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UNDERSTANDING AND ARTICULATING YOUR TRUE SERVICE. 
REFERRAL-INSPIRATION

The biggest roadblock regarding referrals for most advisors is reluctance. You are the 
“difference maker” when it comes to providing unique solutions that ONLY YOU can 
provide. Your PRODUCTS are commodities…YOU are not.

Why is it that two Italian restaurants could be across the street from one another, 
but one consistently has a waiting list and the other consistently has empty seats? 
They use the same food purveyors, the same recipes, have the same kitchen 
equipment, and the same sized staff. They have the same access to foot traffic 
and community word of mouth. 

The Answer: Because one of the restaurant owners can create an alchemy that 
exists within them that leads to a better outcome with the same commoditized 
resources. The reason why you are managing millions of dollars is because 
you have earned that position among your competitors.

“As I hope you can tell, there’s nothing more important than doing right by 
our clients...it is a responsibility, and a privilege. We put a lot of care into 
what we do, and the more we can grow the more it allows us to offer even 
greater services to you. So, if you have any friends or family members 
that could benefit from our services we would love to see if we could help 
them.”

THE RESTAURANT TRUTH

THE REAL PRODUCT

YOUR ADDED SERVICE (to be articulated after every review)

THIS IS WORTHY OF REFERRALS

You sell a series of complex products.
They buy the luxury of simple solutions that can be trusted by you.
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THE PARETO PRINCIPLE: THE 80/20 RULE

The better you know the profiles of your best clients, the better you can manage them. 
Moreover, this will allow you to effectively identify traits of clients who should be more 
likely to make a referral.

Identify your ideal customer profile with the 80/20 rule

Understanding where the bulk of the revenue comes from, as well as the client 
profiles that make it up should be a top priority for every advisor. Determining your 
80/20 is simple:

Now, examine the traits of your KEY clients. Where do they live? What is their 
occupation? What do they like to do for fun? This will help you to establish your 
ideal customer profile, or client avatar. You can also strategically take steps to do 
three crucial things to grow your business:

Find patterns among the clients that produce the most revenue for your firm
Establish annual revenue generated by each client using 12+ months of data
Once total revenue is determined, create a client list and sort it based on different 
levels of production
Determine where 80% of your revenue comes from
 It’s usually from about 20% of your “best” clients

Start with knowing your total revenue in the past year
Create a list of revenue generated by each client, starting with the biggest to the
smallest
Add from the top down until you get to 80% of your total revenue
The revenue generated from your smallest client among the top 80% will be your
benchmark for all key clients

What can I do to keep and grow my key accounts?
What can I do to grow the assets of my “mid-tier” accounts so they can achieve “key” 
status?
How can I avoid, or limit my time with the bottom third of the list?

START HERE!

WHAT YOU CAN LEARN

HOW YOU CAN TARGET BETTER
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Below are recommended marketing initiatives focused on increasing your number 
of referrals. These initiatives are intended to work with one another with the goal 
of reiterating your value and proving an easy and safe space for your valued 
clients to make a referral introduction.

We recommend creating a private landing page to make it easy for your clients to 
refer friends and family members directly through your website. A custom submit 
form is added to the landing page, so you can gather contact information about the 
referral. The information gathered from the submit form is then sent directly to you.

Your referral landing page will also be connected to other elements listed in our 
referral package (personal email signature, database e-mails, etc.).

LONE BEACON REFERRAL PROGRAM

REFERRAL LANDING PAGE 
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We encourage you to add a referral tagline to your personal email signature. The 
purpose of the tagline is to vocalize your value and welcome your clients to share 
the success they’ve experienced with your firm with someone in their network. The 
tagline includes an embedded link, which connects to the referral landing page on 
your website. 

We recommend including a referral layer in your 
client and/or prospect e-blasts. The referral layer 
encourages clients and prospects to forward the 
email to family members and friends that could 
benefit from your services. When they forward the 
email to a family member or friend, your client must 
type in their contact information, which in turn, is 
automatically sent to you, giving you the ability to 
easily track who is referring your firm and to whom.

LONE BEACON REFERRAL PROGRAM

PERSONAL EMAIL SIGNATURE

CLIENT AND PROSPECT 
EMAIL INCLUSION
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We have created two deliverables you can provide to a valued client at the end of 
or after a meeting: Referral Card and Personalized After-Review Meeting Email.

REFERRAL CARD

The referral card is a deliverable you can provide to clients either in digital or printed 
format. You can provide the referral card to your clients by email or mail, handout 
after a meeting, or as part of other documents to be delivered to them, such as a 
financial plan. 

PERSONALIZED AFTER-REVIEW 
MEETING EMAIL

The personalized email is to be sent after 
you meet with a valued client. It is intended 
to be sent directly from you to your client.

LONE BEACON REFERRAL PROGRAM

CLIENT MEETING FOLLOW-UP
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Depending on the scale of the event you could have up to four families...more than 
that would be unmanageable.
 The families could be split up between two clients and two of their guests, or  
 four clients
 We recommend four clients and close with a referral statement in the end

There is often a disconnect between what the investor perceives that they “buy” from 
the advisor, and what the advisor perceives they “sell” to the investor. The investor 
is often buying trust, (saved) time, and easy solutions. The advisor is, in many cases, 
selling a complicated plan. Better communication will help you both have a more 
meaningful experience. This forum can help you better connect on both sides, and 
potentially create a path that leads to more referrals.

Your Advisory Board would be made of 10 to 20 clients who fit your avatar for your 
Ideal Customer Profile. The premise would be to have groups of them meet to talk 
about things that are most important to them, and how you can provide even deeper 
levels of service.

GROUP SIZE

ADVISORY COUNCIL

The premise of the Advisory Council is to have your clients participate in a program 
that will help you better serve them, and focus on these fundamental elements:
 Learn best practices from a general servicing standpoint
 Learn what the most important issues to subsets of clients are
 Share “inside info”, how you get your information, and what metrics you look 
 at to make investment planning decisions
 Be clear about your objectives
  You want to learn so that you can better serve them and others 
  You would like to expand your footprint and reach out to references that  
   they might suggest who could use your help

“As I hope you can tell, there’s nothing more important than doing right by our clients...it is a 
responsibility, and a privilege. We put a lot of care into what we do, and the more we can grow 
the more it allows us to offer even greater services to you. So, if you have any friends or family 
members that could benefit from our services we would love to see if we could help them.”
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 Consider people who are like-minded and may have similar interests
  This will put less pressure on you and make it more fun for them
 Consider clients who might benefit from knowing one another
  Someone that owns a landscaping business and someone who owns 
  apartments
 Consider geography
  Is there a client zip code that would make it easy for people to go to a 
  nearby restaurant? 

 Pick a spot that you like...that is more meaningful in many ways
 Select a room that is easy to have a private conversation  
 Have a caterer come to your office
  Cocktails in the lobby and dinner in conference room

ADVISORY COUNCIL

GROUP MAKE-UP 

FORMAT
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This is an example of a dinner party conversation, it will be new to each group, each month.
 Be clear about the purpose and agenda
  Discover what is most important in their lives big picture
   Not to be corny, but what you do is incredibly noble because it will  
   ultimately allow them to do those things
    Spend time with their family
    Enjoy a quality of life that people care about later in life... 
    that is the American Dream
    Protect them when they need medical help
    Provide comfort so they can live at home or in a suitable  
    environment when they get sick
    Don’t worry about a social/financial burden on your kids/spouse
    Have a simple life
   In the end you’re in business to help them achieve many of their dreams
    Who else can do that? Not their doctors, their accountants, their 
    mechanics, their shrinks (well...maybe a little), because  
    without means you can’t live the kind of life you want
   So you are entitled, even obligated, to ask what they want in life. This is  
   the essence of your product
 Share stories about specific plans and potential outcomes
  Vacations, kids, grandkids, second homes, health, hobbies exercise
 Discuss how they might define great service...what it means to them
  Share examples in any industry
 Share knowledge that will separate you and make them feel good
  The world is crazy but here are three things that should make you feel great
   Empirical / historical facts (we can help you with these things)
   Timely information germane to the world around us today
    Market/world facts
 In the end
  Take pics (casually)
  Bring up referrals

ADVISORY COUNCIL

CONTENT
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 Send an email with a recap of the discussion (try using our Personalized After- 
 Review Meeting Email)
  Make specific points about things you learned
  Ask for a referral
 Include pics in your email
 Write a blog about the “the essence” of what you learned

Establish a series of questions regarding the overall client experience that is delivered 
on a quarterly basis. This would give you a better understanding of your clients, 
reinforce your value to them, and lead to a “graceful referral-ask”. 
 
 Five to ten questions relating to overall user experience
  Final question: How likely would you be to refer a friend or family member?
 Include link to referral landing page

ADVISORY COUNCIL

WHAT’S NEXT?

CLIENT SURVEY
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 Website landing page        $650
 One-off email         $150
  Includes 1x template and 6x deployments per year
 Email signature         $550 
  For 5x signatures
 Printed card handout         $450
 Survey           $500
           Total = $2,300

INVESTMENT

I’M INTERESTED WHAT SHOULD I DO NEXT?

After reviewing this document, we encourage you reach out to your Lone Beacon 
Account Team to begin implementing any or all strategies recommended above. 
Our team will work with you to craft your referral message, provide coaching on 
asking for referrals, and design external marketing elements (landing page, email 
signature, Referral Card, etc.) you are interested in implementing.

WE LOOK FORWARD TO HELPING YOU CONNECT WITH MORE REFERRALS 
AND CONTINUE TO GROW YOUR BUSINESS!

“THERE IS A BIG DIFFERENCE BETWEEN A 
SATISFIED CUSTOMER AND A LOYAL CUSTOMER.”

“PEOPLE INFLUENCE PEOPLE. NOTHING INFLUENCES 
PEOPLE MORE THAN A RECOMMENDATION FROM A 
TRUSTED FRIEND. A TRUSTED REFERRAL IS THE HOLY 
GRAIL OF ADVERTISING.”
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