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WEEK 1:

Finding Your Top Referral Partner
Prospects and Building Your Own Center of
Influence
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PART 4 PART 1

Create Your
Prospect Profile

Launch Your Referral
Network Campaign

PART 3 PART 2

Define Your Top-of-Mind
Content Strategy

Building Your Email
Outreach Foundation
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Homework:

1. Link your email account (within Connect 365).
2. Complete Social Media Content Strategy (Emphatic).
3. Connect with your first 20 referral partner prospects.
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Tmportant Info:
Workbook ¥ connect365.io/workbook-1
Training Site 2= training.connect365.io
Questions? - support@connect365.io
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Momentum.
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Word-of-Mouth referrals 85% (6337)

Radio ads 2% (125)
Newspaper ads 1% (53)
Coupon clipper 0% (30)
Online ads (Google / FB) 9% (692) / g
Yellow pages 0% (26)
Direct mail 2% (178)

“85% of businesses list referrals as the best way

to get customers. * Alignable
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Yet...only 30% of businesses have a formalized
referral plan.
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Referral Partners

Target

Audience

/ \

Your

Business
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» CPASs
» Financial Advisers
» Other Consultants




» Personal Trainers
»Yoga Studio Owners
» Health Food Store
Owners

» Chiropractors

» Acupuncturists

» Therapists

» Medical Doctors

comvscr@



» Consultants
» Complementary
Marketing Agencies
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Prospect Profile




Your Prospect Profile:

...is all about understanding exactly

who your ideal prospect is. It's a

cheat sheet that identities exactly
who your ideal target is.
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| can work with anyone.
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| can work with anyone who needs what |
provide.
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What types of people (companies) have you
worked with in the past?
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Who made the buying decision?
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What publications, blogs, influencers, etc. are
they following?
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What other types of vendors are they seeking
out?
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Job Title(s):

Job Function(s):
Company Size (# of employees): Company Revenue:

1-10 80-1M

Location(s): o 1-50 o 31-1OM
751-200 7810-50M
5201-500 850-100M
501-1000 78100-250M
1001-5000 78250-500M
75001-10000 [78500-18

Industry: 100000+ 00>818B

Think for a moment about WHY this target? What makes them an ideal referral partner for
you? And what could THEY gain from the partnership as well? How might they stand to
benefit. Add any observations below.
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CONNECTO DASHBOARD ~ CAMPAIGNS ~ CONTACTS  TAGS  MAIL ACCOUNTS  SETTINGS NEED HELP?
Pat Henseler Josh Turner P e sty
ALIASES RECONNECT DISCONNECT ALIASES RECONNECT DISCONNECT SIGNATURE RECONNECT DISCONNECT ALIASES RECONNECT
g Add New Account
‘ MGmaiI ‘ @Outlook ‘
ALIASES RECONNECT DISCONNECT

RESOURCES

®

DISCONNECT

{

app.connect365.i0/accounts
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Content Strategy




Set Content Strategy

Dor Digea ket i (EETEY

Wineit 80 make your Consent even botier? Use this form 10 16l us mare and don't forget 10 update It on 3 regulas basis 33 your Heeds and goals change!

Tune your content strategy

© Back 1o Semen

o Ploase Qve Us 3 brist escroton otsl Marketing LLC

o What 5 T metiie 1 Dot Dptal Marketeg LL

o Which socwil retwork accounts wil you Do usng wilh Limphatc 7 (This 1 post Sor Our research Youl provide us wilh suthorzation 10 schedde your
ACEOVed Content at & lader 800 )

app.Emphatic.co/settings/survey/
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Set Content Strategy

are?

o What 10000S SHould wo 185 about when we're not busy Wiing Pecpie how wondeniyl you

For onarrplo

o On wheh Lo D 10 BeMONSrate your expertise”?

o Wheh opcs MNES CONSIONT = The Durchase Jecrsor
o Whth Other togecs COuld they use SOme adwce on?
f e SOMe Mcy rends 9Oy On Bl ey SHould Know about

o Whath pCs wil molvale educsie Nspure Mo { gve them 8 good lsugh?

We'll enter these topics Into our wed and news searches, 50 please speak 10 uUs as you would to Google

feeview Management ; . 0

A2 g Hde Advances

I yOu'vO ChOsSen SOme peroeniage of ‘Other 1opcs’ 0 Quesihon S you can use thes 10 gnve Us More detad on how much each 10pc should be

represenied The propomons will be appraomate and depend on Dalch s2e and content avaiabaty

app.Emphatic.co/settings/survey/
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ConSiStency keeps you top of mind
+

Relevancy shows that you understand their industry

and situation
o=

AUthority highlights that you are THE go-to optionin

your market




Tell us about your business.
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Tell us about your ideal customers.
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Connect with Your First 20
Referral Prospects




Years in current position

Less than 1 year

1 to 2 years

3 to 5 years

6 to 10 years

More than 10 years

Company headcount

Self-employed (22)
1-10 (168)

11-50 (289)
51-200 (451)
201-500 (440)
501-1000 (364)
1001-5000 (1,004)
5001-10,000 (477)

Industry

Financial Services X

Fdd ndustries

Banking (7.5K+)

nsurance {6K+)

Information Technology and Senvices {9...
Computer Software (38K+)

nternet (93K+)

Accounting (3.5K+)

Marketing and Advertising (300K+)
nvestment Banking {587)

Years in current position

6 to 10 years X
More than 10 years X

Less than 1 year (20)

Company headcount

Self-employed (6)
51-200 (118)
501-1000 (94)
1001-5000 (250)
5001-10,000 (154)
10,000+ (864)
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2M+ 76K+ 322

Changed jobs in past %0 Mentioned in the news

ok days in past 30 days

David Wagstaff 2nd [T}

520K+ 12

Posted on Linkedin in Share np
past 30 days |

Founder: Heiping business owners scale profitably. Advisor & done-for-you

financial management at Clarity FI, LLC
12 yours 3 moaths in roie and coenpany
Vesrmatorg Michigan, Unied Suates

Past role

Director of Operations & Director of Business Consulting Services at Capaldi Reynolds & Pelosi, PA.

(2013-2016)
Show more v

- 3 shared connections

Bret Stewart 2nd [

Financial Advisor at Memill Lynch Weaith Management
3 years 10 moaths in role 3nd compeny

(o3 Angeles Mevcpoinan Ares

° 1 shared connection

Tanmay Kar 2ed [}

Chief Financlal Officer at Airbase

1 your 1) mcerhs in role and company

San Francisco, Cadormia. Unined S1oas

Past role

Interim Chief Financial Officer at Leanplum (2018-2019)
Show more ™~

“ 4 shared conmections

O Asdag




David Wagstaff 2 2 Ezz1 Niana | s

Founder 85,000 member Entrepreneur’s Network. July 24th. New website, brand, and services for entrépreneur success.

Crushing it. A compassicnate social impact entrepreneur with a passion for helping business

2 : ; S ; Reports to:
owners scale and grow profitability while making the worid a heaithier, kinder, sustainab...see more
Q Vestaburg, Michigan, United States 88 500~ connectiors Q@D 3 shared connections @ Add manager
Current @' Founder at Entrepreneur’s Network --> eprenzcom o 14 yrs 8 mos
: ; . . a ; .~ David's contact info
. Founder: Helping business owners scale profitably. Advisor & done-for-you financial management at Clarity FI, LLC » 12
yrs 3 mos & http//www.dlarityfi.com
Previous u Founder at Alfrea Wellness « 4 yrs 4 mos W darityfi
(O Board Of Directors at American Community Gardening Association « 7mos Show all (4)
+ 7 more
Activity
Education . University of Maryland - Robert H. Smith School of Business « 1988-1990
+ 5 more D Add note

+ Add tag
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Send invitation

‘ David Wagstaff - 2nc

Include a personal message (optional):

Hi David

m reaching out because I'm building a refemral network of other business
owners in the St. Louis area, and I'd love to include you if you're interested in

getting referrals.

Josh

Save as lead
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BONUS: Add Contact Details to
Prospect Sheet

This allows you to save time in your upload.

Target: First 20 Prospects to add to your email follow-up
and social media top-of-mind campaign

Download the workbook at:
connect365.io/workbook-1
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There’s A
Franchise

For That.

View in Sales Naviga

M. Paul

M. Paul - 1st [}
| Can Help You Fire Your Boss And Start Your Own Successful &

Business Through Franchising. Are You Interested?

Baltimore, Maryland Area - 500+ connections - Contact info \

Contact Info

M ™. paul's Profile

& Websites

Email

Twitter

Connected

October 19, 2019
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Prospecting Rules of Engagement

N

v

Remind yourself of referral prospect’s value with the right
approach.

Set a weekly goal or challenge.

Move quickly.

a. Filter as best you can to Prospect Profile.

b. Vet further throughout process.

Make time.

Celebrate progress.
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The Progress Principle

Prospect -> Lead -> Partner

"Capturing small wins on MEANINGFUL PROJECTS every day
enhances motivation and results.”

Harvard Business Review
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“Don’t watch the clock; do what it
does. Keep going.”

~ Sam Levenson
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On the next:
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Week 2:

How to Launch Your Relationship Building and Top-of-Mind
Campaign
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Homework:

1. Link your email account (within Connect 365).
2. Complete Social Media Content Strategy (Emphatic).
3. Connect with your first 20 referral partner prospects.

Download the workbook at:
connect365.io/workbook-1
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