It’s easy to get sucked into the PowerPoint universe. It allows us to “present” to our audience at 
a safe and often virtual distance. While computers may have connected the entire world, global 
economies, and former schoolmates, they can also distance us from the people right in front of 
us. And you need to connect—person to person—if you ever intend to make a sale. 

According to Susan RoAne, author of What Do I Say Next?, recent research from both Harvard 
and Stanford universities indicates that the No. 1 skill for 
success in the 21st century is the ability to talk to other 
people. As salespeople, if we don’t connect with potential, 
there is no next step—which is why referrals are so 
powerful. When you meet with a referred prospect, it’s easy 
to start a discussion and connect. For one thing, this person 
wants to talk to you, because someone he trusts has already 
paved the way. You have a built-in conversation starter—the 
mutual associate who referred you. And you can bypass 
those uncomfortable and awkward first steps where you 
explain who you are and what you do. Someone else has 
already sung your praises for you. 

Clients make multimillion-dollar decisions because they feel 
we’re sincere. Most people can spot phoniness a mile away. 
I don’t believe in using tired (and transparent) sales 
techniques like walking into someone’s office and 
commenting on the photographs or awards displayed on the 
walls. I know that’s a tactic many of us learned in one sales-training program or another, but 
when you receive a referral introduction, you don’t need tactical conversation starters. You start 
by talking about the person who referred you, and then you get right to the business at hand. No 
wasting time. No tactics. It’s just you and your referred prospect discussing how you can drive 
results in their business. What could be better than that? 
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Here are some ways to genuinely connect with your clients: 

Relate and anticipate! Salespeople are often the first to know what’s new. 
Demonstrate your knowledge of your client’s industry and business by addressing how 
your product or solution will help solve the company’s current problems—as well as 
what’s expected down the road. Many people have their heads buried in their work, but 
they still want to know what’s going on “out there.” They expect you to know, so be sure 
to have relevant answers. 

Listen. Ask insightful questions and listen carefully to the responses. What you hear 
may be different than what you expect. As a professional salesperson, you know how to 
read between the lines and understand the shades of gray as well as the black and white. 
Frequently, the way the client initially defines the problem turns out to be a different 
problem entirely. Now you must ask more questions, confirm the real issues, and suggest 
next steps. 

Sell. Zero in on how your solution helps this client—
and what results he can expect. Rather than wasting 
your prospect’s time discussing all the aspects and 
accolades of your business, stick to the key points 
pertinent to this particular customer.  

Connect with people, and you’ll close the sale. If you connect 
with the business problem only, and don’t take the time to 
relate to your client, you won’t win the deal. Remember, 
business is serious, but people aren’t, so forget the 
technology and make the person-to-person sale. Not only 
will you fill your pipeline with hot, qualified leads; you’ll also 
expand your referral network.  
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About Joanne Black 
Joanne Black is America’s leading authority on referral selling—the only 
business-development strategy proven to convert prospects into clients 
more than 50 percent of the time. As the founder of No More Cold 
Calling, Joanne helps salespeople, sales teams, and business owners 
build their referral networks so they can quickly attract more business, 
decrease operating costs, and ace out the competition every time.  

A captivating speaker and innovative seminar leader, Joanne is changing 
the business of sales. In her groundbreaking book, NO MORE COLD 
CALLING™: The Breakthrough System That Will Leave Your 
Competition in the Dust, Joanne teaches readers how to leverage the 
power of referrals so they get meetings at the level that counts and hit 
their numbers without hitting the phones. 

Practicing what she preaches, Joanne has built her business solely on referrals. She works with 
clients of all sizes—from small and medium-sized businesses to such noteworthy companies as 
Autodesk, KPMG, Charles Schwab, Bank of Marin, California State Automobile Association, 
Colliers International, The Mechanics Bank, Sage Software, and other premier companies. 

A member of the National Speakers Association, Joanne regularly speaks at sales and incentive 
meetings, sales conferences, and association meetings. She holds a B.A. in English from the 
University of California at Berkeley and a Certificate in Training and Human Resource 
Development, with Honors, from the University of California Extension.  

Joanne resides in the San Francisco Bay Area.   

 

 

 

 

 

 

Joanne S. Black | (415) 461-8763 | joanne@nomorecoldcalling.com Page 37 



 

The Methodology 

Joanne’s Referral-Selling System 
Breakthrough System 
Get the client meeting at the level that counts and turn every client into a source of new 
business. No More Cold Calling is the breakthrough system that transforms your sales 
organization into a highly refined referral-generating machine. 

Beat the Competition 

No other business-development strategy provides legions of prospects you specifically target 
who are waiting to meet you. Get pre-sold, earn trust, reduce your cost of sales, shorten your 
sales process, attract new clients more than 50 percent of the time, and make the competition 
simply disappear. 

The Missing Link 

No More Cold Calling provides the essential prospecting link missing from every organization’s 
sales process: an actual referral system—a step-by-step referral process to implement 
immediately. Fast impact. Simple. Easy to quantify. 

The Speaker 

Speaking & Webinar Topics 
Ditch the Sales Pitch 

Top salespeople don’t pitch. Clients don’t care about you—just what 
you do for them. 

Answer the question: “Why should clients work with you?” 
Demonstrate measurable results.  
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Double Your Referral Network in 90 Days 

Learn practical networking tips to boost your sales visibility, 
strengthen your relationships with current clients, attract new ones, 
and meet top-notch referral sources. 

Get the Trash Out of Your Sales Funnel: 
Lead Generation That Works 

Attracting the wrong kind of clients to your business is like dumping trash in your sales funnel. 
Measure the effectiveness of your funnel by the quantity of your ideal sales prospects. 

Net the Big One: Harness the Power of Referrals 

Selling is more complex than ever. Top sales professionals sell differently. Learn and adopt the 
skills of the top 10 percent and recognize unparalleled revenue and 
profits. 

9 Killer Steps to Boost Your Sales 

Shine the light on nine vital business-development steps, and watch 
your sales soar! Accelerate your win ratio and outsmart the 
competition. 

Put the “Social” Back in Social Media 

Social media isn’t the next big thing in sales, you are! Get real, get in touch, and get ahead by 
understanding how social media expands your referral relationships. 

Smart Tactics to Generate Red-HOT Prospects: Harness the 
Power of Referrals 

Tap into Joanne’s proven, No More Cold Calling® Referral-Selling System—boost your sales 
and rev up your business! Hit your sales numbers without hitting the phones. 

 

 

Joanne S. Black | (415) 461-8763 | joanne@nomorecoldcalling.com Page 39 



 

No More Cold Calling® Sales Programs 
Sales Training That Works—Immediately 

Eliminate the two biggest challenges salespeople face: Getting the 
meeting at the level that counts and converting prospects to clients. 
Arrive pre-sold, shorten your sales process, and reduce your cost of 
sales. 

No More Cold Calling training transforms your sales team into a 
highly refined referral-generating machine. Referrals are common 
sense, but not common practice. Fewer than five percent of 
businesses have a targeted referral system with a written referral 
plan, weekly referral goals, and a way to track and measure results. 

Learn the proven practices from the world’s leading sales organizations. Join the top 10 percent, 
distance yourself from your competitors, and recognize unparalleled revenue and profits. 

Choose the best referral program for your company. Each method is field-proven to integrate 
referral selling into your sales process and reinforce participant behavior, understanding, and 
application of the learned skills. 

 

 

Take the Next Step 

Want to start leveraging the power of referrals for your company? To learn more about our 
referral-selling programs and resources, contact Joanne at joanne@nomorecoldcalling.com or 
415-461-8763. 
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