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Session 2 Summary

Professionals have a prospecting plan to ensure their funnel is full.
Definition: marketing activities (get message in front of audience) vs prospecting
activities (identify prospects)

Plan includes estimated budget of time & expense for each activity on a monthly basis.
Then you can prioritize.

Count # meetings with clients over past month, div by 2 = ? # referrals asked for
# x average revenue = money left on the table

Diagram how referrals are coming in = referral tree

4 types of referrals
-cold = name & # = 0-10% probability of converting
-cool = hame & #, calls ahead to let prospect know who you are = 30%
-personal introduction = calls & tells about your biz, work you’ve done for them = 50%+
-face to face intro = personal + client accompanies you or brings prospect to your office
= 95-100%

Encourage type 3 & 4

Don’t accept anything less than personal intro…anything less is unproductive

Ask those who you’ve bonded with first for easy victories

Condition your clients to give you referrals

ID center of influence – accountant, lawyer, anyone who has clout with others

Strategic alliances -> who do you feel confident in referring your clients to?

Water your referral tree—send Thank You letter for each person who referred
Ideal client profile -> give to your clients so they understand who you want

How close is the referral source to the referred? (1 = no idea, 7 = would call back vm, 10
= will take yr call in middle of night & help no questions asked)—ask your customer
Don’t call anyone unless they’ve been teed up

Test whether your customer called: I’d be happy to do that. Can I ask you a question
first? My biggest fear is this: at a backyard bbq, if I pointed out someone you should talk
to, would it be better to send you over there to introduce yourself, or be introduced?

Cold calls also a part of prospecting plan

Give you highest # of contacts with potential prospects
ideal client profile
You are in control
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