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Unauthorized distribution of this ebook is in violation of international 

copyright laws and your integrity. 
 

 
Limits of Liability / Disclaimer of Warrantee:  

 
 
The authors and publisher of this book and accompanying materials have used their best efforts in 
preparing this program. The authors and publisher make no representation or warrantees with 
respect to the accuracy, applicability, fitness, or completeness of the contents of this program. 
They disclaim any warrantees (expressed or implied), merchantability, or fitness for any particular 
purpose. The authors and publisher shall in no event be liable for any loss or other damages, 
including but not limited to special, incidental, consequential, or other damages. As always, the 
advice of competent legal, tax, accounting and/or other professionals should be sought. 
 
This manual contains material protected under International and Federal Copyright Laws and 
Treaties. Any unauthorized reprint or use of this material is prohibited. 

 
Acknowledgements 

 
Thanks to Michael John for the benefit of his life experiences in this ebook, and his 

contributions to the outstanding success of this project. 
 
 
 

Contact Details 
 

Martin Russell International Pty. Ltd. 
22 Townsend Street 

Parkside  5063 
South Australia. 

Australia. 
 

Phone Number: 61 8 8223 1010 
 

www.WordOfMouthMagic.com 
 

 
 

http://www.referralmagicebook.com/
http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 3 

 
 

IInnddeexx  

Introduction. 4 

Part I. Setting the Stage For Your Amazingly Successful Word Of Mouth-Based Business. 5 

Chapter 1. 6 reasons why word of mouth isthe number one method to massively grow 
your business … 6 

Chapter 2. A radio station you MUST tune in to ... 7 

Chapter 3. How to massively and powerfully separate your business from your 
competition … 9 

Chapter 4. The amazing story of an unusual Australian dentist! 19 

Chapter 5. How to easily attract exactly the type of clients you want … 24 

Chapter 6. Two ways to look at what you do - One Poor And One Profitable … 29 

Chapter 7. The number one secret to life-long business success ... 31 

Part II. Marketing Concepts You Need To Know To Massively Grow Your Business. 32 

Chapter 8. The ultimate financial investment ... 33 

Chapter 9. How much is a client really worth to you? 36 

Chapter 10. Decide how much you’re willing to invest to buy a new client … 39 

Chapter 11. The single most important word in marketing ... 45 

Part III. 15 Word Of Mouth Strategies For Massive Business Growth … 50 

Introduction to Part III 51 

Word Of Mouth Strategies #1 to #15 52 

 

http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 4 

 

IInnttrroodduucctt iioonn.. 
 
Hi!  
 
Welcome to Word Of Mouth Magic and thank you for giving me the opportunity to share these 

powerful word of mouth tools with you! 
 
Word Of Mouth Magic is a step-by-step roadmap to help you generate a torrent of new clients 

for your business, by word of mouth. 
 

Before we begin, I’d like to give you an overview of what you’ll find in this ebook. 
 

This ebook is divided into three parts ... 
 

Part I will help you build the foundation for your word of mouth based business. Amongst other 
things, you’ll learn how to truly separate yourself from your competition and how to attract the 
clients you want to your business. 
 

In Part II, you’ll learn the fundamentals of marketing. These fundamentals make marketing 
easier, safer, and more effective. These fundamentals form the foundation for every word of mouth 
strategy, or marketing processes you’ll ever use. After you’ve finished Part II, you’ll never think 
about marketing in the same way again. 
 

Part III is the meat of this manual. You’ll learn 15 tested strategies you can use to massively and 
quickly grow your business by word of mouth. While you may be tempted to skip to Part III, it’s 
important to remember that this manual has been carefully designed to be read from beginning to 
end. So please make sure you fully complete Parts I and II before you implement any of the word 
of mouth strategies found in Part III. 
 

You’ll find lots of exercises throughout the chapters. You can either print these out, or use a note 
book. What ever you chose, if you methodically follow the lessons in each chapter, you and your 
business will be in a significantly more profitable position in the upcoming year. I personally 
guarantee it. 

 
Michael John and I bring you the attitudes, ideas, and real-life strategies that make ultimate word 

of mouth. The result is this ebook and our examples. For convenience, we make no distinction 
between Michael’s examples and my own. Do what we do: find success, explore it and reap the 
benefits when you use it yourself. 

 
And finally thank you again to you for the chance to share this incredible information with you, 

 
With my deepest respect, 
 
 
 
Martin Russell 
 
P.S. Please email me and tell me about your stories, successes, and adventures. I would love to 
hear them! My email is Martin@WordOfMouthMagic.com. 
 

mailto:mnorman@1stop-small-business-marketing.com
http://www.WordOfMouthMagic.com/
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PPaarrtt   II..  

 

SSeett tt iinngg  tthhee  SSttaaggee  FFoorr  YYoouurr  
AAmmaazziinnggllyy  SSuucccceessssffuull   WWoorrdd  OOff  

MMoouutthh--BBaasseedd  BBuussiinneessss..  
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CChhaapptteerr   11..  

66  rreeaassoonnss  wwhhyy  wwoorrdd  ooff   mmoouutthh  iiss  tthhee  nnuummbbeerr   oonnee  mmeetthhoodd  
ttoo  mmaassssiivveellyy  ggrrooww  yyoouurr   bbuussiinneessss  ……  

 
Word of mouth is one of the easiest, quickest, least risky, and most cost effective ways to grow a 

business. Why?  
 
Here are the 6 reasons why growing by word of mouth is one of the smartest ways you can go … 

 
1. Word of mouth is one of the cheapest way to get new clients. You can get referrals 

without spending any money! You’ll find out exactly how you can do this in Part III. 
 

2. Studies have shown that referred clients come back more often and spend more than 
clients brought in by any other marketing method. 

 
3. Word of mouth clients tend to complain less, pay on time more often, and are generally 

more enjoyable to work with, when compared  to clients from any other method. This is 
primarily because your best clients refer the most people to you. More often than not, 
clients refer you people who are very much like them. So, when your very best clients 
refer people to you, you end up getting more fantastic clients.  

 
Also, as I’ll show you in chapter 5, using word of mouth is a great way to easily target the 
exact type of client you’d like to do business with. 

 
4. A systematic word of mouth strategy can double the size of your business in less than a 

year. After all, if every one of your clients refer, on average, just one person each year, 
then you’ll double your client base every year! 

 
5. A systematic word of mouth strategy will save you time. Once you implement strategies to 

encourage referrals (as I’ll show you in detail throughout this manual) your clients will do 
all the marketing for you. Your clients will be your 24 hour, 7 day a week, sales force. 

 
6. In general, word of mouth clients are more trusting of you than clients who’ve found out 

about you from advertising. We trust the opinions of our close friends much more than we 
trust claims made in advertising. So when new clients are referred to you, they trust you to 
a much higher level because they have been recommended to you by a close friend. This 
means word of mouth clients take your advice more readily and are more likely to buy 
products and services that you recommend. 

 
With all the benefits of word of mouth, can you see why creating a system to get the maximum 

number of high-quality referrals is going to really benefit your business? 
 
So what are the keys to developing an amazing word of mouth business? And why do so few 

businesses get the number and quality of referrals they could? 
 
Read on and by the end of this manual you’ll not only have the answers but you’ll know exactly 

what you can do to turn your client base into an amazingly successful sales force for you and your 
business. The first step in your journey is to learn about … 

http://www.WordOfMouthMagic.com/
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CChhaapptteerr   22.. 

AA    rraaddiioo    ssttaatt iioonn    yyoouu    MMUUSSTT    ttuunnee  iinn  ttoo  ......  
 

All around the world people are tuned into a unique radio station. It’s called WII-FM. This radio 
station is on a very narrow and selective frequency. 

 
In order to get the maximum number and quality of referrals, you need to broadcast your 

message to your clients on this radio station. In other words, you need to learn how to broadcast all 
your messages through WII-FM’s very selective and narrow frequency. 

 
Fortunately, the WII-FM frequency is fairly predictable. In fact the name WII-FM describes all 

you need to know to broadcast your message on WII-FM. The special frequency used on WII-FM 
is very straight forward. It is ... 
 
 

WHAT’S IN IT-FOR ME 
 
 

This means that when you ask your clients to give you referrals, they are silently asking “What’s 
In It For Me?” You need to start habitually communicating to your clients in a way that makes it 
plainly obvious, to them, exactly how they will benefit by giving you referrals. 
 

� Your clients are silently asking: “How will I benefit by referring people to you?” 
 
You see, anything that’s not on WII-FM gets rejected. 
 
Most people get very little from word of mouth simply because they don’t broadcast on WII-FM. 

In other words, they don’t give their clients a compelling enough, self-serving set of reasons, to 
give referrals.  
 

So, you need to specifically tell people what THEY will get out of helping YOU.  
 

� Before you ask your current clients to give you referrals, first work out what you 
can give them in return.  Work out what’s in it for THEM ...  

 
And it doesn’t need to cost you anything. 
 

No matter what, you should give such extraordinary service that your clients feel indebted to you 
and want the satisfaction of helping you grow your business. 
 

Extraordinary service also means that new clients will be incredibly appreciative to their friends 
for introducing them to you. If your current clients can see how much their friends will be thankful 
for being referred to you, then they’ll give you a lot of referrals. 
 
Two Additional Reasons Why Your Clients Will Benefit When They Refer People To You. 
 
1. You’ll have more time available to focus on your clients and on improving your service 

because you won’t have to spend as much time doing other types of marketing. 
 

http://www.WordOfMouthMagic.com/
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2. You won’t have to spend as much money on other forms of marketing. This means that you 
can either pass the savings onto your clients or offer an even higher level of service. 

 
I’m very honest with my clients. I’ll tell them that by referring people to my business, they’ll be 

helping me save marketing dollars and time doing marketing. I then tell them what this means for 
them.  I’ll say “This means that we’ll be able to keep giving you the same great prices we currently 
are and we’ll be able to put our entire focus on continually giving you better service instead of us 
having half our focus diverted to marketing” 
 
 
Using Ethical ‘Bribes’ ... 
 
 

You can also offer what I call an “ethical bribe”. This is where you ethically bribe your clients to 
give you referrals by giving them such amazing incentives (eg: free products, discounted services 
etc) in return for their word of mouth  referrals.  

 
You make it so irresistible for them that they feel a compulsion to refer people to you. 
 
Your goal, in any marketing, is to make it easier for people to say “yes” than to say “no” because 

they see the overwhelming benefits of saying “yes”. 
 
 
Communicate All Written Communication on WII -FM ... 
 
 

One of the best ways to use word of mouth is with mail-outs.  
 
To give you a little idea of how to write a letter that directly communicates on WII-FM, see the 

bonus template letter. Feel free to use it and adapt it for your business, if you’d like. 
 
When you communicate, in any form of marketing, remember – it’s not about you. It’s all about 

YOUR CLIENTS. 
 
Don’t talk about how great you are, or how long you have been in business. Talk in WII-FM 

language. Talk about what they will gain. 
 
 
How to Use WII-FM More Fully to Get Referrals ... 
 
 

In Part III we’ll cover 15 unique word of mouth strategies you can use to massively grow your 
business.  

 
When you get to Part III, you’ll notice that each word of mouth strategy has one thing in 

common; they all provide the client with a self-serving benefit for giving referrals. In other words, 
each word of mouth strategy communicates on WII-FM. 

 
You’ll learn more about WII-FM as we go along … 
 
But for now, I’d like to show you … 

http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 9 

CChhaapptteerr   33.. 

HHooww  ttoo  mmaassssiivveellyy  aanndd  ppoowweerr ffuull llyy  sseeppaarraattee  yyoouurr   bbuussiinneessss  
ff rroomm  yyoouurr   ccoommppeett ii tt iioonn  …… 

 
Ask the average business owner why you should buy from them and you’ll very likely hear the 

following answer, “We have the best quality and service”. 
 
This is such a common answer. 
 
In this chapter, I want to get you thinking so differently about your business that you positively 

separate yourself from your competition forever! 
 
You see, we’re used to every business in town shouting “come here – we offer the best quality 

and service”.  But these statements are so vague and so overused that now they’re clichés. 
 
So ask yourself the following question. If a business made the claim “we offer the best quality 

and service in town” would you automatically believe them?  
 
If you are like the vast majority of people, there’s no way you would blindly believe them. Why? 

When everyone touts the same claim, that they are the best, without providing the evidence, we 
assume that they must be exaggerating. 

 
It’s my belief that “quality and service” is the motto of a business that is very, very fortunate to 

be around. Let me explain why … 
 

� If you don’t communicate to your market place and to your current clients, in a 
compelling way, exactly why they should do business with you and not your 
competitors, then the only thing keeping you in business is pure luck. 

 
I want you to really understand what I’m saying. And I’m not overstating the point here.  
 
Why do you think over 90% of businesses fail during the first five years? One major reason is 

that they are, what I call, “me too” businesses. They do nothing to really separate themselves from 
everyone else. Or, if they do offer great advantages in doing business with them, they don’t 
communicate these advantages to their prospective clients. 

 

� You need to make yourself stand out utterly and completely from your 
competition. Simply believing you stand out because you offer the best “quality 
and service” doesn’t cut it.  

 
Don’t get me wrong. Extraordinary service is essential, and I mean essential, if you want to get 

the maximum number of referrals. You can’t just deliver good service and expect to get massive 
amounts of referrals. You have to give extraordinary service. However extraordinary service is not 
enough by itself. 

 
Read on and I’ll guide you through a process that will change the profitability of your business 

forever. 
 
 

http://www.WordOfMouthMagic.com/
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The Value of Having A Unique Selling Proposition ... 
 
 

The key to separating yourself from your competition is simple. You need to have a unique and 
compelling reason (or set of reasons) why people should do business with you and no one else. 

 
This is called a USP – a Unique Selling Proposition. 
 
The question I want you to ask yourself is simple, but incredibly powerful ... 
 

� “Why should a potential client buy from me? What’s in it for THEM?”  
 
The key to really growing your business, on a massive scale, is to offer such incredible benefits, 

protection and advantages to your prospective clients, that they feel they have to buy from you. 
They feel that you’re head and shoulders above anyone else so they would be crazy to buy 
anywhere else.  

 
The great things is that people are willing to pay a lot when you fulfill their needs more than any 

one else. 
 
 
People Buy For The Self-Serving Benefits They Get ... 
 
 
You have to understand that, as human beings, no one will ever buy from you unless they see a 

SELF-SERVING BENEFIT in doing so. 
 
People never buy from you because they want to be “nice” ... at least not for long. They buy 

because they see one or more self-serving benefits in doing so. 
 

� The more you communicate to your current and potential clients, the self -serving 
benefits they will get from buying from you, the quicker your business will grow. 

 
So, you need to have a Unique Selling Proposition – a USP. Remember, a USP is one or more 

unique reasons why people should buy from YOU and not from your competitors. It is the answer 
to the question that all potential clients are asking ... 

 
“Why should I buy from you instead of your competitor? What’s in it for ME in buying 

from you instead of them?” 
 
 
Creating Your USP ... 
 
 

Let’s begin to create a powerful USP for your business. You need to get very specific. As we 
know, people don’t believe generalities like “best service” or “lowest prices”. They believe in 
specifics. Here are some examples of great USPs that truly separated the following companies 
from their competitors and created business empires ... 
 

• “When it absolutely positively has to be there by 10:30 the next morning - Fed-Ex” 
• “Hot delicious pizza delivered to you door in 30 minutes or less, or it’s free” Dominos 

Pizza 

http://www.WordOfMouthMagic.com/
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• “Rent it first time, or it’s free.” Video Easy 
• “Love it, or rent it free” Movie Land 

 
Do you agree that these USPs are so much more compelling to you, a potential client, than “We 

are the best video shop in town” or “We have the fastest service in town”. Really think about it. 
 

 
Which statement is more compelling to you? 

 
“The fastest service in town”  
(A vague “me too” statement) 

 
OR 

 
“Hot delicious pizza delivered to your door in 30 minutes or less, or it’s free”  

(A specifically defined USP) 
 

 
 

Are you starting to grasp what I mean when I say you need a specifically defined USP? 
 

Here’s a few ideas and examples to give you ideas on what your USP could be ... 
 

• Hardware Store: “A 11% wider range of products than any other hardware store in 
the city” (You see how I’m being really specific. And obviously, you have to tell the 
truth) 

• Masseuse: “A massage you’ll love, and a wait no longer than 5 minutes or it’s free” 
(Using a money-back guarantee as a USP) 

• Hair -dressing Salon: “The only hairdressing salon in the south that serves authentic 
espresso coffee and a free 10 minute head-massage with every hair-cut.” 

• Dentist: “No pain or your appointment is free” (Wouldn’t you go to a dentist who 
offered this guarantee? I certainly would. And in next chapter I’ll introduce you to an 
Australian Dentist who does offer it) 

• Beauty Salon: “Complete one-on-one personal care with no interruptions” 

• Barber: “A great haircut that you’ll love, done in less than 15 minutes or it’s free” 

 
Are you starting to get the idea? 

 
You may have noticed that three of these examples offer a money-back guarantees of some sort 

(eg: “A massage you’ll love and a wait no longer than 5 minutes or it’s free”).  
 
Guarantees give you credibility. When you have a powerful guarantee people know you’re 

putting your money where your mouth is. If you don’t deliver, you’re the one who pays. 
 
Guarantees are one of the quickest ways of separating yourself from your competition because 

very few businesses use them. 
 
 
 
 

http://www.WordOfMouthMagic.com/
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Developing a Great Guarantee as your USP ... 
 
 

In any transaction, someone is taking all or most of the risk. It’s either you, or your prospective 
client. Most businesses make the client take all the risk. The client risks money if the product or 
service isn’t what it’s been promised to be. They risk wasting time because they may have to wait 
much longer than they’ve been told they will have to wait. And they risk looking stupid if they 
make a bad purchase. 

 
People like to do what is safest. We don’t want to look stupid, waste time, get a bad result, or 

waste money. This means that ...  
 

� When you have a powerful guarantee which protects your prospective client fully 
from any possible risk, and you clearly communicate that guarantee to your 
prospective clients, they’ll be much more likely to buy. 

 
 
Address Key Frustrations ... 
 
 

There are many different types of guarantees. The best guarantee addresses the most common 
dislikes or hates people have in dealing with you or your industry. I call these “frustrations”. 

 
For example, with dentists, people hate pain. In hairdressing, people hate bad hair cuts. In almost 

all industries people hate waiting too long. 
 

So chose a guarantee that protects your clients from experiencing their biggest frustrations they 
have when dealing with your businesses or with your industry. Your business will become a lot 
more appealing when you do. 
 

For example, in my hair-dressing salon, we implemented the following guarantee simply 
because we found out that a lot of people get very frustrated when hair dressers don’t listen to their 
needs. (We found this out by simply asking all our new clients to list the top 3 frustrations they 
had with going to a hair-dresser). This was the guarantee: 
 

“If you think, at any time, that we haven’t fairly listened to your needs about what you 
want done with your hair, just tell us and your appointment is free.” 

 
I knew my team of hair dressers always listened to our clients meticulously. In fact, they made a 

point of it. This meant that implementing the guarantee was totally risk free for me. It increased 
the number of new clients we got substantially.  
 

� Think about this: If your major frustration with going to the hair  dressers is that 
they don’t listen to what you want, wouldn’t you chose a hair-dresser who had a 
“we promise to listen to your needs, or your appointment is free” guarantee? 
Wouldn’t this immediately give such a salon a competitive advantage in your 
eyes over all other salons? You have the same opportunity to create such a 
competitive advantage for your business. 

 
Write the key frustrations that your clients or potential clients experience from you or your 
industry, in the space on the next page.  
 

http://www.WordOfMouthMagic.com/
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_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

 
Make Sure You Deliver on Your Guarantee ...  

 
 
This is obviously very important. If you have a guarantee and you know that you can’t deliver on 

it, then you’re going to lose a lot of money and a lot of credibility. For example, if you don’t think 
it’s possible to be on time, don’t have an on-time guarantee. In you don’t think it’s possible to 
continually give uninterrupted service to your client, don’t have a no-interruptions guarantee. Have 
a guarantee that you can deliver on, time and time again. 
 
 
Why Implementing a Guarantee is a Lot Safer Than You Think ... 
 
 

The common response I get from people when I tell them to implement a guarantees is: “people 
will try to take advantage of me”. 
 

Yes, that is possible, but unlikely and nothing to worry about. Here’s why ... 
 
In my various businesses I have guaranteed everything from “a hair-cut you’ll love, or your 

money-back” to “this seminar will give you a MASSIVE advantage, or your money back” to 
guaranteeing books, results from consultations and many other things. 

 
I have only once had to give a refund to someone. A client at my hair-salon was unhappy about a 

perm one of my hair-dressers did for her. I gave the client all her money back on the spot ($80), no 
questions asked. She immediately looked very thankful and more than a little guilty.  

 
The next day she came back to the salon and purchased $60 in products for her hair and told us 

that no other hair-dresser had been able to perm her hair properly so it wasn’t really our fault.  She 
then referred us 2 friends in two weeks! The money we made from her two friends made the 
refund we gave her look insignificant! We had impressed her so much by keeping our word, even 
when she admitted it was her fault, that she told her friends about us! 

 
 

Even if A Few People Are Unethical, You’ll Still Win ... 
 
 

Even if a few people try to take advantage of your guarantee, they’ll be so few compared to the 
many new clients you’ll get from having that guarantee. In fact, from all the studies I’ve read on 
guarantees, most conclude that a maximum of 1% of people will ask for a refund when the 

http://www.WordOfMouthMagic.com/
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business lives up to it’s promises. However, a strong guarantee can grow your business through 
the roof.  

 
For example, in it’s first two years in business Federal Express lost US$29 million. Needing to 

turn their business around, Federal Express introduced an on-time guarantee with the theme: 
“When it absolutely positively has to be there by 10:30 the next morning - Fed-Ex”. Five years 
after introducing this guarantee, Federal Express was making US$50 million in profits annually. 
It’s now a multi-billion dollar company! 
 

So, even if a few people try and take advantage of  you, the extra profits you make will be so 
much in excess of any refunds that you have to give, you’ll be laughing all the way to the bank. 

 
In my experience, the vast majority of people are ethical. So, I feel it’s my duty to give my 

clients the added protection of a guarantee because they are honest people. And they far out-
number unethical people.  
 
 
Create a Powerful Guarantee For Your Business ... 
 
 
Go through the list of frustrations you wrote on page 12 and 13. Which frustration(s) could you 
guarantee against? Then, write down possible guarantees you could use to address these 
frustrations, that you could use in your business either today or some time very soon. (I’ll show 
you how to test which one of these guarantees works the best, in Chapter 11).  
 
For example, if you’re a plumber, the major frustration your clients experience in your industry 
may be leaving a mess in their house.  So have a no mess guarantee. “We promise to leave your 
house as clean as we found it (and maybe even cleaner!). If you find any mark, dirt or mess in your 
house that we created, just let us know and we’ll refund you your entire payment”  
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

_______________________________________________________________________________ 

 

Other Types of USPs ... 

http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 15 

 
 

We’ve talked a lot about using a guarantee as your USP. However, you USP doesn’t always 
have to be a guarantee. Remember, a USP is one or more reasons why people should buy from 
YOU and not your competitor. While a guarantee is one of the most powerful ways to do this, it is 
just one way.  
 
Probably, the best way to teach you about different USPs is to give you some more examples ... 
 
• Dr. Paddi Lund, an incredible dentist in Brisbane who you’ll meet in the next chapter, gives 

each client a batch of dental buns after their appointment. These are buns that his team bakes 
in his practice so that the lovely aroma covers the place. In fact, he makes the oven a feature 
piece for his clients when they come into his practice. This immediately separates his practice 
from anyone else. His buns are delicious yet good for people’s teeth. People love them! 

 
• Paddi also offers his clients 23 types of tea (on a menu) and serves the tea in Royal Doulton 

tea cups.  
 
• A hair-dresser offers each client a 10 minute head and shoulder massage before every cut. 
 
• A financial planner offers each prospective client a free CD and booklet he has made giving 

tips and advice on how to reduce their debt quickly and easily with very little stress. 
 
• A bakery offers a free doughnut or bun of your choice with every fifth purchase. 
 
• An accountant gets your car cleaned while you have your appointment. 
 
• A gym offers you free personal training for the first month of your membership. 
 
 
The power of a powerful USP for word of mouth – a simple example ... 
 
 

Let me give you a little example of how to use your USP to increase your referrals. 
 

Let’s say that your USP is:  “If we keep you waiting longer than 5 minutes, your appointment is 
free”.  
 

A simple way to increase your number of referrals (and you’ll find a whole stack of ways in Part 
III of this manual) is to give your current clients “referral cards” that they can give to their friends. 
 

A referral card is simply a little card that makes it very easy for your clients to tell their friends 
about you. It’s like a business card but it’s designed for your clients to give to their friends. It has 
all your information on it and, most importantly, it has your USP on it so that people feel 
compelled to come to your business. 
 

Here’s an example of the back of a referral card. The front of the card has all your business 
details, just like a normal business card. (You can get business card printers to print them for you). 
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Time is important for most of us. 

 
If you’re always on time in your business, then an on-time guarantee will only benefit you. You 

can’t lose. 
 

And there’s no rule that says you’re only allowed one aspect to your USP. This is a USP for a 
hair dressing salon, for example ... 
 

“We’ll promise to be on time. If we’re more than 5 minute late, your appointment is 
totally free. And just for being a client of ours, you’ll receive a free conditioning treatment 
worth $16.50 with every fourth colour you have. In addition, we guarantee that you’ll love 
your hair cut or we’ll give you your money back” 

 
Doesn’t this sound much more compelling than “we have great service”? 

 
So take the time right now to ask yourself the following question ... 

 
What USP would compel people to buy from YOU instead of your competitors? You may 

need to do some thinking to find your USP. Sometimes it takes a little while to find a great USP. 
Also, you may need to change how you do business so that you can live up to your new USP. 
Write 3 to 4 USPs that you could try. (Look at the examples of page 15 if you need some 
inspiration!). I’ll show you how to find out which USP is the best in Chapter 11. Use the USP 
check-list on the next page to guide you. 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

You’ve been given this card by   Susan Smith        who 
wants to give you a … 

 
FREE half-hour Back Massage (valued at $55)! 

 
Simply present this card when you come in for your 

appointment to receive your free back massage. 
 
Your Glenwood Beauty Guarantee: We value your time 
as much as you do. So, if in the unexpected situation that 
we’re more than 5 minutes late, your appointment will be 

absolutely FREE! 

A Powerful USP. 

A free gift. This is one 
of the referral 
strategies you’ll learn 
about in Part III. 
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USP Check-list. 

 
Is your USP ... 

 
• Unique to you. 
 
• Specific. Eg: “You’ll wait no more than 5 minutes” vs. “We’ll be on time” 
 
• Benefit Oriented. It must describe the powerful and self-serving benefits the client gets by 

buying from you. Focus on your clients, not on yourself. Chose a USP that addresses the 
question all clients ask: “Why should I buy from you? What’s in it for ME in buying from you 
and not from someone else?” 

 
• Backed by a Guarantee. You’ll always do a lot better if your USP is backed by a guarantee. 

Guarantees let your prospective clients know your USP isn’t just talk. 
 
 
 
Communicating Your USP. 
 
 

Once you have developed your USP, and this could take a little bit of brainstorming and talking 
to your friends and employees, you need to communicate it in specific terms, otherwise it won’t 
have as powerful of an effect on your business as it could. 
 

You must also communicate your USP in all your marketing.   
 
Here’s a few ideas how you could communicate your USP. Put your USP ... 

 
• On your business cards 
• On your referral cards 
• In your adverts 
• On a window or sign outside your business (if appropriate) 
• In your sales scripts on the phone or in person 
• On your invoices 
• On your receipts 
• On your letters (eg: a letter head) 
• Inside your business (posters, notices etc.) 
• Inside the minds of your staff 
• On follow-up letters to your clients (e.g. Thank you letters). You always want to 

subtly resell your clients about how they’ve made the right choice in choosing you. 
 
Whenever your clients interact with the people in your business, whether it is with you, your staff 
or even other clients, all these people can be marketing for you when they understand, buy in to 
and communicate your USP. 
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The more you educate your client base on the benefits they are getting from you, that they couldn’t 
get from anyone else, the more you’ll be building deep rapport and a solid foundation for building 
your amazing word of mouth business. 
 
 
 

A great USP that no one knows about isn’t worth anything! Write down how you’re going 
to communicate your USP to your clients, in the space below. 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

 
Implement Your USP ... 

 
Well done for making it through this long chapter! 
 
I hope you’ve done the exercises. If you have then you’ve either developed a great USP or 

you’re on your way to doing so. As I’ve said, sometimes it takes a little time to think of an angle 
for your USP. Keep working at it and you’ll create something special. 
 

If you haven’t done the exercises then go and do them NOW! This is perhaps, the most 
important chapter in the entire manual. You need to stand out from the crowd if you want to get an 
amazing number of referrals and grow your business very quickly. 
 

If you’re wondering how far you can take the idea of creating an amazing word of mouth 
business, you’ll love the next chapter. It’s all about ... 
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CChhaapptteerr   44.. 

TThhee  aammaazziinngg  ssttoorryy  ooff   aann  uunnuussuuaall   AAuussttrraall iiaann  ddeenntt iisstt !! 
 

Before we continue building the foundation for your amazing word of mouth based business, I 
want to broaden your sense of possibilities.  
 

What can you really aim for in creating the ultimate word of mouth business? 
 

That’s a good question to ask. 
 
To give you an idea of what’s possible I want to share with you a story about an AMAZING 

Dentist from Brisbane. 
 
I hope his story inspires you to create your own uniquely phenomenal word of mouth based 

business! 
 
This is the story of Dr. Paddi Lund, the amazing Dentist, and his slightly unusual dental practice. 
 
 

How unusual can a dentist really be? 
 
 
Glad you asked! 
 
First Paddy’s practice is not listed in the phone book. And when you drive past it there are no 

signs to let you know that you’ve passed it or anything else that could be recognized as a dental 
office. In fact, if you were to walk up to the front door during business hours, you’d discover it 
was locked! 
 

To make it even more strange, on the locked door are words that state (to the effect) 
 
“If you are not a client of ours then we are very sorry but we can not help you. If you have a dental 
emergency then knock on the door and we’ll help you find another dentist to address your needs as 
fast as possible. Otherwise we’re sorry, we can’t help you” 
 

Now, I know you’re probably thinking that this is a very unusual business! And you’re right! 
 
But how does Paddi make any money? 

 
What if I told you that Paddi’s makes 6 times the average Australian dentist and only works 3 

days a week! (And he’s the only dentist in the practice)  
 
You know what’s even more amazing? Paddi set the practice up so that the only way you, I or 

anyone else could ever see him for an appointment is by being referred to him by one of Paddi’s 
existing clients! 

 
And a few years back Paddi changed the rules in his business so that his clients could only refer 

a friend to him if he invited them to! His clients literally could not refer a friend unless he invited 
them to! 
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Talk about an unusual business! You can’t get in through the front door because it’s locked. And 
you can’t phone to book an appointment because the practice isn’t listed in the phone book. Is 
Paddi trying to keep people away? 

 
Yes! That’s the whole point! 
 
You see, a few years ago, Paddi decided that he didn’t like most of his clients. He had some 

clients who wouldn’t pay their bills. He had others who would complain and waste his time. He 
had clients who he didn’t enjoy seeing and he didn’t like having to look after them! 

 
So he did something VERY unusual ... 

 
 
Paddi Sacked The Clients He Didn’t Like Looking After ... 
 
 

Paddi literally wrote to the clients he didn’t enjoy servicing and said to them: 
 
“I’m sorry but I don’t think we really offer a service that is best for you. So we’ve decided to 
recommend you to Dr. Jones. We think that you’ll find his practice much more in keeping with 
your needs.” 
 

Now you’d think that sacking your clients would be business suicide. And it could be, in many 
cases. 
 

But Paddi knew what he was doing. In fact now he loves going to work. He loves to spend time 
with his clients (because he only sees clients he truly likes to spend time with). And he makes a lot 
more money than he did when he saw just anyone. 

 
Let me explain how Paddi does business today and why he’s so much more successful than ever 

before. 
 
First, as I’ve just said, Paddi only does business with clients that he enjoys working with. He 

wants his clients to be friendly, nice, enjoyable to talk with (you know how dentists love to talk to 
you when you’re in the dental chair!), and to pay before their appointment. 
 

So Paddi made an bargain with every client he dealt with – he would make sure he’s always on 
time, and that there is absolutely no pain in any procedure he does, or the appointment is totally 
free (what a great USP!). And in return, Paddi’s clients agree to refer him two people of 
comparable quality to them, whenever they are asked to. 
 
 
Paddi Made Giving Word Of Mouth Referrals a Condition of Doing Business with Him ... 
 
 

Now Paddi has all the clients he needs – and an endless supply if he wants more because his 
clients are eager to keep their end of the bargain and refer friends when and if they are given the 
chance to. 
 

He has a better time at work than most people could imagine because he only has great clients. 
And he only works 2 to 3 days a week because his clients are willing to pay top dollar for Paddi’s 
extraordinary service, and he decided  that he’d like the rest of the week off! 
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To put it simply, Paddi always goes the extra mile. For example, have you ever been to a dentist 
who has a USP as powerful as his?  

 
 

Just being different is not enough for Paddi… 
 
 

Let me give you a little taste of what Paddi does to create a truly amazing experience… 
 
First, each client has their own waiting room. And Paddi puts each persons name on their 

waiting room door (he has a sliding label so he can change the name on the door when they have 
an appointment). So, if Sarah Joyce went to see Paddi, the label on the door would say “Sarah 
Joyce’s Waiting Room”. 

 
As we talked about in the last chapter, Paddi also serves 23 types of tea in Royal Doultan tea 

cups. And Paddi has a restaurant sized espresso machine so the aroma of coffee moves throughout 
his whole practice, thereby covering up that ‘dental smell’, normally associated with dental 
practices.  

 
After you’ve settled into your waiting room, one of Paddi’s nurses arrives with a menu of teas 

and coffees to choose from!  
 
When you leave your nurse gives you a packet on dental buns. You’ll remember from the last 

chapter that Paddi’s team bakes these muffins in the practice. In fact the oven is in a show case in 
the practice. This adds ambience and a beautiful aroma through the practice. 

 
His dental buns are great for word of mouth too! Imagine going to see Paddi and then heading 

back to work with 6 or so dental buns that have just come out of the oven. You’d probably share 
them with some friends. And people would ask “where did you get these from?”. How amazed 
would they be when you told them you got them from your dentist! Because of your amazing 
experience at Paddi’s, you’d probably tell everyone about your whole experience. 

 
You see, Paddi learnt that ... 
 

� If you want to get people raving positively about your business, give them an 
amazing experience. We all want to have a richer experience of life. Create a 
richer experience for your clients and they’ll fall in love with your business. 

 
So, back to your business. 
 
How can you use Paddi’s wisdom to grow your business? 
 
And notice that with Paddi the details of the smells, the drinks, even the bathroom soaps, are 

just as important as the skills of his dentistry. 
 
 
Create an Amazing Experience for Your Clients ... 
 
 

What could you do in your business to create an amazing experience for your clients, like 
Paddi does? You don’t have to do as much as Paddi does. Even a few little, inexpensive ideas 
can add that little extra excitement and richness to your client’s experience with you. Write 

http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 22 

your thoughts below and then implement the ideas you think will create the most amazing 
experience for you clients, without costing too much. 

 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

 
 
You Make the Rules ...  
 
 
My purpose in telling you about Paddi is simple. I want to get you realize that there are NO rules 

in business. As long as you abide by the laws of the country and by your moral code, you can do 
anything! 
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So start thinking outside the box. 
 
And while you probably won’t want to make your business a by invitation only business, once 

you start to think outside the box you’ll discover ways to make you business grow at a faster rate 
than you could ever imagine! 
 
And in the next chapter, you’ll learn … 
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CChhaapptteerr   55.. 

HHooww  ttoo  eeaassii llyy  aatt tt rraacctt   eexxaacctt ll yy  tthhee  ttyyppee  ooff   cc ll iieennttss  yyoouu  
wwaanntt…… 

 
In the last chapter we talked about the fact that Dr. Paddi Lund actually sacked some of his 

clients. 
 
Some clients can actually lose you money because they waste your time, adversely affect the 

way you treat other clients and make the time you spend in your business less enjoyable.  
 
Also, if you had the choice of working with clients you like and who appreciate you, versus 

clients who are unfriendly, stingy and rude ... who would you choose? Pretty hard decision, hey! 
 
This chapter is dedicated to helping you attract more of the kinds of clients that you really enjoy 

working with and who are the most profitable. In particular, you’re going to discover how to select 
who is referred to you, so that you only get great clients. Because I would consider that I’d done 
you a disservice if I let you accept just any referral!  

 
The quantity of referrals is important but just as important is the quality. You want to attract 

people who are kind, courteous, arrive on time, and who pay you what you’re worth for what you 
deliver. In other words, you want to attract ideal clients to your business. 

 
So, how do you attract ideal clients to your business? 

 
Well, it’s actually very simple. The first step is to ... 

 
 
1. Determine Exactly Who Your IDEAL Client Is.  
 
 

You can’t attract hordes of ideal clients to your business if you don’t determine who they are!  
 
So, who’s your ideal client? What characteristics do they have? 
 
Do they always pay on time, and in a friendly manner? Do they buy from you regularly? Perhaps 

they are eager to refer their friends to you. Do they arrive on time for their appointment? Are they 
kind and considerate people? Do they have the money to buy your best services and products? 

 
Take the time now to write down in the space below exactly what type of client you’d most 

like to do business with – that is, your ideal client. What traits do they have? Be specific ... 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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2. Get Incredibly Honest With Yourself  - Would Your Ideal Client Want To Do Business 
With You?  

 
 

I once heard a story of a woman who wanted to meet and marry her dream man. She was seeing 
a therapist because she had not been in a relationship for a long time.  

 
After the therapist had finished listening to the woman’s lonely story, she asked the woman 

“Who is your dream man?”.  In response, the woman poured forth an elaborate series of traits the 
man must have, followed by each of the specific and general things the man must not be.  
 

“He must be at least 6 feet tall and weigh 85 kilograms. He must earn over $150,000 a 
year and have been the captain of his high school. He must be able to cook amazing dishes 
from India, Italy, Thailand, Spain ... He must be like doing this and that and enjoy 
watching the ballet, going to the opera and riding horses. He must not be lazy and he must 
not have friends like this or like that ...” 
 

The woman went on with her description for quite a while! 
 

At the end of the lengthy description, the therapist slowly leaned over and said in a quiet voice 
“Would such a man want to marry you?” 
 

Now, to some people, this may sound a little harsh, but the therapist had a great point that 
applies to business. 
 

� So I ask you: Would your ideal client want to do business with you? 
 

Be incredibly honest. 
 
Really have a think about it. And don’t bluff yourself. If you bluff yourself you won’t be able to 

improve your business to the level you deserve. 
 
So what’s the answer?  
 
If your business is exactly what your ideal clients are looking for then you’re ready to attract 

them in droves.  
 
But, if your ideal client wouldn’t want to do business with you at the moment, that’s alright too. 

At least now you’re aware of how things really are and you can change them. Sometimes 
awareness can be curative all by itself because it forces you to take action. When you’re honest 
you can improve the situation. If you act like an ostrich and stick your head in the sand, then you 
have very little hope of creating the business or lifestyle you dream of. 

 
So, if your business is not quite there yet in terms of being able to attract your idea clients, then 

you’re sitting on a goldmine. 
 
And in order for you to get the gold, let me yourself the following question  ... 

 
 
What Would Your Business Need To Be Like For Your Ideal Client To Be Drawn To It? 
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Would you need to always be on time? Would you and your employees need to be more 
friendly, helpful and cheerful on a consistent and regular basis? Would you need to go the extra 
mile (or the extra 2 or 3 miles) on a regular basis? How would you need to do this? Would you 
need to do things that show your clients that you care more about them and their needs than any 
other business? If so, what things would you need to do and how? Would you need to visually 
enhance your business? In what ways? What exactly do you need to do to make your business the 
honey, in order to attract your ideal clients, the bees? 

 
Write your answers in the space below. Just come up with as many ideas as you can. Be 

very specific. (If you need more room, there are a few note pages at the back of this manual) 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

Create a plan to implement the changes that you think will make the biggest difference, taking 
into consideration the costs and the potential upside. 
 
 
3. Who Do YOU Need To Become To Attract Your Ideal Client? 
 
 

A very wise man I heard once said “success is not something to be pursued. It’s something to be 
attracted by the person you become”. I think this is a very profound statement! 
 

� So tell me, who do you need to become, to create the business that will attract 
your ideal clients? 

 
Do you need to be a person who is continuously thinking of new ways to give more and more 

benefit to your clients? Do you need to be a person who is continually learning more about 
marketing, client service, leadership and business? Do you need to be a person who is a lot more 
meticulous about details? Do you need to be a person who loves learning and who is always 
looking for ways to think differently, improve and take new action? 

 
Whoever you need to become in order to run such an amazing business, write the 

description below. Take the time to do this because your personal development is the 
cornerstone of having an amazing business. 
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_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

_______________________________________________________________________________ 

_______________________________________________________________________________ 

 

4. Grade Your Current Clients into A, B, C, and D’s ... 
 
 

I want to thank you for getting really honest with yourself. I encourage you to continually be 
honest with yourself. 

 
Now it’s time to ‘grade’ your current clients. 
 
“Grade my clients!” I hear you saying. “This isn’t school anymore and I’m not a school 

teacher!” 
 
Stay with me on this! I promise it will all make sense very soon! 
 
You see, one thing I’ve noticed about us humans is that ... 

 
People Usually Associate with People Who Are Like Themselves.  
 

So when you ask your clients for referrals, do you necessarily want to ask your worst clients to 
refer you their friends? Unless you are really struggling for business, that would be a crazy idea! 
You’d be likely to get more clients like them ... terrible clients! 

 
So, what I want you to do is to go through a list of your clients and grade them according to your 

“ideal client” standard – what I call your “A-grade client”. 
 
So here’s an idea of how to grade your clients. Go do it now. 

 
A-Grade Your ideal client. 
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B-Grade Your basic client. They are not as good as your 
A-grade clients but they are good clients. 
 

C-Grade Border line. You’ll tolerate them until they 
improve or until you get enough A and B-grade 
clients to not need them anymore. 
 

D-Grade Terrible Clients. When you see them they make 
your day worse. 

 
 
5. Sack Your D Class Clients ... 
 
 

Am I saying you should go out and, overnight, get rid of all your D class clients? NO! 
 
For most businesses that would be a very risky move. So what am I saying? 

 
I’m saying that if you’re committed to enjoying your work to the maximum and making the 

most profit, then you need to refer your D class clients to other businesses over a period of time. I 
advise doing this in a very slow way so that you don’t suddenly lose 50% of your client base! 

 
Plus, perhaps you need the money they bring in right now. So plan to attract enough A-grade 

clients in the future so that you can sack all the D-grades and not miss them at all. In fact you’ll be 
relieved when they’re gone. 
 

How do you sack D-grade clients? Well follow the example of Dr. Paddi Lund. Write them a 
nice letter that is courteous and polite. Explain to them that perhaps your business is not the best 
business for their needs. Then refer them to another business. Choose a business that would be 
happy to get them (a person is rarely a D-grade client to all businesses). Choose a business that 
would actually benefit from that client so you know you’re producing a win-win result for you, 
your D-grade client, and the new business. 
 
 
6. Only Ask Your A and B Class Clients to Refer People To You ... 
 
 

As I’ve said, people usually associate with people who are like themselves.  
 
So only ask your A’s and B’s to refer people to you, else you’ll probably end up with more C’s 

and D’s! 
 
Can you now see why I’ve taken you through the process of “grading” your clients?  

 
In this chapter we’ve looked at how to attract your ideal clients to your business. In the next 

chapter, you’ll discover how to enhance your standing in both you and your clients eyes. You’ll 
learn that there are ... 
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CChhaapptteerr   66.. 

TTwwoo  wwaayyss  ttoo  llooookk  aatt   wwhhaatt   yyoouu  ddoo  ––  OOnnee  PPoooorr   AAnndd  OOnnee  
PPrrooff ii ttaabbllee  …… 

 
If you don’t respect what you do and the great service you deliver, how can you expect your 

clients to respect what you do? 
 
One of the things I’ve noticed about all really successful entrepreneurs and business owners is 

that they recognize the incredible benefits they give their clients. They look beyond the surface to 
see the deep value their service or product gives to their clients. 

 
Let’s go a deeper into this ... 
 
There are two ways to look at the value you give your clients. One way – the shallow way – will 

lead you to not valuing yourself highly enough and to making less money. The other way – seeing 
the deep value you give your clients – will lead you to a greater sense of value, pride, self-respect 
and bigger profits. 

 
Let me explain ... 
 
A hair -dresser could look at his job as nothing more than helping people get a good hair-style.  
 
Or ... he could realize that every time he gives a client a great hair cut, a hair cut they LOVE, a 

hair cut that they feel great about, he is giving them a lot more. He is giving them greater self-
esteem when they look in the mirror, he is giving them increased chances for romance if they are 
single, he is giving them a deeper sense of pride and happiness, he is giving them a better first 
impression with everyone they meet which in turn could open up many possibilities, he could be 
giving them a greater chance at a promotion at work, or he could be giving them many other 
deeper benefits. 

 
How much do you think this hair-dresser would value what he delivers, and the his true role if 

accepted the first way of looking at his job – the shallow way? 
 
And how much greater appreciation of his value, of the incredible value he provides, of the 

amazing service he is doing will he get if he chooses to take the second way of looking at his job – 
the deep way? 

 
A chiropractor  could look at her job as nothing more than helping people eliminate back pain. 
 
Or ... she could realize that she re-opens the doorway for her clients to experience a greater level 

of comfort in everyday life, the enjoyment and the excitement of being able to participate in sports 
fully, the joy of taking long beautiful walks with people they love without getting any troublesome 
back aches, picnics in secluded places that they could get to before, bike rides in the sun, and a  
very comfortable and relaxing nights sleep – probably unlike they’ve had in quite a while. 

 
The more you revere yourself – the more you value the incredible benefits, advantages, and 

protection you give your clients – the more you will feel proud of what you do and the more your 
clients will give you the respect that you deserve. 
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When you truly revere yourself, you set apart from everyone else who only sees their value in a 
shallow way, you’ll find it easier to get referrals because you’ll believe in what you deliver a lot 
more than ever before. This inner belief, and being able to see your true value, comes across in the 
way you speak, move and behave. 

 
So how do you truly impact your clients lives by what you do? Take 5-15 minutes to look 

deeper and find your true value. Write what you truly deliver to your clients below: 
 
_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________

_______________________________________________________________________ 

 
In the next chapter you’ll learn that it’s much more profitable to know … 
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CChhaapptteerr   77.. 

TThhee  nnuummbbeerr   oonnee  sseeccrreett   ttoo  ll ii ffee--lloonngg  bbuussiinneessss  ssuucccceessss...... 
 

The fastest way to grow your business is to realize one thing ... 
 

� It’s very hard to grow your business if you spend all your time doing the work in 
your business and no time focused on improving how you do business. 

 
Let me take you a little deeper into what I mean ... 

 
Ninety nine percent of business owners are so busy doing the work in their business (eg: seeing 

clients, making products, answering the phone etc) that they never see the opportunities for real 
growth. They miss the opportunities for new marketing approaches, and they don’t think about 
how they could add more benefit, protection, and advantages to their clients, in everything they do. 
 

If you want to be massively successful, and I believe you do (otherwise you wouldn’t have 
bought this manual), then you need to practice the principle of Constant, Continual, Never Ending 
Improvement. And the only way for you to do that is for you to make sure that you set some time 
aside every week to work ON your business rather than just IN it. 
 

Imagine if you spent just two or three hours each week doing some of the following ... 
 

• Analyzing if and how your current marketing approaches are working. 

• Coming up with new ideas to improve client loyalty and client relationships. 

• Thinking of new ways to attract new clients by word of mouth or by other methods. 

• Reading books that teach you what you need to know to get better at business. 

• Brainstorming ways to increase client service. 

 
Don’t you think you’d start to think a lot more strategically about how you’re doing business if 

you spent just two or three hours each week doing these things? 
 

And don’t you think you’d be able to improve the way you do business dramatically? I don’t 
think you would ... I know you would. 
 

By the way, I must congratulate you! Very few people take the time to learn how to improve 
their business like you’re doing right now. As you read this manual, you’re working ON your 
business, because each chapter is designed to teach you more about how to massively improve 
your business and teach you how to think more strategically. You’re increasing your knowledge 
and skill in how to build a phenomenal business for yourself. 
 

Make sure that you keep working on yourself and on your business all the time. I know that 
since you bought this manual, you’ll implement the strategies you’re learning here and then 
continue to learn more and more each day as you work ON your business as well as in it. 
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PPaarrtt   IIII.. 
 

MMaarrkkeett iinngg  CCoonncceeppttss  YYoouu  NNeeeedd  TToo  
KKnnooww  TToo  MMaassssiivveellyy  GGrrooww  YYoouurr  

BBuussiinneessss.. 
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CChhaapptteerr   88.. 

TThhee  uull tt iimmaattee  ff iinnaanncciiaall   iinnvveessttmmeenntt   ...... 
 

Have you ever stopped and asked yourself, “what is the ultimate financial investment?” 
 
If you have, what answer did you come up with? 
 
And if you haven’t asked yourself this question before, I think you’ll find it to be a very 

profitable question to ask, especially with what we’re about to talk about in this chapter. 
 
So what’s the answer? 
 
No, it’s not stocks, real estate, options, or anything you may have heard people talk about. 
 
 

Marketing Is The Ultimate Financial Investment! 
 
 

When you implement marketing intelligently you can make much better returns than you could 
normally expect to make with shares, property investment or anything else, in the same time 
frame. Marketing really is the ultimate investment! 

 
In a minute I’ll explain why ... 
 
But first, if you’re like most people you were probably taught, “Marketing is an expense”. After 

all, your accountant puts your marketing expenditure under the expense section of your profit and 
loss statement. 
 

So let me explain ... 
 
Marketing can be an expense ... if you use the same methods and principles that the average 

business owner does. You see the difference between marketing being an expense and an 
investment is simply this ...  
 

� If your marketing brings in less money than it costs to do, then it is an expense. 
 

However, if you learn and apply the principles in this manual then you’ll find that your 
marketing will make you a lot more money than it costs to do. In other words, your marketing 
investments will be very profitable for you. 

 
So why do I say that marketing is the ultimate financial investment? Read on and you’ll discover 

why ... 
 
To put it simply, by the end of reading this manual, you’ll know exactly how to develop a word 

of mouth process that can brings you 5 times, 10 times or even, 100 times or more its cost in extra 
profit. (We’ll go through how and why this is true in a minute).  
 

But first, do you know of investors who can multiply their money by a factor of 5, 10 or even 
100 times on a regular basis and in a fairly short period of time? If you do, make sure you do 
whatever it takes to learn from them! 

http://www.WordOfMouthMagic.com/


 

 

© Martin Russell International Pty. Ltd.  -  www.WordOfMouthMagic.com 34 

 
 
An Example to Demonstrate The Amazing Return You Get From Intelligent Marketing ... 
 
 

Ok, here’s why marketing can bring you 5, 10, or even 100 times its cost in extra profit…  
 
Lets say you send a letter to each of your best clients asking them to refer you their friends. If 

you sent the letter to 100 clients, it would cost you about $50 in postage and printing. 
 

Now lets be very conservative: If you applied everything from this manual, you will get at least a 
10% referral rate from your best clients – probably a lot more. But we’re being very conservative 
so lets choose 10%. 
 

So from the original 100 clients you mailed, you’ll get 10 referrals. This means 10 new clients.  
 

If each of these 10 new clients make you $25 in profit on the first sale (eg: from a hair cut, 
consultation etc) then you will have made $250 in profits after their first visit to you! 
 

By the way, that’s five times the amount you invested, just by sending out a letter to your best 
clients.  Or in other words, that’s a 500% return on your investment! 
 

And here’s the really exciting part ... 
 

If you give such extraordinary service and have such a powerful USP, each new client you get 
will want to continue coming to you. How much profit has your marketing brought you now? 
Let’s go through the calculations ... 
 

If every time one of your word of mouth clients came back to you, you made another $25 profit, 
and if they purchased 6 times over the next year, that means you will make $150 profit from each 
and every one of these 10 clients – just in the first year alone! 
 

That is equal to $1,500 in profits from the 10 referred clients! 
 

So you’ve spent $50 to get 10 new clients and you’ve made $1,500 profit in their first year! 
 

How would you like to spend $50 to make $1,500? Sounds pretty good, doesn’t it? And it’s even 
better if you consider that each client may continue to buy from you for the next 2, 3, 5, or even 10 
years!  
 

Let’s continue to be conservative though. Because of your powerful USP and because you’ve 
taken the time to make your business incredibly attractive to your ideal clients, let’s say each of 
the 10 new clients buys from you for 5 years in total.  What’s your return on investment now? 

 
You will have invested just $50 and got a return of $7,500 in additional profit over a 
five year period. That’s a return on your investment of 150 times or a whopping 
15,000%! 

 
Are you excited yet? You should be! 

 
In fact, you should be smiling from ear to ear! 
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This is why marketing is the world’s best financial investment. I know of no other legal 
investment that can consistently give you the rewards that intelligently implemented marketing 
can. 
 

Can you see why setting up great methods to give you stacks of referrals could make you tens or 
hundreds of thousands of dollars in extra profit in the next few years? 
 

Marketing is the ultimate financial investment! So what are the fundamentals of marketing? 
Read on and you’ll find out ... 
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CChhaapptteerr   99.. 

HHooww  mmuucchh  iiss  aa  ccll iieenntt   rreeaall ll yy  wwoorrtthh  ttoo  yyoouu?? 
 

In the last chapter, you probably begun to see that a client is worth a lot more to you and your 
business than you might first think. 

 
In the example I used, the 10 new clients generated $7,500 in profit over five years just by 

bringing in $25 profit each and every appointment. 
 

This chapter is designed to help you realize just how valuable each new client is to YOU and to 
set the stage for working out your marketing budget. In order to do this we need to work out the 
life-time value of your average client. In other words, how much is your average client worth to 
you over the life-time they buy from you? 

 
To estimate this figure, we need to do some calculations. 

 
 
1. How Much Profit Do You Make From Each Sale? 
 
 

The first step to estimating the life-time value of your average client is to estimate how much 
profit you make, on average, from a typical sale or appointment.  

 
The best way to estimate this figure is to work out how much your client spends each time they 

buy from you. Then subtract, from this figure, what it costs you to deliver your service or product. 
 
I realize that some clients spend a lot more than other clients. So just get an average. This isn’t 

meant to be the accurate to the cent. Just be as accurate as you can.  
 
Once you’ve calculated this figure, write it below ... 
 
The average amount of profit an average clients makes me is: $ _____________ per visit. (L1) 

 
 
2. How Many Times Do Your Clients Buy From You Each Year? 

 
 

The next step is to work the average amount of times clients buy form you during a year? Some 
may buy 10 times, some may buy once or twice. Just work out the average and write that figure 
below ... 
 

The average number of times a client buys from me in one year is: _________________ (L2) 
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3. How Many Years Does Your Average Client Buy From You? 
 
 

The third step is to work out the average number of years that clients buy from you. Is it one 
year, five years, ten years, or something else? We want to work out the full duration clients buy 
from you before they: 
 

• go somewhere else 
• move out of the area or … 
• simply stop buying for another reason. 

 
Some of your clients will buy from you for ten years, others may buy just once and never come 

back. Just estimate the average number of years. Write this figure below ... 
 

The average number of years a typical client buys from me is: ___________________ (L3) 
 
 
4. Calculate The Life-Time-Value of An Average Client. 
 
 

Now that you’ve got estimates for each of these three figures, simply multiply each of them 
together to calculate the average life-time value of one of your clients.  

 
Here’s an example ... 
 

 
Calculating Life-Time-Value. An Example … 

 
The Figures for A High-Class Restaurant … 

 
Average profit per visit = $50 

Number of times an average client buys per year = 5 times a year 
Average number of years a client buys at the restaurant = 5 years 

 
Average LIFE-TIME VALUE of a client to the restaurant  = $50 x 5 x 5 = $1250 

 
 

 
 
So, do the calculations and write the figure below ... 

 
The life-time-value of a typical clients is: $ _____________ (L1 x L2 x L3) 

 
 

Do You Need To Treat Your Clients Better? 
 
 
Has this exercise shown you how much more valuable your clients really are to you than you 

previously thought?  
 
If so, are you giving each and every client and prospect the appropriate service and care? 
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Perhaps you need to look after each client to a higher level, now that you’ve realized how 
valuable each one really is to you. 

 
And more importantly, can you see how much extra profit each new referral is going to make 

you? A single referral can make you $500, $1000, or even $10,000 depending what the life-time 
value of the referral is. Does this make you more motivated to take action and implement amazing 
word of mouth strategies for your business? I sure hope so!  

 
I also hope that you see the benefits of looking further into the future, rather  than just looking 

short term. For example, I hope you feel more comfortable about spending $50 or $100 now, to 
get a new client who makes you $1500 over the next few years. How could you not! 

 
One last question before we finish this chapter. What would you need to do to increase the 

average life-time-value of your clients? You’d either have to ... 
 

• Get them to spend more each time they buy from you. 

• Increase the number of times they buy from you each year. 

• Increase the number of years they buy from you. 

 
This is how you grow your business. And when you use each of these three ways in 

combination, your business will grow geometrically. 
 

In fact, I urge you to please take the time every week or two, to implement just one new idea to 
get your clients to: 
 

• spend more each visit. 

• buy more frequently. 

• value your business so much that they keep coming to you forever. 

 
If you do this, then you’ll make so much more money than you ever thought possible. This is my 

goal: for you to use these concepts maximally and in your everyday thinking so that you make so 
much money that you’ll realize that I’ve grossly undercharged you for this manual! 

 
In the next chapter, you’ll learn that before you ever do any marketing process, you need to … 
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CChhaapptteerr   1100.. 

DDeecciiddee  hhooww  mmuucchh  yyoouu’’ rree  ww ii ll ll iinngg  ttoo  iinnvveesstt   ttoo  bbuuyy  aa  nneeww  
ccll iieenntt   ……  

 
 
The Key to Growing Your Business is to Buy New Clients … 
 
 

Marketing, and therefore each word of mouth process, is simply about buying new clients. 
 
So, let me explain what I mean by ‘buying’ new clients  … 
 
Let’s say we run an advert in the paper. It costs us $350 to place the ad and from it we get 10 

new clients who buy from us. So, because we invested $350 to get 10 new clients, we’ve in 
essence paid $35 to ‘buy’ each client ($350 ÷ 10) 

 
This is the way I want you to think: Whenever you do marketing of any kind, you are doing 

nothing more than investing money to buy new clients. 
 
And before you ever do any marketing, you need to decide how much you’re willing to pay for 

each new client so that you get a good return on your investment over the time the client buys 
from you. Let me walk you through a process to help you decide how much you can invest to buy 
a new client. 
 
 
Making Wise Investment Decisions … 
 
 

You see, now that you’ve discovered that marketing is simply about buying new clients, it’s time 
to use this information to increase your ability to invest your marketing dollar intelligently … 

 
My goal this chapter is for you to get very systematic about how you’re investing your money in 

your word of mouth systems. I want you to make sure that you’re investing wisely. 
 
 

The Story of The Shop-A-Docket Lady ... 
 
 
A while ago, I met a beauty salon owner who was absolutely throwing money down the toilet 

because she didn’t wisely decide how much she could afford to invest to buy a new client. Let me 
tell you her story because I think it illustrates the mistakes that many business owners make ... 

 
This lady spent $600 on shop-a-docket advertising (those ads on the back of your shopping 

receipt). When I met her she was about to spend another $600 to continue the shop-a-docket 
advertising for another 6 months. I asked her “how many new clients did you get from the shop-a-
docket?” She told me she got 4 new clients. 
 

Is 4 new clients good or bad? Well let’s work it out … 
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The first thing I got her to do was to work out how much she had paid for each new client from 
shop-a-docket advertising. To do this, she simply had to divide the money she spent on shop-a-
docket by the number of new clients she got from it. Here’s the calculation … 
 
 

 
How Much Did Each Shop-A-Docket Client Cost? 

 
 
         $600                                 ÷          4          =       $150. 
 

Cost of marketing (shop-a-docket)        ÷   Number of new clients       =  Cost per new client 
 

 
So, she was spending $150 to buy each new client. 

 
Here’s the kicker: her average client spent only $30 per visit! And from this income she made 

only $25 profit!  
 
In other words, she was spending $150 to buy a client who gave her $25 profit in the first sale! 

She was losing $125 on the first sale to every client who came to her from her shop-a-docket 
advertising! 

 
In order to ever make a profit from those shop-a-docket clients, each client had to come back a 

minimum of 5 more times just for her to break even. And in order to make a profit she had to get 
each client to come back a minimum of 6 more times! Talk about her setting herself up for a tough 
task! 

 
If each new client scheduled appointments as frequently as her current clients, it would have 

taken them nearly a year to come back another 5 times, for her to break even! In the meanwhile, 
she was losing a lot of money but wanted to spend $600 on shop-a-docket again because she 
hadn’t done her calculations! 
 
 
Word Of Mouth Is One Of The Safest Way To Invest Your Marketing Dollar  … 
 
 

Here’s another reason why word of mouth is a great way of marketing – with word of mouth you 
can work out ahead of time how much each new client will cost you. You only pay when you get a 
new client (you’ll see why as we continue). 

 
This is contrasted with adverts. The price you pay per new client when you run an advert is 

determined by the number of people who respond. You could get lots of new clients responding to 
your ad, thereby reducing the cost to buy each client. However, this is rarely the case. 
 
 
Decide How Much You Can Afford To Invest, To Buy A New Word Of Mouth Client … 
 
 

Before you start implementing any word of mouth system, you need to work out how much you 
can afford to invest, to buy new clients. 
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For example, if you make $30 profit on the first sale, you could afford to invest $20 to buy a new 
client because you’d still make $10 profit in the first sale. You could even afford to invest $30 and 
make no profit on the first sale. I’ll explain more about this in a moment.  

 
But first, let me explain how you could use your investment to buy word of mouth clients… 
 
In Part III, we’ll cover 15 strategies to get new word of mouth clients. I’ll use one strategy as an 

illustration here so you can get an idea of how you could invest money to buy new clients. 
 
Let’s say that you’re a chiropractor. You make $55 profit from a clients first visit.  
 
But you need to get more clients … 
 
Since you make $55 profit from the first visit, you could afford to invest up to $55 to get a new 

client – and you’d still break even after the first sale. In other words, if you invested $55 to buy a 
new client you’d get that new client for free. And you’d make your money on future appointments.  

 
How could you invest $55? 
 
You could offer each current client a $55 gift that they’re entitled to when they refer a friend to 

you. For example, you could offer them a dinner voucher for two, worth $55. All they have to do 
to claim the voucher is to refer you a new client. Offering your current clients a gift like this gives 
them an incentive to refer new people to you because there’s something in it for them. 

 
Another way you could invest the $55 could be to offer both your current client and the person 

they refer two movie tickets each. This creates an incentive for both parties – an incentive for your 
current client to refer you a friend and an incentive for the friend to take up the offer. 
 
 
Give Away Perceived Value … 
 
 

Wherever possible give away something that has a high perceived value and a low cost to you. 
 
Perceived value of a product or service is what the market place perceives the value of that 

product or service to be.  
 
For example, a half-hour massage may have a perceived value of $45. This is how much it 

would cost you, as a member of the public, to have a half-hour massage. 
 
However, the cost of that massage to the masseuse is only $1 to $2. The only cost of the massage 

to the masseuse is the cost of the massage oil. In other words the perceived value of the massage is 
$45 while the cost to the masseuse is only a few dollars. 

 
So, if you’re a masseuse and you give away a free massage to every client who refers a friend, 

the perceived value of that massage may be $45 but it costs you nothing more than your time and 
perhaps a little massage oil. In other words, the cost to you would be just a few dollars. 

 
On the other hand, if you’re a chiropractor who wants to give away a $45 massage voucher to 

your clients, you may have to pay full price (perceived value) in order to buy massage vouchers 
from the beauty salon. This means that you’re able to give away less perceived value, per dollar 
you spend because you’re paying “full-price”. 
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� The goal is two-fold. One to reduce the cost to you of what you give away. And 
two, to increase the perceived value of the gifts you giving away.  

 
So, a chiropractor who wanted to give away massage vouchers to her clients could search around 

for a beauty salon who is struggling, not because of bad service, but because of lack of marketing 
know-how.  

 
She could approach that beauty salon and offer to buy 30 massage vouchers, not for $45 each, 

but for much, much less. All she would need to do, would be to educate the owner of the beauty 
salon about life-time value. After-all, even though the salon won’t get full price for the massage 
voucher, they will have the opportunity to acquire new long term clients because the chiropractor 
is introducing them to some of her clients. And if the chiropractor explains life-time value to them 
well enough, they’ll realize that a new client could bring them a lot of money over the months and 
years to come. 

 
 

Here’s How You Can Get FREE Gifts to Give to Your Clients ... 
 
 
I have been given vouchers for massages, facials, manicures, video hire, gym passes, and much 

more, on multiple occasions, without paying a cent! In fact one gym center actually offered me as 
many $200 gift vouchers as I liked, simply because I educated them on the life-time value of a 
client! 

 
Here’s how I educated them to realize it was in their best interests to give me $200 gift vouchers 

for free.  
 
I simply said to them ... 
 
“How would you like 50 new clients within the next 10 weeks? You’ve got all this equipment in 

here and a lot of it isn’t used all the time so you’re not really getting full use from the investment 
you made into it. If you give me 50 gift vouchers for a months trial membership, I’ll give them to 
my clients as a gift from me. I feel my clients are a very suited to you because they live in this area 
and a high proportion of them value their health highly. This will cost you nothing because a lot of 
the equipment is not being used and if you treat my clients well, as I’m sure you will, they’ll enjoy 
coming here so much that they’ll sign up for a full membership. That could be worth thousands of 
dollars to you.” 

 
They gave me fifty $200 gym vouchers for free. 
 
I then mailed my client base the following offer “refer two friends to us within the next two 

months and we’ll give you a $200 gift voucher from [the gym] absolutely FREE”.  Everyone who 
referred a friend received a free $200 gift voucher. And it cost me zip, nothing, zero ... get the 
point! 

 
By the way, the gym made a couple of thousand dollars from the deal because they signed up a 

few of my clients for full membership (each membership cost $800). Win-win! (They even phoned 
me up to offer me more vouchers!) 

 
You too can get free vouchers to give away to your clients. It’s easier than you think! 
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� Be adventurous. Go and approach other businesses and get gift vouchers for 
FREE! Not all businesses will agree to your proposal, but if you approach 5 or 10 
businesses and really educate them on life-time value, then you’re bound to get at 
least one that is interested enough to give you stacks of free vouchers. By the way, 
this tip alone could be worth multiples of the price of this manual if you apply it! 

 
 

What Could You Give Away? 
 
 
So what could you give away that has high perceived value but low actual value? 
 
I think another example would help … 
 
If we continue the example of the Chiropractor who makes $55 profit on the first sale. She could 

give away $80 of free nutritional products to whoever refers a new client and still make a profit on 
the first sale. You see, the great thing is that those $80 worth of nutritional products may only cost 
her $20. And every time she gives away $80 of nutritional products, she makes $35 in profit 
(because she makes $55 profit in the first sale and the products only cost her $20). 
 

� By the way, whenever you give anything away, always let people know how much 
it is worth (the perceived value). And be specific. For example “You’ll receive a 
FREE 60 minute back massage (valued at $59.95) when you refer a friend for an 
appointment”. People don’t always value ‘freebees’ fully if they don’t recognize 
the true value that they are receiving. 

 
So think of what you can give away that has a high perceived value, costs you little if 

anything, and would entice your clients to give you referrals? Think of products/services that 
other people sell, as well as what you sell. Write a list now. 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

_______________________________________________________________________________ 

 

You Don’t Have to Give Away All Your Profit From The First Sale … 
 
 

You don’t have to give away your entire profit from the first sale. I’ve just focused on that 
because most people give away too little rather than too much. 

 
It’s important not to be short sighted about investing money to buy clients. If you give away too 

little you may get very few referrals unless you go out and create the kind of deal I did with the 
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Gym Club. It’s also good to know that, there are times when you don’t have to give people big 
incentives to get referrals. The key is to test the effect of giving away more or less on the quantity 
and quality of referrals. (You’ll learn the critical concept of testing in the next chapter). 
 
 
 
 
It’s Time To Do Some Calculations … 
 

 
So you need to decide how much, in dollar terms, is the maximum you’re willing to invest to 

acquire a new client.  
 
The first step is to work out how much profit you make from the first sale. This may or may not 

be similar to the ‘average profit you make per customer each visit’, that you calculated in the last 
chapter. 

 
Again, every client may be different so get an average. However, it’s critical that you be 

conservative. If you’re not conservative you run the risk of giving away more than you’ll can 
afford. So hear me … BE CONSERVATIVE!  

 
Write the average profit you make from a client on the first sale below. 

 
My average profit from the first sale: $________ 
 

Now that you’ve worked out this figure, know that this is the maximum amount that you can 
invest to buy a new client and break even in the first sale. Write this same figure in the space 
below … 
 
I can afford to invest up to $________  per word of mouth referral and break even on the 
first sale. 
 

If your business only has one off sales, rather than repeat business, you won’t be able to invest 
all the profit from your first sale -- or you won’t make any money! So decide what you can 
reasonable afford to invest, to get a new client. If you don’t have a business with big backend 
(repeat) sales, do whatever you can to create one! Having a great backend is where you’ll get the 
majority of profit from. Having a great backend means that you are happy to make no or very little 
profit on the first sale, because you’ll make so much from future sales. (In fact, when you have a 
great backend, you are eager to do whatever you can to introduce people to your business so they 
get into your buying stream!) 

 
 
When we get to Part III, you’ll find lots of ways to use this money to attract new referrals! 
 
But for now, I want to introduce you to … 
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CChhaapptteerr   1111.. 

TThhee  ssiinnggllee  mmoosstt   iimmppoorr ttaanntt   wwoorrdd  iinn  mmaarrkkeett iinngg  ...... 
 

It’s the most important word in marketing. 
 
It’s a word that you must grasp and fully incorporate into your everyday thinking if you ever 

want to be maximally successful. 
 
What is the word? 
 
TESTING! 
 
This chapter is ABSOLUTELY essential for you to read and re-read until you completely 

understand it. 
 
To put it bluntly, without thoroughly testing your marketing strategies, you will never make the 

maximum profit, or create the most successful business you can. And without testing the word of 
mouth strategies you use, you will never get the highest number of referrals you could maximally 
expect either. 

 
So what is testing? 

 

� Testing is simply the process of finding out how the market place responds to 
your marketing, in a safe and conservative manner. 

 
In a minute I’ll walk you through exactly how to test your marketing. But first, it’s incredibly 

important to realize that neither you or I will ever be able to tell with absolute certainty how the 
market will respond to a marketing campaign or word of mouth strategy we are about to 
implement. 

 
This is why testing is so critical. Testing allows us to find out what strategies work the best, in 

the most conservative, safe, and intelligent way. We do this by testing each strategy on a small 
scale first to see if that strategy works well enough to spend a lot more money and time to expand 
it to a large scale 
 
 
An Example of Testing in Action ... 
 
 

Let me give you an illustration of how testing works and one way to do it ... 
 
When I owned my hair salon, I wanted to test 3 different types of gifts (ethical bribes/incentives) 

that I was offering my clients in return for referring people to us. 
 
In other words, I wanted to know which gift motivated the greatest number of clients to refer 

people to us, and made us the most profit. 
 
This is what I did … 
 
I wrote two letters – each exactly the same, except for the following ... 
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1. The first letter offered a free 30 minute massage voucher to every client who gave us a 

referral in the following 8 weeks. 
 
2. The second letter offered a free facial voucher to every client who gave us a referral in the 

following 8 weeks. 
 

In addition, the person they referred would receive a conditioning treatment and a hair-care pack 
valued at $30.50, just by coming in for an appointment. (Each time someone took us up on the 
offer we made at least $27 profit because what we were giving away was almost all perceived 
value.) 

 
So here’s how I tested which of these two gifts motivated our clients to give us the greatest 

number of referrals (and profit) ... 
 
I sent the first letter to one group of 100 clients, and the second letter to another, separate, group 

of 100 clients. This meant that the two test offers (in letters 1 and 2) were sent to two equal and 
separate groups of clients, chosen randomly. 

 
My team had a written record of who each letter, and therefore who each offer, was sent to.  
 
When a referred client came into the salon, they presented us with the referral card they were 

given by our client. (Each new referred client had to present this referral card in order for them to 
be entitled to their free conditioning treatment and hair-care pack).  

 
On the back of the referral card was written the name of the person who referred them. (see page 

15 for an example of a referral card). So, each time a referred client came into the salon for an 
appointment, we knew who referred them because it was on the back of the referral card. 

 
My team simply kept a tally of how many people were referred from each letter. They also 

recorded how much each referred client spent and the total profit they made us. This allowed us to 
not only see which offer generated the most referrals, but most importantly, which offer brought in 
the most profit. 
 

Incidentally, here’s an essential point ... 
 

� Get into the habit of asking “By the way, how did you find out about us?” 
whenever a new client comes into your business. Then write their answer down. 
If you can track where your new clients are coming from you’ll be able to use 
that information to make more intelligent decisions, such as knowing which word 
of mouth system works the best. 

 
You see, if you don’t know how each client finds out about you, then you won’t ever know 

which marketing approaches are working the best. You will also miss out on being able to focus 
the majority of your time and attention on the areas that bring you the greatest reward. 

 
 If one method of marketing (eg: a specific word of mouth strategy) is bringing you 25 new 

clients a month and you’re only spending a fraction of your time on that area, then stop spending 
so much time on methods that are bringing you only 3 or 4 new clients each month. Instead, focus 
more time and energy on the method that brings in the most new clients because this is the area of 
greatest growth. 
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Back to the Three Letters ... 
 
 
So here are the test results.  
 
Guess what? The letter offering the free massage voucher gave us 3.4 times more referrals and 

3.5 times more profit than the letter offering the free facial voucher! 
 
So what did we do with this knowledge? 
 
We sent the letter offering a free massage voucher (in return for referring a friend to the salon) to 

every client on our database. After all, this offer in this letter created the most referrals and profit 
so we used it on a larger scale. And every time we got a new client, we sent them a letter 
welcoming them to the salon and introducing them to our “free massage” referral program. 

 
You see, if I’d simply sent the letter offering the facial voucher, then I would have missed out on 

3.4 times the amount of referrals and 3.5 times the profit! Can you see why testing is so important 
now? 
 

So remember. Only your clients, by referring you more clients, can tell you if the word of mouth 
strategy you’re using is the best one for your business. 
 
 

How I test. An overview ... 
 

My preference for testing word of mouth strategies is by sending letters to my clients. Here’s 
how I test. 

 
 I send two letters to separate segments of my client base. In this example, we’ll call the letters, 

letter A and letter B. Letter A and letter B differ in only one way; in the element being tested. 
 

For example, if you’re testing which of two offers (gifts) works best for attracting new 
referrals... 
 

Letter A :  “If you refer a friend to us within the next 10 weeks, we’ll give you (GIFT A)  
absolutely free” 
 

Letter B:  “If you refer a friend to us within the next 10 weeks, we’ll give you (GIFT B)  
absolutely free”  

 
The important thing is that letter A and letter B are identical except for the element being tested 

(in this case, the gifts each letter offers). This means that any difference in the response from these 
letters is due solely to the element being tested and not to anything else. 

 
I send letter A and letter B to two equal but distinct groups of my clients, chosen RANDOMLY 

from my client base. For example, I might chose clients with surnames between A and F for letter 
A, and clients with surnames between M and S for letter B (always make sure the number of 
people in each group is identical). Also make sure that the group size is adequate to see a real 
difference, and not simply random variation, in response. In most cases, I recommend that each 
group be no less than 50 people each 

 
I then measure which letter induces the greatest number of referrals and the most profit. 
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Once I know which letter (and therefore, in this case, which gift) brings in the greatest number 

of referrals and profit in the test stage, then I’ll send the letter to a larger potion (or entire group) of 
my client database. 
 
 
You Must Test, Test, and Keep Testing ... 
 

The word of mouth strategies in Part III of this manual are strategies that have been tested to 
work in many different types of businesses. However, one or more of them may not work as well 
in your business. Businesses are all different. And clients from one business may be motivated by 
something entirely different than clients from another business. 
 

� Test multiple word of mouth strategies to see which work best in your business. 
 

And remember, you only invest a lot of money into systems that you have tested on a small scale 
first and have found to work. This is how you MINIMISE any potential down-side and 
MAXIMISE the upside. This is how you make business a lot safer. 
 
What Do You Test? 
 

Here’s the minimum I recommend you test ... 
 

• The word of mouth strategy you use (whether you give away a free gift, or donate 
money to charity etc). You’ll learn about these are in Part III. * Very Important. 

 
• Any gifts (ethical bribes) you are offering in return for a referral, or to a new client as 

an incentive to get them into your business. * Very Important. 
 
• Your guarantees/USP. (To test your USP/guarantee, you could have two types of 

referral card, each with a different USP/guarantee. Give one referral card to one group 
of clients and the other referral card to a second group of clients. Then see which 
referral card attracts the most new customers and makes you the most profit.) 

 
• The letter or approach you use to inform your clients about referrals. For example, 

different wordings can increase the effectiveness of a letter.  
 
 

What to Test in The Letters You Send To Your Clients ... 
 

The most important parts of a letter are the headline (if you use one), the opening paragraph, and 
how you describe the offer (what’s in it for them). 

 
Sometimes rewording a headline, the opening paragraph of a letter, or describing “what’s in it 

for them” a little differently can have a massive effect on the number of referrals you get.  
 
For example, I’ve found, from my experience, that changing the headline, can increase referrals 

by as much as 1.8 times. It may not sound like a lot, but when you think about every clients’ life 
time value, you’ll realize it is. Here’s an example of two headlines I tested in a letter to my clients 
... 
 

A) FREE $200 gym voucher with every referral. 
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versus 

 
B) Refer a friend and receive a FREE $200 gym voucher. 

 
Headline A received a 1.3 times greater response than headline B. So, what’s the lesson? Even 

the elements in the letters you write can make a big difference to the number of referrals you get. 
 
 
One Last Point on Testing Word Of Mouth Strategies ... 
 

You need to allow enough time to test each word of mouth method. I’ve found that often it can 
take a little time for people to think of who they can refer and then contact that person. The new 
client can then take a little time to come into your business. This is why I usually allow between 4 
to 8 weeks to fully test a word of mouth system (depending on the type of business). 

 
In addition, it might be a good idea to help your clients speed up the process by giving them 

suggestions of who they could refer.  
 
For example, a masseuse could say ... 
 

“Do you know anyone who works long hours, or has lots of children, or who is often 
stressed and is in need of a relaxing back massage? Go through your phone book to find 
out which friends, work colleagues, or relatives you could refer to us, so they can receive a 
free back massage as a gift from you. You’ll find the free gift certificate in this 
envelope...” 

 
You can also speed up the referral process with a deadline. This is what I used in the example of 

the three letters. I said “refer a friend within the next 8 weeks and you’ll receive … (a gift)”. 
 
Deadlines create a feeling of scarcity. And scarcity motivates people. 

 
 

An aside: The Principle of Scarcity ... 
 

This psychological principle will make lots of money, if you use it. Use the idea of scarcity. It 
is very powerful! When you make an offer scarce, you will many times get a greater response than 
you would if you didn’t make it scarce. And to find out if it works for your clientele just test it! 
 

Here are the two main ways to use scarcity: 
 
1. You can have a time-deadline (as we have talked about.) 
 
2. You can use limited quantities. For example “In addition, if you’re one of the first 10 people to 

refer a friend, you will receive (an extra gift) valued at $___” 
 

Read: The Psychology of Influence by Dr. Robert Cialdini for more about scarcity and other 
principles of influence. This is absolutely a great book. A must read for any business owner. 
 

And now that we’ve covered testing, let’s move on to the engine of your word of mouth-based 
business... 
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PPaarrtt   IIIIII..  

1155  WWoorrdd  OOff  MMoouutthh  SSttrraatteeggiieess  FFoorr  
MMaassssiivvee  BBuussiinneessss  GGrroowwtthh  …… 
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IInnttrroodduucctt iioonn  ttoo  PPaarrtt   IIIIII 
 

We’ve spent quite a bit of time building the foundations for your amazing word of mouth-based 
business. 

 
The reason we’ve spent this time on the fundamentals of marketing is that they are ESSENTIAL 

for implementing the tools and methods in this section. 
 
For example, you need a powerful USP - a USP  that is clear, defined and communicated to your 

clients and prospective clients. Sometimes such a USP is obvious and sometimes it takes a little 
searching and thinking. If you haven’t formulated your USP yet, make sure you keep working at it. 
A USP is critical for you get the maximum number and quality of referrals you can.  

 
In fact without a USP a lot of people will see no reason to refer anyone to you, irrespective of 

the incentives you offer them. 
 
Now, to Part III. This is where you’ll learn the strategies (some of which I’ve introduced you to 

earlier) for creating massive numbers of referrals for your business! 
 
This is the “engine” of your word of mouth process. 
 
Let’s get started 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##11.. 

GGiivvee  AA  FFrreeee  GGii ff tt   TToo  EEvveerryy  CCll iieenntt   WWhhoo  GGiivveess  YYoouu  AA  
RReeffeerrrraall !! 

 
Reward each client who refers someone to you with a free gift. 
 
Choose a gift that has high perceived value and low cost to you, that your clients would really 

want. (Remember, you can get the gift for free from other businesses). 
 
Remember, in Chapter 10 you decided the maximum dollar amount you’re willing to spend to 

buy a new client. Make sure you don’t go above that maximum. 
  
Here are some examples of how other businesses have used this strategy: 

 
Hotel: For every 6 people you refer, we'll give you a free night for two in our presidential 
suit with a free dinner. 
 
Hairdresser: For everyone you refer to us, we'll give you a free massage gift voucher that 
entitles you to enjoy a 1 hour back massage totally compliments of us! 
 
Chiropractor : Gives two free sessions to everyone who gives him a referral. 
 
Dog Grooming Business: They give a free months supply of dog food to everyone who 
refers them a client who signs up for their yearly program. 
 
Beauty Salon: Refer a friend and you'll be off to the movies with 2 free tickets, 
complements of us. 
 
Carpet Cleaning Company: Refer 3 friends to us who have their all the carpets in their 
house cleaned, and we'll come in and clean all the carpets in your house for free. 
 
Lawn-Mowing company: We will mow your lawn for a full month absolutely free when 
you refer us a new client who signs up for a years lawn moving service. 
 
 

You can also bundle gifts into a packages ... 
 
 

For example, a Chiropractor could give away a free nutrition pack, dietetics consultation, and 
massage voucher, to every client who refers someone to him. 

 
Here's another example ... 
 
You could give away “The Ultimate Beauty Package” to each client to refers two friends. The 

beauty package might contain an hours massage, a manicure and a pedicure. And since you’re 
getting two new clients, you can afford to spend more on the gift, if you need to, because you’re 
buying two new clients. 

 
To start with though, keep it simple and remember to test each gift you offer to see how 

attractive it is to your clients.  
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What could you give away? Write your ideas below … 

 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##22.. 

GGiivvee  YYoouurr   CCll iieennttss  AA  PPrreeffeerreenntt iiaall   PPrr iiccee  WWhheenn  TThheeyy  GGiivvee  
YYoouu  AA  RReeffeerrrraall !! 

 
When someone asks you “what’s the price?” you can answer “would you like to know the 

regular price or the referral price?” 
 
You see if you tell your clients about the preferential price they’ll get when they refer a new 

client to you, they will be able to immediately see what’s in it for them by giving you referrals. 
 
For example, a beauty salon could have a facial for $55 at regular price and $25 referral price. 
 
Remember, you now know how much you are willing to buy a new client for so you know what 

the maximum discount you can give is. 
 

And even if your client wants to buy straight away and they don’t know who to refer to you just 
say “If you like, since you’re a valued client, we’ll keep the preferential rate open to you for 6 
weeks. If, during that time you refer someone to us for an appointment, we’ll refund you the 
difference between the regular and referral price” 
 

Here's some more examples: 
 

Accountant: Refer a friend, family member or business associate who doesn’t currently 
use my services, for their tax return, and I'll do your tax return for half-price. 
 
Hairdresser: For every person you refer to us, we'll give you $20 off your next 
appointment. And the more friends you refer, the more you save. This means that, if you 
continuously refer us new clients, you may never have to pay for another appointment 
again! 
 
Printing Company:  If you refer a new client to us within the next two months, we'll do 
your next print job at 5% off. (terms and conditions applied for quantities etc). 

 
So, how could you use this word of mouth strategy? Write your ideas below: 

 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  ooff   MMoouutthh  SSttrraatteeggyy  ##33.. 

GGiivvee  YYoouurr   CCuurrrreenntt   CCll iieennttss  GGii ff tt   VVoouucchheerrss  TToo  PPaassss  OOnnttoo  
TThheeii rr   FFrr iieennddss!! 

 
I learnt this one from an innovative Photo Studio in Melbourne. A friend of mine went to them 

with his family to get a family photo taken. He responded to an advert they placed in a local paper 
for a $90 family portrait. The service was superb and my friend was delighted by the photos … 
they were exactly what he wanted. 
 

After picking up his photos, the photographer handed him a gift voucher and said “here’s a gift 
voucher that you can give to any friend. It entitles them to get the same family portrait package 
you’ve just had for only $5 as a gift from you.  And as a thank you for being such a great client we 
want to give you a small reprint absolutely free." 
 

What a great idea! My friend gave the gift voucher to a friend of his who admired his photo. His 
friend was delighted by the deal and my friend felt good that he was able to help him out.   
 

One of the key factors was that the gift voucher said on it “a gift from ____ (my friends name)”. 
This gave my friend an extra incentive to share the gift voucher because it made him look good. 

 
So why would this highly successful photographic company give away such a great gift 

voucher? 
 

Well, they were prepared to break even on the first sale because they knew that they took such 
good photos that more than 75% of referred clients would want to buy additional prints to give to 
other family members (grandparents and other relatives). The photographic company actually 
ended up making a lot of money from the additional prints and new clients. 
 

Plus, the photographers had built up a great relationship with their clients and were often booked 
in for weddings, special occasions and other portraits. 

 
The key factor is that they knew the life-time value of each client. This enabled them to know 

that if they broke-even on the first sale, that they would make a lot of money in future sales. 
 
 
Send Out Gift Vouchers With A Thank You Letter 

 
 
Imagine how you’d feel if you went to a masseuse for the first time. You leave feeling totally 

refreshed and wonderful. Then, a couple of days later the masseuse sends you a very nice thank 
you letter. Wouldn’t that be a nice surprise?  

 
Imagine if the masseuse also included a gift voucher entitling a friend of yours to have a half 

priced massage thanks to you. If you knew someone who was looking for a great masseuse, 
wouldn’t you give them that voucher? 

 
This can be a very powerful strategy, but you need to make sure that your current client gets the 

credit for the gifts they give to their friends. If they don’t get something out of giving the voucher 
to their friend they’re highly unlikely to do so. So, one way to create an incentive for your clients 
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to pass on the gift voucher to their friends is to include a statement on the voucher that says  “A 
special gift for you from _____ (your current clients name)”. 
 

And, test a half-priced voucher, a free voucher, a break even voucher (eg: $5), and other 
vouchers to find out which brings you the greatest number of new, high quality clients and profit. 

 
What vouchers could you test? How could you deliver them (In the post? After the next 

appointment?). Write your thoughts and ideas below: 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##44.. 

GGiivvee  YYoouurr   CCll iieennttss  FFrreeee  GGii ff ttss  TThheeyy  CCaann  GGiivvee  TToo  TThheeii rr   
FFrr iieennddss!! 

 
This is similar to the last word of mouth strategy, but is slightly different. 
 
What you do is give your clients a referral card that they can give to their friends. The card 

entitles the holder to receive a free gift from you when they book an appointment.  
 
For example … 
 
A hair -dresser could give away a free colour with every hair cut.  
 
A dentist could give away a free oral hygiene with every check-up. 
 
A masseuse could give away a free 30 minute head and shoulders massage with every back 

massage. 
 
Once again, remember to give a gift that has a high perceived value but low cost to you. This is 

important to encourage new clients to take up the offer and for your current clients to want to tell 
their friends about it. 

 
Here’s an example of a card and an offer. Feel free to adapt and adopt this for your business.  
 
 
 

 

 

 

 

 
 
What free gift could you give away to new clients when they come in for an appointment? 

Write your ideas below … 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 

You’ve been given this card by   Mark Allen        who 
wants to give you a … 

 
FREE 30 minute head and shoulders massage (valued at $38!) 

when you have a 30 minute back-massage. 
 

Simply present this card when you come in for your 
appointment to receive your free head and shoulders massage. 
 

Our Promise to You: 
You’ll leave feeling completely refreshed, relaxed, revitalised 
and feeling wonderful, or your appointment is totally FREE! 

Remember to put 
your powerful USP 
on the referral card. 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##55.. 

RReewwaarrdd  YYoouurr   CCll iieennttss  WWii tthh  BBiiggggeerr   AAnndd  BBeett tteerr   GGii ff ttss  TThhee  
MMoorree  RReeffeerrrraallss  TThheeyy  GGiivvee  YYoouu!! 

 
Another method that works really well is to reward your clients with bigger and better gifts the 

more new clients they refer you. A salon I went to a while ago offered me the following (along 
with a thank you letter they posted out after my first appointment) 
 

Introduce 4 people You receive a full body massage, manicure and a 
box of chocolates 
 

Introduce 8 people You receive a $50 dinner voucher and 2 free movie 
passes. 
 

Introduce 12 people You receive a $150 Department Stor Voucher 
 

Introduce 15 people Your receive one nights accommodation at one of 
the city’s luxurious hotels 

 
Don’t you think this sounds enticing? Wouldn’t you refer your friends to a business who gave 

you such great rewards for doing so? I certainly would!  
 

Now, you may be asking “How can they afford to offer so much?”. It comes down to two things 
that we’ve talked about throughout this manual … 
 

1. They’re investing in the future of their business by buying new clients. They 
obviously have set aside a bit of money to do this, but no doubt they’ve done the 
calculations to make sure they can afford it. (Just as I hope you’ve already done) 

 
2. They understand the difference between perceived value and real cost. The body 

massage and manicure cost them nothing, other than their time, because that was an 
in-house service. Also, if they were smart (and I’m sure they are), they would have 
received the dinner voucher, and accommodation for way below perceived value just 
by educating the participating business on life-time-value. 

 
The advantage of this approach is that you’ll get some clients who will refer you everyone they 

know. Obviously, this is a great situation – as long as they refer you A or B-grade clients. 
 
 So what could you set up, similar to this example, that would compel your clients to keep 

referring you multiples and multiples of new clients? 
 

Write your ideas below … 
 

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##66.. 

HHeellpp  AA  CChhaarr ii ttyy  OOrr  OOtthheerr   WWoorr tthhyy  CCaauusseess!! 
 

We all like to make a difference. The feeling of making a difference and contributing is a truly 
wonderful feeling. 

 
So why don’t you help raise money for a charity … and grow your business at the same time? 
 
How? Just add a sprinkling of imagination! Here’s an example of what you could do … 
 
Let your clients know that you are donating $x to a specific charity for every referral they give 

you. Make it fun and get all your A and B-grade clients involved. Do it in a way where your 
clients, the people they refer, and your employees all know they are helping a very worthy cause. 

 
I did this in one of my companies a while ago. I told my clients that I wanted to help a prominent 

charity raise money for a special appeal they were making. I let them know that I was going to 
donate $25 for every new client I got by referral in the next two months. ($25 was what I decided I 
could afford to invest to buy new clients.) If they wanted to participate they could refer us as many 
new clients as they wished. 
 

It worked quite nicely since I got new clients and we were able to make a greater difference than 
I could have make on my own. Also all my clients knew they were making a difference too! 

 
It’s important to educate your clients on what the charity does and where the money will go and 

how referring a friend will help the charity. Also make sure that you give each client the details of 
how they can donate money directly to the charity if they would like to donate money on their own 
accord. Who knows – even if they don’t know anyone to refer to you, thanks to your efforts they 
may donate money to the charity directly because you’ve educated them about the good cause.  
It’s a win-win-win for everyone involved. 

 
There’s one important point I need to make about using this method. Make sure you get in 

writing from the charity involved that they endorse what you’re doing. You need to make sure of 
this because there are, unfortunately, a lot of unscrupulous people who say they are going to give 
money and then don’t.  This, obviously is highly unethical and immoral and these people will 
never get far in business in the long run. But you need to have proof that you’re above board so 
people realize you’re doing the right thing. 

 
I love this word of mouth strategy, because as you use it ethically, you end up making a major 

difference to the community by growing your business! 
 
What charities could you support? (Make sure your clients would be motivated enough to 

support them to). Write your ideas below: 
 

_______________________________________________________________________________

_______________________________________________________________________________ 

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##77.. 

RRuunn  AA  CCoommppeett ii tt iioonn!! 
 

You could run a competition where everyone who refers you a friend goes into the draw to win 
wonderful and exciting prize!  

 
Just let your clients know (by posters in your business, by letters, or by telling them) that they 

can go into the running to win an amazing prize package and all they need to do, to qualify, is to 
refer a friend! 

 
And when a client refers a friend, they, along with their friend, go into the draw together.  
 
So, when you draw the prize, both the referrer and the referree receive an amazing prize pack 

each! 
 
You are only limited by your imagination, so get creative!  
 
The prizes don’t have to cost you very much because, once again, you’re giving away perceived 

value. 
 

For example, you could give away 3 months your services for free (up to a value of $300, for 
example). You could even put together a package of other companies products and services and 
get them for free! You can approach a number of companies and let them know that if they give 
you something of value for free to include in your competition, they’ll get free promotion in your 
business for a period of 2 months or so. 

 
Here's another example: You could put together a wine tour and bed and breakfast package. Or 

the prize could be a wonderful dinner for two at an expensive restaurant followed by tickets to an 
opera or play. Create a package that will appeal to your A-grade clients. 

 
Think outside the box. There are no rules in how you do this. You can do whatever you want as 

long as it will attract good quality referrals, it’s legal, moral, and profitable! 
 
Write your ideas about how your could use this, below: 

 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##88.. 

CCrreeaattee  DDeell iigghhtteedd  CCll iieennttss  AAnndd  JJuusstt   AAsskk  FFoorr   RReeffeerrrraallss !! 
 

If you continually delight your clients by going the extra-mile, then often you don’t need to give 
incentives to receive stacks of high quality referrals. 

 
The key is OVER-DELIVERING on a CONSISTENT basis. You don’t want “satisfied” clients. 

You want “absolutely delighted” clients. And the key is to keep doing more, being more amazing 
to them, and continually giving them more than they expect. 
 

When you create really delighted clients, it’s very easy to simply say to them something like … 
 

“We really strive to give you the best service anywhere. And we hope that you feel that we 
do give truly amazing service and look after you to the fullest we possibly can. If you do 
feel this way and you know someone who would really benefit from what we offer, please 
would you tell them about us. You may have a friend, a coworker, or a family member 
who is looking for someone like us. And by telling them about us and what we offer, and 
how we've truly delivered for you, that means that we can focus our energies not on 
marketing and trying to find new clients, but on continually giving and doing more for you 
and our other important clients. So, if you do know anyone who would really benefit from 
what we offer, please let them know about us." 
 

When you ask, expect to get what you ask for. And ask from a place of revering what you do for 
each client. Know that you give each client much more value, benefit, and advantage than other 
businesses in your field, so you're doing your client a service by offering to look after their friends 
too. After all, you'll look after them like very few people can. 

 
Another thing to keep in mind is to ask your clients for referrals when they’re feeling their best 

about doing business with you … when they’re on a high! This may be just after they’ve bought 
from you and are really delighted with what you’ve delivered. Or it may be jut after you've gone 
the extra mile for them ... and they know and appreciate it. 

 
If you deliver truly AMAZING service then you’ll find that, as long as you ask in the right way, 

you’ll get a lot of referrals without having to spend any money. In most cases, you may not get as 
many referrals from this strategy as you do when you have an incentive. Sometimes though, this 
strategy can work just as well or even better than having an incentive. Remember, every business 
is unique so you need to test different approaches to see which works the best for your business. 

 
And remember ... if you don’t ask, you can’t receive. 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##99.. 

OOff ffeerr   AA  FFrreeee  IInnttrroodduuccttoorryy  CCoonnssuull ttaatt iioonn!! 
 

Depending on what type of business you are in you could offer a free introductory consultation 
to friends, family and business associates of your clients. 

 
If you’re a chiropractor  you could offer a free spinal alignment assessment. 

 
If you’re a dietician you could offer a free 20-minute dietary assessment. 
 
If you’re a optometrist, you could offer a free eye test. 
 
The key here is to offer something that gives you the opportunity to lead the potential client into 

your full services --- if they need them. 
 
 For example, in each of the examples above, the business owner could follow up by offering a 

full service. A chiropractor could offer a course of treatment to realign any spinal problems. The 
dietician could offer to prepare a dietary plan that fits the needs and life-style of the client. The 
optometrist could obviously offer corrective vision services (glasses, eye exercises, laser treatment 
etc). 

 
The beauty of a free introductory consultation is that you get to build rapport with the 

prospective client while you give the free consultation.  
 
To start this word of mouth strategy, let your clients know that you’re offering free introductory 

consultations as a service to their friends and family. It’s another way to grow your business 
without spending any money. 

 
What could you offer? Write your ideas below … 
 

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##1100.. 

OOff ffeerr   AA  CCoommpplleettee  MMoonneeyy  BBaacckk  PPaayymmeenntt   IInn  RReettuurrnn  FFoorr   
RReeffeerrrraallss !! 

 
This is similar to word of mouth strategy #2 although we’re taking the concept a little further … 
 
You could offer to refund 100% of the purchase price of a product or service, if your client gives 

you a certain number of referrals. 
 
For example, an accountant could offer to refund 100% of a tax-return, in return for referral of 2 

new clients.  
 
Imagine how you'd respond if you just got your carpets cleaned and they looked beautiful. You 

were completely delighted with the service and results. Two days later you get a call from the 
carpet cleaning company to find out if your happy with your carpets. They also tell you that if you 
have two friends who need their carpets cleaned, they'll clean their carpets for 10% off the normal 
price and refund you your money as a thank you for helping them grow their business. If you knew 
two friends who might need their carpets cleaned, would you phone them up to tell them about the 
great  carpet cleaning company you've found? A lot of people would. This is why this strategy can 
work very well. 

 
You’ve got to do your numbers very well with this method. Make sure you are conservative 

about how many referrals you need in order for it to be worthwhile to give a 100% refund. You 
want to make sure that you never spend more than the maximum amount you’ve decided you can 
invest to buy new clients. 
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WWoorrdd  ooff   MMoouutthh  SSttrraatteeggyy  ##1111..  

SSeenndd  AA  SSppeeccttaaccuullaarr   GGii ff tt   TToo  YYoouurr   CCll iieenntt ’’ss  WWoorrkk  TToo  
CCeelleebbrraattee  TThheeii rr   PPuurrcchhaassee!! 

 
This is a great method to use, especially if your client has just made a substantial purchase. 
 
I learnt this from a car dealer who sent big bright balloons to my friends work after she had 

purchased a car from him. The balloons didn’t have any logo or writing on them … they just came 
with a lovely card congratulating her on her purchase. 

 
What happened was that everyone at my friends work place asked her who the balloons were 

from. She told everyone about the car dealer, what a great guy he was and how she loved her new 
car.  

 
The balloons act as a talking point about how happy the client is with their car and about how 

much they like the dealer.  
 
He gets a great response from this method particularly because he has a great USP, is totally 

trustworthy (yes really!) and  OVER-DELIVERS on all his promises. This means that his clients 
genuinely have good reasons to tell their friends about him – the balloons are the icing on the cake 
that gets his clients talking (and others asking)! 

 
He gets quite a few new clients with this method.  
 
So, think of ways you can adapt this concept to your business. Although this method works best 

with high ticket items, you can use it for lower priced items. Remember Paddi Lund, the dentist 
and his dental buns? It's the same strategy. 

 
So what could you give people, that will be seen by others, and get them talking about you? 
 
For example, you could send flowers - with a couple of referral cards attached, perhaps! 

How about giving them a small bag of bright colored lollipops? Write your ideas below … 
 
_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##1122.. 

SSeell ll   GGii ff tt   CCeerr tt ii ff iiccaatteess!! 
 
 

Have you ever bought someone you care for a gift-certificate? 
 
By giving them that gift certificate, did you introduce them to a new business? 
 
Most of the time, gift certificates are given to people who are not clients of the business. What a 

great way to be introduced to new clients! You get a new client and get paid in advance as well! 
What a deal! 

 
So make sure you sell gift certificates in your business and that all your clients know about it. 
 
Also make sure that you get the name and contact details of the person who uses the certificate. 

Follow them up (by phone or mail) and entice them into becoming a regular client. 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##1133.. 

PPaayy  YYoouurr   CCll iieennttss  FFoorr   RReeffeerrrraallss !! 
 

This is a strategy that can bring handsome rewards, as long as it is ethical in your line of 
business. (For example, it's illegal for Doctors to get paid for referrals). 

 
I've seen seminar companies offer participants $200 for every person they refer who signs up for 

a $1000 seminar. 
 
You can pay your clients a percentage of the first sale, all of the profits first sale, a fixed amount 

etc. You can do whatever you want that is ethical and profitable. 
 
Just remember that if you use this strategy you're paying your clients real cash, so you don’t 

have the advantage of giving away perceived value. 
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WWoorrdd  ooff   MMoouutthh  SSttrraatteeggyy  ##1144.. 

PPaayy  YYoouurr   CCll iieennttss  FFoorr   RReeffeerrrraallss  UUssiinngg  YYoouurr   OOwwnn  
CCuurrrreennccyy!! 

 
One cinema chain has ‘Cinema Cash’. Why don’t you have your own currency? 
 
If, for example, your business names is Kensington Beauty,  you could have Kensington Beauty 

Dollars. Every time a client gives you a referral, you give them $50 Kensington Beauty Dollars! 
 
This means that any money you give your clients has to be spent in your business! This means 

that you get it all back. Also, and very importantly, you’re giving away perceived value, not real 
cash! 

 
You can also combine this strategy with one or more of other strategies. 
 
For example, you could have a whole range of gifts in your business that referrers can buy with 

referral money (Eg: Kensington Beauty Dollars).  
 
For example, a night for two at a luxury hotel may cost $300 Kensington Beauty Dollars (and at 

$50 Kensington Beauty Dollars a referral, would require 6 referrals). 
 
A two hour long pamper session, including back-massage and manicure may cost $100 

Kensington Beauty Dollars, for example. 
 
As I continually say, do your calculations so you give away no more than the maximum you’ve 

decided you can afford to buy a new client. 
 
The great thing about having your own currency is that some clients may want to ‘save up’ for a 

more expensive gifts … and therefore they need to send you lots of referrals! 
 
Write how you can use this strategy in your business, here: 
 

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________

_______________________________________________________________________________ 
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WWoorrdd  OOff   MMoouutthh  SSttrraatteeggyy  ##1155.. 
HHoosstt   AA  SSppeecciiaall   EEvveenntt   IInn  YYoouurr   BBuussiinneessss!! 

 
I hope this last strategy gives you another angle on creating referrals for your business. So, it's a 

bit different than the other strategies (and could be just as profitable too!) 
 

Let me explain it to you ... 
 

What you do is you host a special event in your business. The event isn't necessarily connected 
to what your business does ... but is a great social gathering. 
 
Here are some examples of the type of thing you could do  ... 
 

• A wine and cheese tasting extravaganza. 
• If it's beautiful weather, you could have a barbecue lunch. 
• You could have free face-painting for the kids! 
• A cock-tail evening. 
• A fashion parade! 
• A demonstration of your product or service (eg: if you’re a hair dresser you could have a 

make-over extravaganza). 
• A golf-day. 

 
Let your imagination run wild! 

 
“But how's this going to create referrals for me?” 

 
Glad you asked! 
 
What you do is promote it as a free event, to your client base ... and get your clients to invite 

their friends.  
 

How? 
 

Either, give them multiple tickets or … 
 

Let them know that because they are a special client, there entitled to bring along two friends. 
 
Make the event seem exclusive. Put a limit on the number of friends they can invite. Often, 

people will bring the maximum number of friends just because there's a limit! 
 

This works the same way as the tactic many supermarkets use to increase purchase 
quantity. They mark an item (eg: a bottle of coke) at a discount because they need to sell 
it. They then put a large sign that says "Maximum of 5 bottles per person". Guess what? 
Repeatedly, many people buy 5 bottles! In other words, the order size goes up! (Why not 
test this tactic in your business. You could end up selling a lot more!) 

 
If you like, you can even make bringing a friend a condition of coming to your event. 

Remember, you make the rules. 
 
The key to this whole strategy is to ... 
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� Create such an amazing event that your clients would be crazy not to invite 
someone they cared about! 

 
Just make the event a really special time. 

 
And be incredibly sociable. Get to know your clients better. (This is great for increasing client 

loyalty, by the way). Also, and most importantly, get your clients to introduce you to their friends. 
 
Get to know their friends. Have a good time. Don't try to sell your services or products up front. 

(Certainly, don't hard sell). 
 
I'll always remember a pearl of wisdom, Jay Abraham, one of the world's best marketers said: 

"Instead of trying to be interesting, be interested". 
 
So instead of trying to push your product, be interested in your clients friends. Find out about 

them. This is a great way to build rapport. And building rapport is incredibly important because ... 
 

� When people like you, they'll be more likely to buy from you. 
 

So your goal is to have a good time, be an incredible host, and be extremely likeable! 
 
 
Here's The Kicker ...  
 
 

One of the most important things to make your special events work really well is you want to get 
the contact details of all your clients’ friends (you should already have the contact details of your 
clients. If not, collect them ASAP!). 

 
How do you get the contact details of all the potential clients who come to your event? 
 
Well, here's one way ... 

 
 
Have A Prize Draw! 
 
 

Everyone who comes to your special event can enter your competition to win an AMAZING 
prize. The trick? To be eligible, they need to give you their contact details so you can notify the 
winners! 
 
 
Send Everyone a “Thank You For Coming” Note 
 
 

A few days after the event is over, mail all the new prospective clients you met a wonderful 
"Great to meet you and thank you for coming" letter.  
 

Notify them of the competition results and for everyone who didn't win, tell them that you didn't 
want them to be empty handed so you've decided to give them a free gift from your business! 
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For example, if you're a masseuse, you could give them a free 30 minute massage. 
 
All they need to do, to get their massage, is to book a time when they can come in. 
 
Just like Word Of Mouth Strategy #1, make sure the gift has a high-perceived value (so people 

go "wow, how wonderful!") and that it leads into your main services or products. In other words, 
once people get your free gift, they'll see how beneficial it is for them to use your services full-
time! 
 
 
How To Do This For $0 … 
 
 

Now I know it may seem that this strategy requires a little larger investment than the other 
strategies. But it doesn't have to! 

 
Why not get other business to provide what you need free! 
 
For example, get a catering business to provide free nibbles. How? 
 
Promote them at the event in return for free food! After all, you'll be doing them a service 

because you'll be introducing many people to their business. (And remember to educate them on 
life-time value. If they just get one or two clients from the event, it could be worth a lot of future 
business to them!) 

 
You can get free wine from wineries. It's actually quite easy. You'll be surprised what you can 

get for free ... if you ask and educate about life time value. 
 

Think about the marketing value you're giving a winery. If a wine company is trying to promote 
a new wine ... and the people at your event like the wine, they'll go buy it! So a few free bottles (or 
even a dozen free bottles), is nothing to a wine company compared to the sales such a promotion 
could generate for them. But they may not understand this, unless you educate them on life-time 
value. (Also, sometimes you may need to approach a few businesses before one will say yes.) 
 
 
Plan Your Event … 
 
 

What event could you promote? How much will it cost you? Is this reasonable considering 
your budget? Or will you approach companies for freebees so you can put on the event for 
no cost to you? Write your ideas below. 
________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________ 
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CCoonncclluussiioonn 
 

There are five final things I’d like to say before we finish … 
 
First, remember to thank your clients when they give you referrals. If a client gives you one 

referral and you make them feel special about doing so, they'll often give you 4, 5 or more 
additional referrals. So send your clients a written thank you note. Go the extra mile or two. 
Perhaps even attach a little extra gift for them (for example, a lottery ticket) as an additional thank 
you! 

 
Second, remember to love your clients. They are special and amazing people just like you. My 

belief is that the more you love them --- as dear and valued friends --- the more success you’ll 
have. Treat them the way you’d treat your most special friends. Protect them, give them the 
greatest advantages possible, show them a better way, and deeply care for them. 

 
Third, if you truly love your clients, and if you truly believe that you give them better protection, 

greater benefits, and more advantages than anyone else, then you have an obligation to make sure 
that they get the opportunity to tell their friends about you. I want you to realize that asking for 
referrals is one of the most noble services you give to your clients. You are helping them look after 
the important and special people in their lives, who might otherwise end up buying from someone 
else who won't look after them to the level and care that you will. 

 
Forth, as I’ve said before, I want you to always remember that there are no rules in business. As 

long as you follow the law and your moral and ethical standards, I want you to realize that you can 
do anything. Please don’t follow everyone else in your industry just because they do something. 
Most of the time the way that the majority of people in an industry do things is much less effective 
than what’s really possible. 

 
So continually think outside the box. Work on your business and dare to be unique and different. 
 
And lastly, I want to congratulate you! Very few people really follow through the way that you 

just have, by taking the time to invest in yourself. 
 
Thank you for taking the time to read and apply each of the principles we’ve discussed together. 

You should be proud of yourself because you’ve taken significant steps to dramatically increasing 
you income, growing your business, and getting the most enjoyment out of your work and life. 

 
I’ve thoroughly enjoyed sharing with you the most powerful ideas and techniques that I know to 

create an amazingly successful word of mouth business. 
 
I look forward to hearing of your successes for years to come … 
 
I wish you all the best. Keep applying these ideas and working ON your business … 
 
To Your Incredible Success, 

 
 

Martin Russell 
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