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Did You Know?

Yet, only...

65% of clients say they’re “very satisfied” 
with their financial advisors1

AND

AND

71%

85%

29%

say they would continue working 
with their advisors1

say they were comfortable 
giving referrals1

provided referrals over 
a 1-year period.1

REFERRAL SAVVY offers a checklist of 
15 quick, easy-to-implement ideas that 
can help you close this referral gap.

IMPORTANT NOTE: This brochure contains tips and strategies that involve social media, entertainment 
and gifts. Before conducting any of these activities, such as posting on social media sites, running a client 
appreciation event or offering gifts, please consult with your firm’s compliance department for guidance and 
information on regulatory or company-specific requirements. The content of this brochure is for information 
purposes only and is not meant as an endorsement of any particular activity or social networking site.
1 Source: Advisor Impact, 2014 Rules of Engagement survey of more than 1,000 investors.
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1.  Create your own personal brand to build connections 
and help drive referrals 

81.5% of professional services firms have received referrals based on brand and reputation alone, not from 
someone who was a client.2

Analyze your business and create a clear, compelling brand that:
• Conveys your strengths
•  Differentiates you from the competition
• Is easily repeatable

2.     Make your brand unique and easy to refer 
60% of clients complain that all financial advisors sound and look alike.3

Help set your brand apart by:
•  Creating a strong value proposition that highlights your company’s key strengths and solutions.
•  Asking clients what they think about your products and services. Incorporating their insights into 

your value proposition can make it more authentic and impactful.

2 Hinge, Rethinking Referral Marketing, 2015. Based on 2015 research of 523 professional services firms. 
3  Pershing, “What Do Top Advisors Say and What Do Investors Really Think? A Study of Advisor Value Propositions,” 2014.

Brand Yourself

ACTION 
STEP

ACTION 
STEP

3 Keys to Creating 
Your Ideal Brand

■

■

Make sure to chart your progress by checking off the ideas as they are completed:

3
Is easily 

repeatable

2
Differentiates
you from the 
competition

Your
Ideal 
Brand

Conveys 
your strengths

1
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3.   Strengthen your brand online 
80% of prospective clients use a financial advisor’s website to determine if he or she is a good fit. 30% have 
dropped a referral or canceled an appointment because the website was “unimpressive.”4 

Update your website regularly. Add content like webinars and research reports to help build 
credibility and increase your reputation as an expert. 

4.     Highlight referrals as an integral part of your brand 
Let clients know that referrals are critical to your business and that you appreciate every referral you receive. 

Plant referral seeds at every opportunity. For example:  
•  At your first meeting, consider highlighting referrals as a key component of your business. Tell 

clients: “If you ever get a chance to introduce me to someone, here’s how I would handle it.” 
•  Explain your referral process and reassure clients that you won’t do anything to jeopardize 

relationships or pressure prospects. 

5.  Connect your brand across generations 
Your brand should speak to clients and prospects of different ages. 

Adjust your message according to your target audience.
•  Boomers and Matures want experience. People over 50 tend to measure quality and 

value based on how long a business has been around. When speaking to older prospects, 
consider highlighting your work experience and company history. 

•  Millennials and Gen Xers value education and technology.  People under 50 are less 
concerned about your history and more interested in what you can do for them now. To 
connect with younger prospects, develop a strong online presence, provide educational 
information and make sure you’re comfortable communicating via email and social media.

For financial professional use only. Not for distribution to the public.

4 Hinge, Rethinking Referral Marketing, 2015. 
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6.  Identify who to ask for referrals 
You’re more likely to get the type of referral you want if you ask the right person.

Create an Ideal Client Profile that can help you target your top “A+” clients. Your best clients are 
most likely to refer people just like them!

7.  Use a collaborative approach to ask for referrals 
Generate more referrals by exploring referral opportunities with your clients.

Get the conversation started with comments or questions, such as:  
•  “You mentioned last week that your sister is planning to change jobs. Do you think she 

needs help moving her 401(k)?”
•  “I know you’re active on your school board. Would you be comfortable introducing me to 

the other board members?”

8.  Connect online with your best clients 
100% of engaged clients—loyal advocates of a business—provided at least one referral to their financial 
professionals, compared to only 5% among all other clients!5

Engage your best clients through social media sites like LinkedIn and Facebook. Reinforce 
relationships by educating clients and implementing a thought leadership campaign. 
(Be sure to check with your firm’s compliance department on company-specific requirements)

9.  Show clients and team members how to spot 
referral opportunities 

More than 50% of clients say they were referred to their current financial professional by a friend, colleague, 
family member or professional advisor.5

Educate clients, assistants and other team members on how to recognize potential referral 
opportunities, such as a colleague who is selling a business, a relative who is planning to retire, 
or a friend who has recently lost a spouse.
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5 Source: Advisor Impact, 2014 Rules of Engagement survey of more than 1,000 investors.
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10.  Build a powerful referral network 
Only 1 out of 3 advisors has a formal referral process, even though referrals make up as much as 75% of 
an advisor’s new business!6 

See if your best clients work with other professionals and then ask if it’s ok for you to 
contact these professionals. Potential partners or centers of influence (COIs) include CPAs, 
attorneys, bankers, realtors, family therapists and long-term care administrators. 

11.  Find the right fit for your business 
94% of advisors said they were working with strategic partners or COIs, but only 1% said they were doing 
so effectively.7

Create an Ideal Partner Profile and use it to identify professionals that might work 
effectively with  you. The following table includes some characteristics that you might 
want to look for in a CPA. 

12.  Cultivate partnerships through value and trust 
One of the most important keys to getting referrals from your strategic partners is to develop a 
business friendship.

Engage your partners and build trust by sending articles and research, contributing to 
newsletters and hosting joint events.

6  Sources: 2014 Investment News study and 2016 Charles Schwab Benchmarking Study. Article references: Matt Sirinides, “Most 
advisory firms don’t have a strategy for landing client referrals,” Investment News, December 15, 2014 and Mark P. Cussen, “How 
Advisors Can Improve Their Client Referral Rate,” Advisor Insights, November 8, 2016.

7  Source: 2016 Schwab Advisor Benchmarking Study. Article reference: Christopher Robbins, “For Better Referrals, Advisors Must Get 
Strategic,” Financial Advisor, October 28, 2016.

Build Networks
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Ideal Partner Profile (Hypothetical example)

CATEGORY IDEAL CHARACTERISTICS

Firm Type Regional CPA firm

Size 1-5 CPAs

Client Base 200 clients per CPA, with many key industry leaders and affluent investors

Leadership Founder is similar in age and interests, but forward thinking in marketing and management style

Approach Takes a holistic approach–not just a tax shop
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13.  Get introduced to new prospects 
Did you know the referral closing rate is 3 times higher if there is prior permission from the prospect to take 
your call or meet with you?8 

Make the introduction more personal by having your referral source contact the prospect 
first—either by phone, email or in person.

14.  Engage clients and turn them into advocates 
The more involved your clients are in your practice, the deeper the relationship, and the higher likelihood 
for referrals.9 

Form a client advisory council to share ideas. Conduct portfolio reviews and client surveys to 
obtain valuable feedback and make your business more profitable and “referable.” 

15.  Hold client appreciation events to encourage more referrals 
Outings and wine tasting parties not only make clients feel special, but they also help you network and 
generate referrals, often without asking for them!

Select an event theme that ties to the interests of your top clients and start preparing your 
invitations!

8 Source: Darling, Diane. The Networking Survival Guide: 2nd Edition. New York: McGraw-Hill, 2010.
9 Source: Advisor Impact, 2014 Rules of Engagement survey of more than 1,000 investors.

Increase Engagement
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Help Maximize Your Referral Potential!
Contact your AIG Wholesaler for more information. 
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