


Testimonials from Clients and Readers

I have been fortunate enough to know and work with both Martin and 
Pat for years. These two are the ultimate connectors. They live it every 
day and teach it in every way. 

Collected in this book are some brilliant concepts you can apply today, 
wherever you are, to drive referrals so that they become second nature.

Their actions remind me of this quote: "Help others achieve their dreams 
and you will achieve yours."  – Les Brown

All the best!

Stephen Hand
BNI Executive Director, NC Triangle and NC Coastal

***

I just reviewed Martin's book that he co-authored with Pat Howlett called 
Relationship Marketing to the 3rd Power. In the book, they explain how 
word-of-mouth by satisGed clients and customers is worth its weight in 
gold, but you must provide great service and also follow their process for 
the best results.   

Dana ;ower

***

My name is Deborah HooverW I'm with Spotted Dots. Rhat I got out of 
Martin Brossman's "(elationship Marketing" class is that you really are 
able to grow your business, and mine has grown. It's actually doubled 
within these six months! 
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So, I encourage everyone to take it )(elationship Marketing6, mainly be-
cause I was able to promote my customers and they were able to promote 
me. Thus, it's kind of a win-win scenario. I could gain more momentum in 
my business just from the simple ways of asking for referrals. Now, there's 
a speciGc process that needs to be taken care of. And in the "(elationship 
Marketing" class, I was able to learn how to do that very carefully, in the 
correct way.  

Deborah Hoover
Spotted Dots
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CHAPTER 1

YOU ALREADY DO IT

“The secret to marketing success is no secret at all: Word 
of mouth is all that matters.”

Seth Godin, Founder and CEO, Do You Zoom

What happens when you ,nd a productv serxicev or ejperience that 
you really en?oyY bou tell people aAout it. 'nd when a family memAerv 
friendv colleaguev or exen a stranger asks you for a recommendationv 
your eyes light upv and you tell them where to ,nd the Aest foodv 
musicv or orthopedist. That-s wordIofImouth marketing andv in our 
opinionv the Aest type of marketing you can get.  

1t is highly costIeffectixe Aecause people who haxe ejperienced a prodI
uct or serxice endorse it and put their reputation Aehind it to encourage 
others to participate. Their words haxe weight. Their opinion is xalued 
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and trusted. Rimply putv Melationship Oarketing is the nejtIlexel word of 
mouth. 

We aim to gixe you a system to consistently use Melationship Oarketing 
to Auild your Ausiness. znce you haxe the system in placev you-ll ,nd that 
you can grow your Ausiness ejponentially and work with people who are 
ejactly the clients you want to work withv people who recogniqe your 
xalue and are willing and aAle to pay for it.  

This systematic approach is reciprocal and re"uires you to Ae willing 
to refer Ausinesses you knowv likev and trust to others. 's a resultv 
you-ll learn to do Ausiness Aetter and create a network of likeIminded 
colleagues who keep each other top of mind and on the lookout for 
opportunities to refer and partner together.  

Referrals Offer the Best Rate of Return 

The client that comes to you on a referral isn-t Auying Aased on price. 
They are willing to work with you Aecause they trust the person who 
referred them to you. bou get what we call BthirdIparty xalidationB or 
BAorrowed reputation.B  

'fter estaAlishing your Melationship Oarketing Rystemv prospects sent 
your way are also more "uali,ed Aecause your referral partner knows 
enough aAout your Ausiness to clearly conxey what you offer and your 
xalue.  

Build Your Ground Game First  

We know social media is important in Auilding your Ausiness and dexelI
oping topIofImind awareness. ;ut likes don-t Auy things2 people do. bour 
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ground game is what you do of)ine to connect with real lixe people. 1t 
is haxing a cup of coffee Uexen xirtually’ with a colleague and getting to 
know them and their Ausiness. ;y learning what they need and how you 
can help them growv you will start to ejpand your networkv which is the 
foundation of your Ausiness and your Melationship Oarketing Rystem. 
We-ll walk you through the process in later chapters. 

Znderstand that this personal and local connection is something that Aig 
Ausinesses canFt offer. Oost local Ausiness owners and serxice proxiders 
make the ma?ority of their money within aAout ,xe miles of where they 
lixe. They want to support each other and their community. They unI
derstand that all Aoats rise on a high tide. WeFre gixing you the way to 
encourage the tide to rise.   

It Works When You’re Not There  

1magine you-re on a Noom callv ready to introduce yourself to the groupv 
and suddenly your computer freeqes. This happened in one of Oartin-s 
technical classes. 3ortunatelyv Oartin knew the person and their Ausiness 
well enough that he could gixe them a fantastic introduction. 4ot only did 
Oartin serxe his colleague wellv Aut exeryone on the call was impressed 
that he had taken the time to get to know someone and to endorse them 
so enthusiastically. 1t made the participants want to haxe that type of 
connection which they can with Melationship Oarketing.  

Know What You Do and Who You Serve  

;efore anyone can recommend you and your Ausinessv you must Ae 
aAsolutely clear aAout what you can delixer and your ideal client. This 
ensures that you will proxide the Aest serxice and solutions to the people 
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who really appreciate you Uand refer you to others’ while axoiding the 
customers or clients you can-t satisfy. This clarity also means that you 
can Ae speci,c when reaching out to referral partners so they can stand 
in for youv as Oartin didv and promote you properly.  

Melationship Oarketing is personal and reciprocal. bou are putting your 
knowledge and reputation on the line to support a Ausiness connectionv 
?ust as they would for you. bou-ll haxe a consistent )ow of opportunities 
to gixe and receixe when you systematiqe it. 
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CHAPTER 2

TAKING CONTROL OF WORD OF
MOUTH ADVERTISING

“Do what you do so well that people can’t resist telling 
others about you.”

Walt Disney

Most folks agree that word-of-mouth advertising is the best way 
to market. Relationship Marketing is structured word of mouth that 
you carefully control. You control the message and the messenger to 
attract the people you want to work with. These people recognize the 
value of your products and services and are excited to rely on your 
expertise. 

If you have a problem considering yourself an expert, take a moment to 
understand that you have knowledge and experience that your potential 
clients don't have. That is enough to make you an expert. With that in 
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mind, take the next step and start thinking about how you want to be 
known. 

DenYe ourx Eptexisve 

Imagine you are a real estate agent. Your expertise may be working with 
Erst-time buyers, downsizing empty nesters, or selling historic homes. 
qach buying situation reOuires a different skill set and approach, each 
with its own target market. Without deEning your expertise, you will get 
referrals you don't want and can't truly serve appropriately.

Take the time to think about your ideal client and create their customer 
persona  to know precisely who you are looking for and how you are the 
expert for them. "nce you have their customer persona, you can develop 
your Positioning Statement so that when someone asks, ?What do you 
doj? you have a clearly deEned and memorable answer. 

 I guide Erst-time buyers through the process of Ending their Aust 
right Erst home. 

 I specialize in transitioning retirees and empty nesters to a more 
comfortable nest.

 I focus on marketing homes that are in historic districts.

Nll three of these people are real estate agents, and each one of them is 
an expert for a different  target market. These answers Ouickly identify 
their expertise, who they serve as well as who they don’t serve. 

You must give your referral partners a complete picture of what you do 
and who you serve to get referrals. These referral partners are friends, 
family, colleagues, and others in your network or circle of in6uence. 

Sotice that the word ?network? has ?work? in it. Ns you can tell, this 
system goes beyond wishing and hoping you stumble across someone 
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who knows someone who needs you and that this person will hand out 
your card for you. Relationship Marketing is a planned and thoughtful 
process. You have to work at it.  

Rewseav lxe RehlisuYvkst MlxgeisYc 

Word of mouth also travels by social media. Whichever platform you use, 
you want to have positive, heartfelt reviews from your customers that 
support your expertise. 

Imagine you are looking at a book on Nmazon. Nfter the title and the 
summary, you go to the reviews to see if you want to commit yourself 
to purchasing and reading the book. If the reader reviews are mostly Eve 
stars and submitted by people who don't seem to be related to the author, 
you are more likely to put that book in your cart. You have conEdence 
that this book is worth it because of the reviews. 

Ns part of your Relationship Marketing )trategy 7RM)H, build online re-
views for your business. Nsk your customers or clients to submit a review 
on social media or a testimonial for your website. If they send you an 
email or note raving about your products and services, then reach out, 
thank them, and ask if you could Ouote them on your website if they 
aren't social media savvy. 

With these two steps, your foundation is in place, and you are now 
managing your word of mouth. You have clariEed what you do and who 
you serve, and you are actively asking for reviews from your delighted 
customers. Your next step is to get an active and continuous 6ow of 
referrals. 

RefeswsYc Redexxlhv 

Sow referrals are starting to come in because you have clariEed your 
expertise, and people know, like, and trust you. The referrals are the 
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Erst product from your RM) machine, and you must handle each one 
carefully. 

Pere's the scenarioC  –at is talking to ;hris,  who says she needs 
a business coach to help her better understand her social media 
marketing strategy. –at tells ;hris that Martin is the guy who can 
guide her and provides the contact information. N few days later, 
;hris reaches out to Martin and initiates the Erst step of his RM) 8 
he makes –at look good.

Martin will extol –at's virtues as a business person and a human to 
;hris. Pis praise reinforces that –at is a person of value and that this 
referral is appreciated. Immediately after this initial meeting, Martin 
will call –at and thank him for the referral even if ;hris decides not 
to work with Martin.  

–at certainly deserves the gratitude, and Martin is happy to give it.
Powever, –at also needs to know whether the referral goes well or
not. If it went well, –at knows that he fully understands Martin's tar-
get market and correctly matches ;hris' needs to Martin's solution.

If it didn't go well, –at needs to know if he misrepresented Martin or 
if ;hris wasn't a good Et for some reason to be conEdent about the 
people he refers to in the future.

You may think that a responsive phone call is not much of a thank you 
for –at's referral. The truth is that Martin knows –at and his business 
well enough that Martin is part of –at's RM) machine. )o along with 
his gratitude, Martin will be sending appropriate referrals to –at. 

HlYyhsYc ike Pxuvtefi 

During the Erst contact with your referred prospect and after making 
your referral partner look good, you End out what the prospect needs. 
This is not the time to pitch your products or services9 this is when you 
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ask Ouestions to uncover their problem to determine if you have the 
solution. 

If you are not a good Et for them, consider who else in your collection of 
strategic partners or other businesses would be a better match and refer 
them to that person. 

If you clearly see you can help them, let them know you would love to 
work with them. We don't ?close? deals. Instead, we invite people to work 
with us. We explain our process and carefully review everything you are 
willing to offer them. Then you ask if you provide everything as promised, 
will they refer you to three people in 90 daysj 

We can hear you already balking at using such a strong statement, ?I 
won't ever do that. I only ask for referrals at the very end when I've 
already done things. )o now you're telling me I need to say these things 
when I Erst meet people at the very beginningj? 

Yes, that's what we're saying. You're going to resist, there's going to be 
some pushback, and we're going to say the best way to get around that 
is to remember that you are a professional. Your products and services 
are valuable. 

You're going to do a value exchange with people where you exchange 
what you give them for money. You do such a good Aob that they will want 
to provide you with referrals. You have to expect referrals. N referral is 
how they came to you, and they have witnessed the ease and success of 
the process. 

Most potential clients are happy to comply with your reOuest, and the 
ones who will not agree are not a Et for your business. If they obAect to 
this, you should expect they will also be challenging in other aspects. 
Remember, you get to choose who you work with. 
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Tke Avg 

"nce you have established the high value you bring to your clients, you'll 
End asking for the referrals upfront is almost painless. This new behavior 
takes practice in a safe environment before you feel conEdent. You can 
practice asking for referrals with friends, colleagues, or your favorite 
mirror. The more comfortable you are with the referral reOuest, the 
easier it will be. 

&eep it simple. qxplain your process and the value you bring to your 
clients, and conErm the deadlines. 

Pere's our hypothetical landscapers' introductionC ?Nt Lrossman ‘ 
Powlett 0andscaping, we are 1the always on time, no-mess ever left 
behind, and we even-make-your-neighbors happy landscaper’. "ur busi-
ness is based solely on referrals, and we are certain that you will be so 
satisEed with our services that we ask you to refer three new people to 
our business within BF days.?

Nt the beginning of his training sessions for the Sorth ;arolina )mall 
Lusiness ;enters, Martin says, ?I asked about your businesses and your 
goals so I can customize this class for you. My business is based on 
referrals. I can work on referrals because I will give you so much value in 
this seminar that, in return, I ask you to bring three new people with you 
the next time you attend one of my sessions. I am conEdent I will provide 
the value I promised, and you'll be happy to bring those three people to 
my class next month.?

Nsk fearlessly, back it up with your actions, and those referrals will pour 
in. 
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IYiecxsi- 

When you recommend one of your colleagues, understand that your 
reputation is on the line. Gor example, Martin had an instance where he 
was co-teaching a course with a website designer, Will Don't (WD). Nfter 
the class, )eymour, one of the participants, hired the designer to build 
their new website. )eymour also paid WD H(FF upfront.

WD did not respond to )eymour after accepting the Aob and the cash 
and made no attempts to communicate. Ginally, in frustration, )eymour 
reached out to Martin and explained the situation.

Martin intervened because his reputation was on the line Aust as much 
as WD's. When Martin learned that WD couldn't do the Aob, he found 
someone else who could. Pe arranged with another website wizard to 
build the site, paid him H(FF 7lower than his usual site build rateH, and 
agreed to send referrals to him in the future. The wizard recognized the 
value of being part of Martin's network and happily agreed.

Martin pulled the funds out of his own pocket to pay for )eymour's web-
site and Enally connected with WD. Martin conveyed his disappointment9 
WD apologized and then spent the next two years earning back his good 
reputation and providing Martin with website services, pro bono. 

Martin didn't have to Aump in and save )eymour’s website. Pe did it 
because he had silently endorsed WD by standing next to him in the 
classroom as part of his team. Martin preserved his authority and rep-
utation by showing the integrity to stand behind his referrals or make 
things right. 

When you are recommending colleagues, know that your reputation 
goes with them. )o be sure that is something you want them to carry 
and protect for you. 
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CHAPTER 3

DEVELOP THE MINDSET

“Satised cuostmrdwschlmchippcsfwda chmw cmycrmotlcawdctldc
rmstcfmhdwyopcassdtscvmocla.d”T

Andy Sernovit

bldcginndstcmgstaupdctmcsouudsscikcwdpatimkslifcrawIdtiknciscikcvmowclda ”c
'ycvmoc mk,tctlikIcvmocla.dctldcgdstcsmpotimkcymwctldcfdmfpdcvmocsdw.dWcvmoc
awdc dydatd cgdymwdcvmocgdnik”c

You are Worthy 

'ranikdcUdk vWctldcpak suafdwWchitlcaczddtcmycpittpdctwouIsctlatcsdw.iudc
wdsi dktiapcupidkts”c1kymwtokatdpvWcUdk vcgdpid.dsctlatcwdydwwapscawdcmotc
mycwdaulcymwcldwcoktipcsldclascacpawndclaopiknctwouIcdrgpa2mkd chitlcldwc
umrfakvckardcak cpmnm”c
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't,sckmtctwod”c'tcisckmtctldctwouIclmp ikncUdk vcgauIPcit,scldwcrik sdt”c
xscsldcisWcUdk vcuakcgdcacwdydwwapcfawtkdwchitlckowsdwidsWclaw hawdc
stmwdsWcsdkimwcsdw.iudsWcak cwdaptmwsWctmckardcacydh”c!posWcsldclascacpistc
mycdHtwdrdpvcsatised cuostmrdws”cSmcgvcni.ikncak cndttikncwdydwwapsWcsldc
umop cla.dcldwctwouIcikckmctird-c

'ycUdk vciscsowdctlatctldctwouIchippcraIdcac iyydwdkudcikcldwcgosikdssWcsldc
slmop cpmmIcikcldwcwdydwwapckdthmwIcymwctwouIc dapdwscak cgakIdwschlmc
uakcldpfcldwcndtcit”cGmhd.dwWciycvmo,wdckmtcyddpikncumrfdtdktcgduaosdcvmoc
awdcrissikncacuwd dktiapWcnmcndtcit”c'ycvmowcflmkdcsdw.iudciscpmosvcmwcvmowc
myeudcstayyciscsogRfawWctldkceHcit”cNever allow the things you can control 
to keep you from success. MmcgauIctmcvmowckdthmwIcak casIcymwcwdydwwapsc
tmcek cvmowcsmpotimks”c

Be Consistent 

bmcgdcfwmeuidktcatcosikncvmowc(dpatimkslifc)awIdtikncStwatdnvcY()SBWc
vmo,.dcnmtctmcymppmhcacstwoutowd cfwmudsscak cgdcrik yopcmycitcatcappctirds”c
Stavcapdwtcak cpistdkctmctldckdd scak chaktscmycvmowcumkkdutimksWcpdawkc
rmwdcagmotctldiwcgosikdssdsWcak cgdcwda vctmcni.dcak cndtcwdydwwaps”ccc

1kymwtokatdpvWcsmrdcfdmfpdcfoslcgauIcatctldci dacmycacstwoutowd csvstdrWc
ydawikncitchippcsmok cuakkd Wcwdldawsd Wcak cirfdwsmkap”cGmhd.dwWcmkudc
vmocawdcumrymwtagpdcupdawpvcstatikncvmowc.apodcak casIikncymwctldctlwddc
wdydwwapsWcvmo,ppcek citcascsirfpdcascgwdatlikn”c"mo,ppc mcitchitlmotcstmffiknc
tmctlikIcagmotcit”c'tchippcgdumrdcvmowcrik sdt”

9vcdstagpisliknctlisc()Schitlcd.dwvcupidktWcvmocawdcsdttikncdHfdutatimksc
ymwctldrcak cvmowsdpy”cUitlctliscfwmudssWcvmocawdciktdw.idhiknctldrctmc
sddciyctldvcawdcacnmm cet”cbldkWcgvctdppiknctldrWc0',rcnmiknctmcraIdcvmoc
smclaffvctlatcvmoc i cgosikdsschitlcrdctlatcvmo,wdcnmiknctmcwdydwctlwddc
kdhcupidktsctmcrdcikctldckdHtc3’c avs”c'kcyautWctlatciscdHautpvclmhc'cnwmhc
rvcgosikdss”0
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"mocla.dctmcrdakcitcak cgdpid.dcitchldkcvmocsavcit”cblat%scfawtcmyctldc
()Sc)ik sdt”cjycumowsdWcvmowcfmtdktiapcupidktchippcgdcstokkd cgvcsoulc
acstatdrdktWcgotcvmo%ppcIkmhciyctldvchippcgdchmwtlcvmowcdyymwtcgvctldiwc
wdsfmksd”cc

1sdcvmowc()ScfmsitimkikncstatdrdktctmcdstagpislctldcdHfdutatimkschitlc
d.dwvcupidkt”cbliscstatdrdktciscpiIdcacpinltlmosdc wahikncikctldcwinltcslifsc
tmcvmowcsaydclawgmw”c'tcapsmcuoppsctldcfmtdktiappvctwmogpdsmrdcupidktcgotc
pda.dsctldrcyddpiknc.dwvcfmsiti.dcagmotcvmo”cbldiwchmw cmycrmotlcumop c
pda ctmcackdhcumktaut”c

!atckmtdsctlatchlipdcldciscikctldcrawIdtiknccgosikdssWcldc mdsk,tc mca s”c
'kstda Wcliscgosikdsscisc;’’4cwdydwwapRgasd cywmrcgosikdssdsWcandkuidsWc
ak ciktdwkapcrawIdtiknc dfawtrdkts”cblat,sclmhcldcIkmhsctlisc()Sc
rik sdtchmwIs”c'tcisctldcakulmwcmycliscrawIdtikncfpak”c

bmcgdcupdawWckmtcd.dwvmkdchippcwdydwctlwddcfdmfpdchitlikc3’c avsWcak c
ravgdckmtcd.dw”cblat,scgduaosdchdcawdc dapiknchitlcloraksWcak cpiydc
laffdksWcak chdcappcndtcgosv”c

1k dwstak ctlatcvmocawdckmtcasIikncymwcwdydwwaps”c"mocawdcsdttiknctldc
dHfdutatimkctlatctldvchippcwdhaw cvmochitlctldctlwddcwdydwwapschldkcvmoc
 dpi.dwcascfwmrisd ”c"mocawdcdstagpislikncacumk itimkcymwc mikncgosikdssc
hitlcvmo”c

'ycvmowcfmtdktiapcupidktcsavsctldvcfwdydwckmtctmcni.dctldcwdydwwapsWcvmocuakc
ulmmsdckmtctmchmwIchitlctldr”c'tcrinltcsmok c wastiuWcgotcpmmIcatchlatc
vmocfmtdktiappvcpmsd”c"mo,ppcgdchmwIiknchitlcsmrdmkdchlmc mdsckmtcslawdc
vmowcgosikdssci daps”cbldvchippcrmstcpiIdpvcgdc.dwvc drak ikncak cokpdssc
vmoc mogpdcvmowcfwiudWctldc/mgchmk,tcgdchmwtlcvmowctirdcak cannwa.atimk”cc

bldc()Scrik sdtcappmhscvmoctmcsdpdutcvmowcupidktschlipdcdHfak ikncvmowc
gosikdss”c
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Finding Referrals 

blwddcIdvcsmowudscymwcek ikncwdydwwapscawdcvmowcuowwdktcupidktsWcwdydwwapc
kdthmwIsWcak cvmowcuiwupdcmycikzodkud”c"mocslmop cla.dckmcfwmgpdrc
foppikncmotc.apoagpdcupidktscak cfwm/dutscgvcdknaniknchitlctldsdctlwddc
wdsmowuds”cSmWcikctldckdHtcO’c avsWc mcvmowcwdsdawulcak cgoip cvmowc
rotoappvcgdkdeuiapckdthmwI”cc

Clients 

'ycvmo,.dcgddkcikcgosikdsscymwcachlipdWcvmocla.dcacupidktcpistcmycfdmfpdchlmc
sfdktcrmkdvchitlcvmocak cdk/mvd ctldcfwmudsscak ctldcmotumrd”c"mocnmtc
tldrcacsmpotimkcymwctldiwcfwmgpdr”c

(daulcmotctmctldrcak cinkitdctlatcumkkdutimkRsfawIcanaik”c(drik cvmowc
laffvcupidktscmycvmowchmwIcak casIctldrciyctldvcIkmhcmycakvmkdchlmc
rinltckdd cvmowcsdw.iuds”cMi.dctldrcvmowc()Scstatdrdktcak csddclmhc
tldvcwdsfmk ”cbldvcrinltcsavctldvcawdclaffvctmcldawcywmrcvmoWcgotctldvc
uak,tctlikIcmycakvmkdcatctldcrmrdkt”cblat,scekd”c"mocla.dcnmtctldrc
tlikIikncagmotcvmocak cfosld cvmowsdpyctmctldiwctmfcmycrik cpist”c

9dcgwa.dcak craIdctldcuappsctmctlmsdcymwrdwcupidkts”cUdcla.dcymok ctlatc
fdmfpdchaktctmcraIdcwdydwwaps”c'tcgoip sctldiwcstatoschldkctldvcuakcsavWc
“'cnmtcacnovFnapchlmcuakcldpfcvmo”Tc

Professional Connections 

LmcrattdwcvmowcgosikdssWcvmocla.dcacfifdpikdcumkkdutd ctmcmtldwcgosiR
kdsscfdmfpd”c5mwcdHarfpdWcacwdaptmw,sckdthmwIcikupo dscwdapcdstatdcatR
tmwkdvsWclmrdciksfdutmwsWcwdfaiwcdHfdwtsWcupdakikncumrfakidsWcfaiktdwsWc
ak cpak suafdws”c?iIdhisdWcacumfvhwitdw,sckdthmwIcumkkdutschitlchdgc
 dsinkdwsWca candkuidsWcflmtmnwafldwsWckdhscmotpdtsWcgmmIcfogpisldwsWc
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CHAPTER 4

ENERGIZE YOUR RELATIONSHIP
MARKETING

“Loyal customers, they do not just come back, they do not 
simply recommend you, they insist that their friends do 

business with you.”
Chip R. Bell, Founder at the Chip Bell Group

We've given you the basics of building your RMS machine: clarifying who 
you serve and how, identifying and coaching your referral partners, and 
asking every client for referrals. With that foundation, you're ready to 
look at different ways to make those valuable referral connections. 
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The Guided Meeting 

Think of when you are meeting with a client, and it dawns on you that 
they need additional solutions that you can't provide. For instance, Jane 
is a copywriter meeting with a client to update their website copy. As 
Jane reviews the site, she can see that it is outdated and doesn't function 
very well. The client knows it, too, but they don't have a connection for 
website development. 

Jane shows the client samples of websites she has worked on with a web 
designer, Telly, and discusses how Telly could improve the old site. Then 
Jane says, "Let me set up a meeting with you and Telly so you can get 
more details." The client is relieved to connect to a trusted web designer 
and appreciates that Jane was thinking beyond her role as a writer to 
make them look great.  

Send a Referral Email 

When you want to connect with two or three people, email is one of the 
easiest ways. In your message, you will address the value and need of 
each person, share their contact email, and ask them to follow up with 
you ASAP, so you know they have connected. Here's a simpli?ed plan: 

The Referral Email 

What do they need, and who do you know can supply itB

 Ce sure you understand the need and timeline.

 xon?rm with the referral that they are willing and able to meet 
the eOpectations

 Nnly recommend people who you know, like, and trust.
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Ce clear that you are only making an introduction. !o guaranteesY 

 Gour task is to introduce the people and provide initial contact 
information.

 Gou should be able to provide a robust description of their talents.

 The subject line should include the word “Introduction” so that it 
is easy to ?nd.

Creak your messages out to each person. 

 Remind each party why they are being connected. 

 Remind each party how they are eOpected to serve. 

-ive additional instructions for follow3up with you, positive or
negative.

This sounds like a lot of stuff, but it is just a short message. After that, it 
is up to them to do the workY 

Here is an eOample. 

From: Martin Brossman

To: Larry, Jane, and Whitney 

RE: Introductions to Key Resources

I am happy to introduce you to each other as I can see 

great value in your work. 
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Larry: Jane is a copywriter who listens closely to 

her clients to create a precisely targeted message in 

their voice and words. I talked to her on the phone, 

and she says she can assist with reaching potential 

customers and maintaining compliance for your client. 

Also, please schedule a meeting with Whitney soon. He 

knows about your excellent work. 

Jane:  Larry  does  web  design  work,  develops  small 

business marketing programs, and is a great guy. He 

is helping the CBD/Hemp farmer we spoke about. 

Whitney: You should be aware of both Larry and Jane 

as you may find them helpful for reaching out to new 

clients. 

Please reach out to each other ASAP and let me know if 

this is a positive partnership.

Martin
(contact information) 

Planting the Seed 

Think of yourself as a gardener. This is where you just let the refer3
ralXclient know a speci?c referral partner will contact them and that 
the connection will be bene?cial. 

For instance, Pat says, "Hey, listen, you were talking about something 
the other day, and you said you needed somebody who knew the ZG4 
Protocol. I know somebody. It's Martin Crossman. I'm going to ask 
him to reach out to you. What's the best way for him to contact youB" 

When you are paying attention to your client, you are listening for ways 
to be of service to them. Nne of those ways is connecting them with 
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people with other skills, knowledge, and connections that will be helpful 
to them. 

Gou become a valuable partner in their success. !ot just because you 
heard that they had a need, but that you are willing to connect them to 
your broader network, itzs a win for everyone. 

Gour job is to offer the connection, ensure that the client is receptive, and 
then make the connection. Cy planting this seed, you are growing their 
network and yours. 

Sharing Door-to-Door and Desk-to-Desk 

Sharing what you know is a great way to connect without making a pitch. 
It shows that you are informed, knowledgeable, and willing to assist. Just 
be sure youzre giving out good solid information that is useful to your 
connections and potential clients.  There are two great ways to share 3 
the Nld School process of actually knocking on doors and the !ew School 
which utili5es social media. 

Old School  

When there is construction work in your neighborhood, getting a door 
hanger or a postcard that tells you the Jones family is getting a new solar 
system from Acme Solar is not unusual. The company may even send a 
representative to your door to introduce themselves, apologi5e for the 
temporary disruption, and give a little insight into what the Jones' are 
doing, in case you want to keep up with them. 

This is great information that your contact will gladly share with their 
neighbors as they scrutini5e the job, the cost, and the competency of 
your team.  That personal touch of letting the neighbors know whatzs 
going on elevates your company in their view. Gou are top3of3mind 
because you showed that you cared enough about their inconvenience 
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to keep them informed. Gouzve certainly made yourself stand out from 
the competition.  

New School 

Gou can also use social media to do the same thing. Whether you are 
building websites or fences, a great picture and an eOciting caption will 
make people think they could also use an upgrade. Cut, again, include 
speci?cs about the product or service to make the announcement more 
enticing. 

qveryone who graduates from Martinzs Social Media Marketing Program 
gets their picture taken with Martin announcing they have just earned 
their certi?cate. This little bit of sharing builds interest for Martinzs 
program and the graduate who is now ready to make a difference for 
your business. 

When you post these pictures or hand out a 9ier, ensure you have a link 
to your website so people can further eOplore your options, process, and 
make that important connection. 

Referral Pricing 

If you still ?nd it challenging to ask for referrals, here's a way to couch 
that lets the client decide. When it comes to the pricing 0uestions, you 
can answer, "Would you like the referral price or the standard  priceB"  
The in0uisitive prospect will ask about the difference. Gou respond with, 
"If you refer three people to us within %6 days, you'll get a 167 discount. 
I prefer to give you those savings rather than spend that money on 
advertising, and if you agree to send me three referrals, I can apply that 
discount now." 
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Referral Discount 

When a client provides you with a referral, you can thank them with a 
discount on their neOt purchase. It lets them know that you appreciate 
and recogni5e their referral. It also puts you back top3of3mind with them 
and may lead to other referrals. 

Case Study 

Working for referrals is an option for people who are just getting started 
in business. Gou could be building websites, landscaping, or provid3
ing personal services like wellness or aesthetics. Ce very selective and 
identify clients who are keystones of your marketplace. The website 
designer could select a non3pro?t organi5ation. The landscaper would 
?nd a visible home that needs curb appeal. The personal services would 
identify community leaders who will become walking talking billboards 
for their new business. 

qOplain to them that you are just starting your business and offer your 
credentials. Tell them they are case studies for your portfolio, and in 
eOchange, you would appreciate three referrals to others who could use 
your products or services. Avoid the word "FRqq" because 1. It is not free, 
and 2. The cost is the commitment of three referrals. 

In each situation, use the same process as if you were getting paid cash 
rather than referrals. Gou will assess their needs, identify the solution, 
and provide the services as if they were eOchanging dollars rather than 
referrals for your services. Frankly, these referrals will be worth much 
more than the cost of your initial case study. They will be the springboard 
for your business. 

2)



Hold a Contest 

Most people love to play, and those who don't won't. Holding a contest 
is a great way to get your current clients and referral partners to light 
up your business. Gou can hand out a coupon Uor email itK and tell your 
customers to share it with someone who could use your products or 
services. Tell them they are entered into a drawing for a pri5e when 
the coupon is redeemed. The pri5e can be a gift basket of products, a 
discounted or free service, or an award from another referral partner like 
a local restaurant or spa.  

If you have a small retail business, keep a ?shbowl for the coupons and 
use a tally sheet. For larger corporate projects, look into software like 
8pviral.com to manage your contest. Finally, remember to acknowledge 
the winner on all your social media. Again, this makes people aware that 
you offer tremendous value to your customers and clients. 

Non-Propt Referrals 

Pick an organi5ation that is close to your heart and is compatible with 
your business. For instance, you're a building contractor, and when you 
have leftover materials, you donate them to Habitat for Humanity or 
their Restore outlet. After a while, they start to recogni5e that you are 
a constant presence and may soon ask you for assistance on a build. Nr 
one of their board members may think of you for their neOt remodeling 
job at their residence. 

–eep in mind that just like every other referral techni0ue, giving is the
way to start, and you never know where it may pay off.
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Gamify Referrals 

In some industries, you can offer to pay a customer for multiple referrals 
and effectively give them their product at no cost N eOcept for the 
referrals. Nf course, not everyone will take you up on it, but if you offer, 
"When you send ?ve people to me, I'm going to give you back 267 of 
your cost for each person you send to me that makes a purchase. So if 
you send ?ve people, you'll get a 1667 rebate. If you send two people, I 
will honor my offer and provide you with a ’67 rebate." 

qOplain that you provide the rebate to keep your marketing costs down 
and allow you to spend more time focused on your clients. Gou will almost 
see the wheels turning as your customer sorts through the people they 
know who would bene?t from connecting with you and ?guring out 
where they will spend that rebate money. 

Meet Uv at Ebents 

There may be someone you've wanted to talk to, but you just haven't 
connected yet. Gou may learn on social media that they are planning 
to attend the same xhamber qvent, community program, or training 
session that you have on your calendarO reach out to them. Send them 
a direct message, an email, or a teOt, and let them know you'd appreciate 
making a face3to3face connection.

Pat keeps an indeO card in his pocket with the people he wants to meet 
at an event. It helps remind him who he is looking for and reminds him of 
anyone who ends up being a no3show. Cack at his desk, he can now send 
notes to the people he met and genuinely in0uire about the no3show 
folks. 

2%



Remem!er 

!etworking events Uany activity that involves cohorts, colleagues, and
competitorsKO you are not there to sell anything. The event is to meet with
people to share your values. Gou are there to learn about other people:
their business, needs, and goals. And then Uif you get a positive feelingK,
set up a follow3up for a 0uick coffee to delve deeper and see how your
network might help them. Gou will receive more referrals if you give more
referrals.

Say ThanksW 

At the end of your ?rst mini3meeting, sure you can say, "Thanks for your 
timeY It was great to meet youY" Then, of course, you could 5ip out a teOt, 
leave a voice message, or send an email. Cut if you want to make a strong 
impression, send a handwritten note. It can be as simple as a postcard or 
as impressive as a monogrammed notecard.  

Herezs a sample: “Hey, Martin, it was great meeting you at the Chamber 
event. I look forward to seeing you in the future.” Writing the note and 
addressing the envelope takes minutes, but the effect is long3lasting. UCy 
the way, use black ink and hand3address the envelope, too.K

Some people carry postcards or note cards in their cars so that as soon 
as they leave an event, they can begin writing their thank you notes and 
even drop them in the mail that day or evening. Ntherwise, keep them in 
your desk with postage stamps, so you have no eOcuse for not making a 
great impression. 

Frite Recommendations 

A social media recommendation is another eOample of building your 
credentials while boosting someone else. Cy writing a sincere recom3
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mendation for another business person, you are eOpanding their reach 
through your social media network, boosting their self3esteem, and 
showing appreciation for their work. It also puts you top of mind with 
them and their network as people will comment on your encouraging 
words.  

Pay It 0orward 

Gou should have noticed a common thread in all these techni0ues for 
building your business through relationship marketing. -ive ?rst, and it 
will come back to you. -ive your full attention to the people you meet and 
ask open3ended 0uestions to learn about their business and goals. !eOt, 
give your clients access to your network by referring them to those who 
can provide solutions that you can't. Finally, offer value to the referrals 
by ensuring they are a match and ful?ll their task. Gou will be ama5ed at 
how this will come back to you. 
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CHAPTER 5

MARKETING PARTNERSHIPS

“People inucen.e peopleN tohgins inucen.em people roae 
hgdn d ae.orrenfdhion Aaor d hacmhef AaienfN b hacmhef 
aeAeaadl inucen.em people roae hgdn hge Hemh Haodf.dmh 

remmdseN b hacmhef aeAeaadl im hge yolG vadil oA df”eahiminsNw
Mark Zuckerberg, Facebook

tok hgdh Goc ,nok gok ho si”e aeAeaadlm dnf Aollok cp on hgerj ke neef 
ho mhep Hd., Ycmh d hinG HihN Temj hge people hgdh Goc aeAea ho dae people 
Goc ,nokj li,ej dnf hacmhN 'gdh3m hge HdmelineN 'ge hachg imj Goc mgoclf 
hgin, oA GocamelA dm d hace pdahnea kgo cnfeamhdnfm hgeia Hcminemm dnf 
hgeia ifedl .lienhj dm kell dm Goc ,nok Goca oknN 'gim ,noklefse enmcaem 
hgdh hge aeAeaadlm Goc pao”ife dae dppaopaidhe Aoa Goca pdahneaj dnf Goc 
mgoclf dnhi.ipdhe hgdh hgeG kill ae.ipao.dhe mirildalGN 
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Get Prepared 

Fgen Goc .onne.h kihg d aeAeaadl pdahneaj hd,e hge hire ho hdl, kihg hger 
dHoch hgeia Hcminemmj gok hgeG rda,ehj dnf kgo hgeG rda,eh hoN 

Ooa inmhdn.ej dn inheaioa femisnea gdm aeAeaadl pdahneam Aoa kdllpdpeaj 
pdinhinsj plcrHinsj ele.hai.dlj dnf uooainsN yea uooains pdahneam dae 
pdahi.clda dHoch hgeia paeAeaaef .cmhoreamN -ne foem koof uooa inmhdlI
ldhionj dnohgea aeKnimginsj d hgiaf foem .eadri. hile dnf ”inGl pldn,j dnf 
hge Aocahg onlG foem .cmhor fe.oadhi”e hile in mrdll daedmN 

'ge femisnea rcmh ,nok kgi.g uooains pdahnea kill He hge aisgh one ho 
koa, kihg gea .lienhN SA gea .lienh im HcfsehI.onm.iocmj mge3ll ae.orrenf 
d pdahnea hgdh koa,m kihg .eadri. dnf ”inGl pldn,mN -n hge ohgea gdnfj d 
HisIHcfseh .lienh kgo kdnhm .geaaG uooains dnf d mhcnnins enhaG koclf 
He d rdh.g Aoa hge koof inmhdllea dnf hge .cmhor hile mehheaN

(nokins Goca aeAeaadl pdahneam kell rednm hgdh Goc kill loo, Haillidnh 
kgen Goc ae.orrenf hger He.dcme Goc .dn dahi.cldhe kgdh hgeG fo dnf 
kgo hgeG koa, kihgN 

Shared Social Media Marketing 

Toc dnf Goca aeAeaadl pdahneam .dn edmilG meh cp mgdaef rda,ehins paoI
sadrm ho engdn.e dnf aeinAoa.e Goca .onne.hionN )o.idl refid im hge 
Admhemh kdG ho leh hge koalf ,nok kgo im in Goca nehkoa,N Fgen Goc reeh 
kihg Goca pdahneamj mndp d pi.hcae Me”en iA ih im d ”iahcdl reehins"j dnf Goc 
.dn pomh ih on Goca nehkoa,m kihg d .dphion hellins gok Goc dae koa,ins 
hosehgeaN 

Rdahin foem hgim aescldalG kgen ge sadHm .oAAee oa lcn.g kihg d .olledsceN 
Toc3ll mee hgeia mrilins Ad.emj dnf ge3ll dff d .dphion hgdh aedfmj xReh kihg 
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qoVdnne hofdG in OcEcdGI;daind ho hdl, dHoch rda,ehins gea dfdphi”e 
.lohgins HcminemmNx ye3ll dlmo mcpplG lin,m ho qoVdnne3m keHmihe oa mo.idl 
refid Hcminemm paoKleN bnf mge3ll fo hge mdre Aoa Rdahinj eV.eph gea 
.dphion koclf aedfj xReh kihg Rdahin hofdG in OcEcdGI;daind ho ledan 
hge Hemh pad.hi.em Aoa aeldhionmgip rda,ehinsN x

4d.g pdahnea gdm infepenfenh .onne.hionmj more kill o”ealdpj Hch e”eaGI
one kill ,nok hgdh Rdahin hgin,m gisglG oA qoVdnne dnf ”i.e ”eamdN 
'geG gd”e Ycmh enfoamef dnf rda,ehef ed.g ohgea ho hgeia aempe.hi”e 
nehkoa,mN 

Fgoe”ea meem hge pomh kill nok gd”e hger hop oA rinf? Rdahin Aoa 
aeldhionmgip rda,ehins dnf qoVdnne Aoa dfdphi”e .lohginsN 

Shared Direct Marketing 

Srdsine Goca aeAeaadl pdahnea gdm dffef d paofc.h oa mea”i.e hgdh .oclf 
HeneKh Goca .onne.hionmj dnf Goc kdnh ho inAoar hger Eci.,lG dnf 
eAK.ienhlGN Oiamhj cme hge fiae.h rda,ehins dppaod.gN -lf m.gool fiae.h 
rda,ehins rednh menfins d gdaf.opG lehheaN 'ofdG Goc3ll roae li,elG menf 
dn erdil ho d mele.hef mesrenh oA Goca rdilins limh ho enfoame one oA Goca 
aeAeaadl pdahneamN  

Ooa eVdrplej Rdahin gdm d .ocame .orins cp on ifenhiAGins Goca hdaseh 
rda,ehN Pdh Aocnf och dHoch ih hgaocsg mo.idl refid dnf kill .eahdinlG 
mgdae hge inAoardhionj Hch ge kdnhm ho so Acahgea dnf seh hge remmdse 
och fiae.hlG ho people in gim nehkoa, hgdh .oclf romh HeneKhN ye .aedhem 
dn enfoamerenh Aoa Rdahin3m .ldmm dnf .ihem hge HeneKhm oA dhhenfinsN  

Dear Jane, 

I just want to let you know that my colleague Martin 

Brossman will be offering an online 90-minute seminar: 
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Your Target Market Customer Persona – Clarify and Identify 

Your Buyer.  

Martin is dedicated to helping small business owners 

succeed in their markets by increasing their visibility 

and pinpointing their ideal clients. 

In this class, Martin will show you how to create your 

Ideal Customer Persona customer persona, find the best 

media to reach them, and what you need to tell them so 

that they will commit to you. 

Use this link to sign up for the class next Tuesday at 

7:30 PM, and let me know how it goes!

All the best, 

Pat 

Fill e”eaGone hgdh Pdh in”ihem misn cp Aoa hge .ldmmz toh ne.emmdailGj Hch 
gim .onhd.hm dae sadheAcl hgdh ge hgocsgh enocsg oA hger ho mgdae hgim 
oppoahcnihGN Sh dlmo dllokm hge ae.ipienh ho Aoakdaf ih ho moreone in hgeia 
nehkoa,j mdGinsj xPdh dlkdGm mgdaem soof mhcAAN 'gim merinda risgh He oA 
inheaemh ho GocN S dr pldnnins ho dhhenfNx 

Toc .dn dlmo cme hgim 5iae.h Rda,ehins he.gniEce kgen Goc kdnh ho ae.I
osniBe Goca inmcadn.e dsenhj dhhoaneGj mgoerd,eaj oa Hd,ea Aoa pao”ifins 
Goc kihg dn ochmhdnfins eVpeaien.eN -A .ocamej ih hd,em d lihhle roae 
eAAoah hgdn d Eci., mo.idl refid pomhj Hch Goc .dn mee gok hge aipple 
eAAe.h .dn HeneKh mo rdnG peopleN 
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Marketing Content 

Toc rdG gd”e nohi.ef in Hohg hge )o.idl Refid pomh dnf hge 5iae.h 
Rda,ehins pie.e hgdh pai.e kdm ne”ea renhionefN Pai.e im noh gok people 
fe.ife ho HcG oa nohN ;dlce im hge fe.ifins Ad.hoaN 6cGeam neef ho ,nok 
kgdh ”dlce Goca paofc.h oa mea”i.e Hainsm ho hgeia liAeN 'geaeAoaej dll Goca 
rda,ehins rdheaidlm neef ho efc.dhe hge .onmcrea mo hgdh hgeG kdnh ho 
ledan roae dHoch Goc ho enmcae Goca aeAeaadl pdahneam dnf Goca pohenhidl 
.cmhoream cnfeamhdnf Goca ”dlceN

Pomh.dafmj uGeamj mo.idl refid pomhmj pomheamj Hlosmj penmj kgdhe”ea Goc 
pch och hgeae Aoa rda,ehins mgoclf He efc.dhiondlN Rda,ehins ,eepm Goc 
hop oA rinf dnf sehm Goca pgone ho ainsj Kllm Goca inHoVj oa menfm people 
ho Goca keHmihe mo hgdh hgeG .dn ledan kgdh Goc oAAeaN 

Fihg aeldhionmgip rda,ehinsj kgen Rdahin menfm dlons hge lin, ho !dne3m 
Hlos on Conquering Stage Fright ho one oa me”eadl oA gim .lienhmj ih im dn 
enfoamerenh oA gea mea”i.emN Rdahin3m onlG sodl im ho mgdae hgdh inAoardI
hion ho HeneKh gim .lienhN ye foem noh neef ho mhdah sehhins inho gea Aeem 
dnf mea”i.em? hge ae.ipienh .dn fo hgdh on hgeia oknN Snmhedfj Rdahin3m 
rimmion im ho efc.dhej .onne.hj dnf mpda, inheaemh in gim .onne.hionmN 
Fgdh cmcdllG gdppenm im hgdh hge enfoamerenh .orem Hd., rdnG hirem 
o”eaj mo He hgocsghAclj seneaocmj dnf efc.dhiondlN 

Giving Testimonials 

4dalieaj ke hdl,ef dHoch hemhironidlmN 'ge hemhironidlm hgdh Goc si”e dae 
roae HeneK.idl hgdn hge onem Goc sehN 'gdh mocnfm .ocnheainhcihi”ej Hch 
leh3m loo, dh gok ih koa,mN

Fgen Goc pao”ife d min.eae dnf ,noklefsedHle hemhironidl Aoa one oA 
Goca nehkoa,ins pdahneamj Goc adime hgeia mho., dnf GocamN Sn dffihionj 
hgeia irdse irpao”em HG Goca mpe.iK. dnf slokins enfoamerenh oA hgeia 
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paofc.hmj mea”i.emj dnf m,illmN MqererHeaj ih neefm ho He roae hgdn d Aek 
koafmN Rd,e ih dh ledmh d Acll menhen.e oa hkoN" 

Toca aepchdhion irpao”em He.dcme Goc gd”e mhc., Goca ne., och ho 
enfoame hgim peamonj dnf Aoa hge people kgo ,nokj li,ej dnf hacmh Gocj 
hgdh im d gcse fedlN Toc keae inhenhiondl in Goca ae.orrenfdhionN Toc 
hoo, hge hire dnf eAAoah ho poinh och hgeia ”dlcej dnf in foins moj Goc 
gd”e dlmo feronmhadhef Goca eVpeahime dnf hge adnse oA Goca nehkoa,N 

SA Rdahin Knfm d .oAAeegocme ge li,em in 4dmh Pofcn, dnf pao”ifem d 
hemhironidlj people in gim .ia.le kill faop in hge neVh hire hgeG dae cp 
hgdh kdGN 'geG rdG e”en mdGj xRdahin menh re7x mo hge oknea ,nokm gok 
hgeme people Aaor dAda gd”e Aocnf gim lihhle .dA*N 

Toc .aedhe d HcBB oA inAoardhion kihg Goca hemhironidlm dnf dae d saedh 
rda,ehins pdahneaN  

Getting Testimonials 

-A .ocamej Goc mhill kdnh ho seh hemhironidlm Aoa Goca .lienhmN 6chj more
oA Goc rdG mhill He dAadif ho dm, Aoa ihN 6e AedalemmN bm, Goca .lienhm dnf
.cmhoream kgG hgeG .gome GocN Toc rdG He mcapaimef dh hgeia dnmkeaj dm
Pdh kdm Gedam dso kgen ge kdm foins .orpchea aepdiaN

Pdh Ad.ef d hocsg .orpehihoaj mo ge pai.ef gim aepdia mea”i.e Helok hgeia 
adhe ho .dphcae roae HcminemmN ye soh hge Hcminemmj Hch gim d..ocnhdnh 
holf gir ge kdm noh edanins enocsg ho He ”idHleN 'ge d..ocnhdnh mdif ge 
gdf ho cp gim adhe oa .lome gim fooamN 

Od.ef kihg hgdh hocsg fe.imionj Pdh hoo, hge aim, dnf dm,ef gim .cmhoream 
kgG hgeG .gome gir Aoa hgeia .orpchea aepdiamN 'ge dnmkea .dre Hd., 
hgdh ih kdm hge eV.ellenh mea”i.e dnf hcandaocnf hire gim .orpdnG oAI
AeaefN Fihg hgdh ,noklefsej Pdh adimef gim adhem dHo”e gim .orpehihoa3m 
dnf .onhincef ho saok gim HcminemmN 

28



6G sehhins hgome hemhironidlmj Pdh ledanef hgdh ih kdmn3h hge pai.e hgdh 
Haocsgh gim .cmhoream in? ih kdm hge ”dlce oA Heins dmmcaef hgeia .orI
pchea koclf He aepdiaef in cnfea WD gocamN

bm, Goca .lienhm kgG hgeG .gome Gocj dnf hgen mgdae hgeia dnmkeam on 
Goca keHmihej dh Goca mhoaej hgaocsg Goca mo.idl refidj dnf in dll Goca 
rda,ehinsN blmoj aeEcemh hgdh hgeG mgdae ih kihg ohgea people in hgeia 
nehkoa,j mo hgeia .onne.hionm kill dlmo mee hge ”dlce oA foins Hcminemm 
kihg GocN 

Business 101y Reciprocit' 

bsdinj iA Goc dae Ycmh mhdahinsj Goc mgoclf Kscae och gok rdnG aeAeaadlm 
Goc .dn si”e och hgim kee,N -aj iA Goc gd”e Heen in Hcminemm Aoa d kgilej 
kgen Goc Knf Goc gd”e dn erphG .dlenfdaj Kll ih cp HG rd,ins .onne.I
hionm dnf sehhins och Goca aeAeaadlmN  

)hdah kihg hge rinfmeh oA gok Goc .dn gelp people fo Hcminemm HehheaN 
PdG dhhenhion kgen people mdG hgeG neef morehginsj kgehgea ih im dn 
eV.ellenh re.gdni.j d .orrea.idl pgohosadpgeaj oa d .giaopad.hoaN 'gen 
hdp inho Goca renhdl qolofeVE dnf rd,e d .onne.hionN  

)cffenlGj Goc kill mee Goca .dlenfda Kllins cp kihg people kgo kdnh 
ho ,nok roae dHoch Goc dnf gok Goc .dn mol”e hgeia peamondl dnf 
paoAemmiondl .gdllensemN Toc kill He hgeia ncrHea one pdin aelie”ea noh 
Ycmh He.dcme oA kgdh Goc fo Hch dlmo He.dcme oA kgo Goc ,nokN 

'gdh3m hge “law of reciprocity” ,i.,ins inj hge femiae Aoa soof people ho 
fo soof hginsm Aoa soof peopleN bnf hgdh im gok Goc He.ore d saedh 
rda,ehins pdahnea Aoa Goca .onne.hionmN

*A once-popular system of organizing contacts and their business cards by
holding them in a physical state as an alphabetized rotating .leB  - M%
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CHAPTER 6

MARKETING POSITION: WHO DO
YOU SERVE?

“If you do build a great experience, customers tell each 
other about that. Word of mouth is very powerful.”

Jeff Bezos, Amazon

We have touched on identifying your ideal target market; now, we will 
dig deep to show you how to strategically position yourself in your 
marketplace. First, you will understand that narrowcasting is where the 
money is, while broadcasting is how to starve to death. 

When you Brst start in business, part of you wants to believe that what 
you provide is for everyone, and it is not. 3ut instead, you learn that you 
are the expert for a Bnite number of people who need, want, and are 
willing to pay for your products and services. 
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3y being strategic, you narrowcast to the ideal people who are ready 
and willing to commit. -ou take control of your marketing, so it is 
laserGfocused on those people rather than broadcast to those with no 
interest. Preat marketing attracts those who should do business with 
you and repels all others. 

qositioning separates you from your competitors. It instantly estabG
lishes what your clients should expect from you on Huality, price, and 
service. For example, imagine traveling to qaris, France. -ou could stay 
at the Rotel zitA or an Sirbnb. 3oth places will provide you with a place 
to sleep, but each has a speciBc position in the marketplace. 

Attract and Repel 

Mpeaking of bed and breakfasts, one of 'artin&s favorites is 3ig 'ill 3ed N 
3reakfast in Williamston, Corth Tarolina. Thloe juttle is the innkeeper 
and a professional chef. Rowever, she doesn&t like making breakfast, so 
instead, she offers her guests granola, Oam and bread, fresh milk, orange 
Ouice, and the Bxings for coffee. Snyone on the staff can easily set up the 
breakfast, and it&s in the room ready when the guests arrive. 

When potential guests call and start asking about the expected lavish 
breakfast, Thloe resets their expectations and, if necessary, redirects 
them to another 3N3 that will better match their ideal. Mince she 
has narrowcasted her market, she is usually fully booked. zecently, 
Thloe added kitchenettes to each unit and has converted to primarily 
longGterm stays for professionals and adventurous vacationers. 

Thloe has attended many of 'artin&s marketing classes, and he freG
Huently uses her business as an example of snagging a wellGdeBned 
position in a cluttered market. 4ccasionally, a student will wonder why 
she didn&t Oust offer a bigger breakfast and capture the rest of the 
market.  
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First of all, she didn&t want to. Mecondly, by deBning her 3ig 'ill as the 
place to go and relax without a schedule or intrusion, she attracts that 
customer who is thrilled to be there. jhey don&t have to get up in the 
morning and be friendly with strangers; they can eat when they like and 
still have the 3N3 atmosphere of a coAy room on a working farm. 

If you are stuck trying to identify your ideal customer, think about the 
people you don&t want to serve. jhen, think of the people that take up 
%82 of your time and give you "82 of your proBt. 

Snother of 'artin&s marketing students has a bakery specialiAing in 
dairyGfree, glutenGfree, and nutGfree pastries and cakes for people with 
allergies. Mhe volunteered that one of her least favorite customers asked 
where the bakery gets its eggs and other ingredients. St Brst, the baker 
thought she should make a list identifying the sources for all her makings 
and have that at the ready for customers like the egg lady. 

'artin said, Dqlease don&t make that list. ?o you think the egg lady and 
others like her will be satisBed with that list(D jhe baker paused for a 
minute, then replied, DCo.D Mhe realiAed that by doing that, she would 
encourage picky customers she could never satisfy.

Instead of making that list, the baker could use her time to create a 
)yer that promotes their allergyGfree products and slips it in with every 
purchase. jhat little bit of educational marketing will mean a lot to her 
committed customers, who already trust her skills and ingredients. It 
reminds them to come back for more goodies and to tell others about 
the allergyGfree options. 

Ss a business owner, it is up to you to purposefully attract the right 
customers and repel 1redirect  the people who are not your ideal.   
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Competition: Conquer or Cooperate 

-ears ago, qat lived in Fraser, Tolorado, a small rural town near the
Winter qark ski area. Re had established a successful computer tech shop
and was very involved in the community. jhen, a new guy, formerly at
'icrosoft, came to town, introduced himself, and announced that he
planned to put qat out of business.

St Brst, qat thought he was Oust posturing and instead offered that the 
two businesses could coGexist because there were plenty of customers 
within the region and many things his shop didn&t offer that were needed. 
jhe new competitor explained that he wanted the whole market and 
didn&t need to cooperate, Dit was Oust businessD. 

jhe competitor started advertising. Mo, qat did as well, but his ads offered 
computer parts at wholesale prices. Toncentrating on his advantage of a 
tech team providing services that his competitor did not have. 

While we truly believe in value over price, this was a tactical move, and it 
worked. jhe competitor was livid and phoned qat to complain about his 
below market pricing.
E
qat explained that if he were going to be put out of business he was 
going to make it very hard and expensive for his competition. Re knew 
he had supportive clients who would stick with him, so he looked at this 
challenge as an opportunity to gain more market share with this pricing.

jhe competitor had energiAed the market, and good business people 
like competition. Re also knew it was only a matter of time before the 
business climate changed this competitor&s Dtake overD strategy.

Mhortly afterward, as qat&s business grew and he expanded into new 
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products and services theEregion needed, he ended up purchasing the 
competing business and grew to become the Internet Mervice qrovider 
with over 9888 rural customers.

Tompetition is good and you should actively look for it locally or outside 
your service area. 3ut, it&s best to cooperate; we call it DcoopetitionD.

Create Your Ideal Customer Persona 

-our customer persona is a visual manifestation of your ideal client. -ou
create the customer persona by reviewing the attributes of your best
customers. For example, you want to know where they live and work,
their age, their interests, the type of car they drive, where they shop,
family status, and personal attitude.

jhe shopper who heads to the health food store for organic almond milk 
is not the same consumer who regularly drops into the convenience store 
for a Oug of milk. Vust from reading this, you visualiAed two very different 
people even if their demographic information 1age, income, family siAe, 
homeowner, and location  matches. 

4nce you have taken the time to identify your ideal customer persona, 
you can effectively and efBciently target your marketing to bring them 
into your business. jhe customer persona sharpens your laser focus on 
your position in your marketplace.  

-our customer persona is the Huickest and cleanest way to communicate
the clients you serve to your referral partners. jhe clear visual means
your marketing partners know exactly who to send your way.
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Getting What You Want 

Ss you Brst start out in business, your ideal client may not materialiAe as 
you planned.

:ssentially, we are encouraging you to start backward. Imagine your 
perfect business. LisualiAe the systems and processes you have in place, 
the products and services you offer, and that ideal client you want to 
serve. jhen ask yourself two Huestions5  

J. D?oes this market exist(D If you can&t Bnd something your market
cares about, you don&t have a market. jhat may be why someG
body&s business isn&t reaching the levels it could or should be.

". DWhat makes me different(D If you are unsure, ask your current 
customers or clients what makes them come to you.  

For instance, qat knew a young man, 3illy, who was an exceptional BG
nancial planner. Re had an excellent education and has been passionate 
about investing since he was a teenager. Ris clients genuinely appreciatG
ed his service and expertise. Re envisioned his market as highGnetGworth 
investors actively interested in their portfolios. 

Ris market did exist, but those people thought of him as a kid and felt 
more comfortable with a more mature person. qat suggested to 3illy that 
he offer guidance to people who were carrying student debt.  

3y taking that position in the market, 3illy became a trusted expert for 
the offspring of those highGnetGworth parents. Ss the parents became 
aware of 3illy&s expertise, they started turning to him for Bnancial soluG
tions.  

4nce you start getting traction on your position with your current 
clients, you can create a marketing message that supports this position.  
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Positioned, Not Pigeonholed 

Tarving out your niche market does not restrict you to that one category. 
jhe cool thing about a position is that other opportunities will show 
up once you claim it. For example, qat approached a bookkeeper who 
primarily worked with restaurants and suggested targeting people in 
'ultiG6evel 'arketing 1'6' . Ris timely suggestion helped her transiG
tion from restaurants where the competition was stiff to '6' owners 
who became her instant referral network. 

S wellGdeBned position helps you stand out from your crowded Beld. jhe 
market does not need another person who does what you do; it needs 
the difference you bring with what you do.

'ake a list of all the beneBts your business offers the market. Sfter 
creating this list, keep only those truly unique entries. jhese beneBts 
could be as tangible as a superb location with easy access or as intangible 
as your problemGsolving skills. 

jo conBrm your list of uniHue beneBts, go back to the people who have 
hired you and ask them pointGblank why they chose you. jhen, follow up 
with Huestions about what you could do to serve them better, and then 
use this information to Aero in on your target market. 

Tolleen is an excellent social media marketer. Mhe could work for Oust 
about anyone, but she recogniAed that tradespeople don&t have the time 
or energy to do social media. Ss a result, she has captured an underG
served market by working with plumbers, carpenters, and electricians.

4nce you recogniAe what makes you uniHue 1your knowledge, service, 
products, and solutions , you will be able to direct your marketing to the 
people who need you most. 
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Marketing is Education 

4nce you identify your target, your marketing program educates 
your potential clients. For instance, qat had been encouraged to see a 
chiropractor for his sore back, but he thought they were on the fringe 
of health care. Rowever, after he learned about their training and 
techniHues and experienced relief without drugs, he became a huge 
proponent of chiropractic practices, goes regularly, and is a great 
referrer.  

qrice is not a factor in marketing. Rowever, value is vital because 
anyone can compete with you on price. -our value is uniHue, not your 
pricing; so remember to keep pricing out of your marketing.   

jhink of it this way, Tar'ax does not sell the least expensive cars; 
they sell vehicles with the least amount of haggling. jhat uniHue 
offering sets them apart from every other used car lot.

-ou must consider your potential client&s needs and how they will
search for that information. For example, if you want the best price
when looking for car insurance, you&ll  likely enter Dcheap car inG
suranceD into your internet search engine. Mince cheap eHuates to
inferior, an insurance agency would avoid using that word in their
marketing unless it was part of a blog explaining why cheap car
insurance can be expensive. Mo again, it is an opportunity to educate
your potential client using terms that resonate.

S scuba instructor got a oneGstar review for not clearly explaining 
the importance of the medical form for new students. jhe instructor 
understood that students needed a doctor&s signature on the form 
before entering the water. Mtill,  his students weren&t clear about 
the instructions and were disappointed when the missing signature 
prohibited them from participating in the class.
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In response to negative feedback, the scuba instructor created a video 
for his website that clearly explained how to Bll out the medical form 
and the reHuirement for the doctor&s signGoff before starting the class. 
While his educational video provided instruction for potential students, 
it also gave them a chance to meet him virtually and make a connection. 
In addition, he positioned himself as a careful, caring instructor. 

-our goal is to create a marketing plan that turns your prospects into
raving fans. -our marketing program will educate and entice them to
come to you for a solution. jhen, when you provide the products or
services they need in a positively unforgettable manner, you will have a
new referral marketer on your team5 a thrilled customer.

Mtaking a position in your marketplace allows you to identify who you 
work with and how you provide products and services to your target. 
-ou do not want to be for everyone. -ou want to be the best option for
your ideal client.

Cext, we will work on deBning your KniHue Lalue qroposition. Sgain, how 
you answer the Huestion, DWhat do you do(D will get people interested in 
you and your solutions. 
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CHAPTER 7

UNIQUE VALUE
PROPOSITION/YOUR MESSAGE

“Word-of-mouth marketing isn’t about giving customers 
talking points as if they were brand spokespeople. It’s about 
delivering an exceptional customer experience that makes 

customers want to recommend you.”
Deborah Eastman, CMO, Satmetrix

Okay, you have proqled your ideal customer, established your market po-
sition, and now you need to create the message that Tuickly, succinctly, 
and memorably states the value of doing business with you. Uhat message 
is called a VniTue Palue (roposition )VP(", and it is not an elevator 
speech or a pitch of any type. Instead, it is a Tuick answer to ?What do 
you do4? that leaves people intrigued enough to ask more Tuestions. 
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Why Should You Use the UVP? 

Lour qrst meeting is when you get to know people. Lou qnd out what you 
have in common and if and how you might extend the relationship. 'ike 
dating, you donBt start the evening with a proposal )or a proposition" that 
would scare people away from you.

Lou know what it feels like to have someone stufqng their business card 
in your hand with the expectation that you are their next sale. Uhat is not 
relationship marketing. 

Ay consistently using your VP(, you have a perfect, powerful answer to 
?What do you do4? Snd yet, it is not a pitch. It is a declaration of your 
abilities and who you work best with. Lour VP( is a tool to get into 
peopleBs circles of in9uence. Lou are working to get referred. Lou are 
working to get people into the relationship marketing structure and your 
word-of-mouth system. Uhat is a system that will enable you to do good 
business continuously. 

Uhey are going to ask you what you do for a living, and you are going 
to tell them what you do for people that actually need your product 
or service and who you are meant to serve. Fo, you will start building 
your relationship with this potential colleague by sharing your values and 
learning about theirs. 

Values Reviewed 

Lour values are the reason people like working with you. Uhey are the 
beneqts you provide for your speciqc market. Uherefore, you must have 
values that resonate with them and that serve your clients so they will 
return to you and refer other people )who are like them" to you. 

Uhink about big retailers like Walmart and Uarget. St qrst glance, some 
people may assume these retailers serve the same customers, but they 
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donBt. jor example, Walmart spent years talking about how they were the 
cheapest place to shop. Uhen Uarget popped on the scene and clariqed 
that their stores, products, and services were better and that their prices 
were very competitive. Uhink about it5 you donBt see Uarget shopper 
memes on social media. If you are shopping price, you go to Walmart5 
that is their brand. If you want better Tuality, you go to Uarget because 
that is their brand. 

Will you qnd Walmart shoppers at Uarget4 (robably. Will you qnd Uarget 
shoppers at Walmart, also probably, but shoppers for each brand have 
an allegiance to one and will spend most of their dollars at the one that 
matches their values. Fo, what do they want, the cheaper price or the 
better product4

S word of caution, price is not the best ?value? to lead with for your 
VniTue Palue (roposition. jor example, saying you have the least expen-
sive auto body shop in town will sound qshy. It may be true that your 
hourly rate is the lowest in the area, but what people want to know is how 
Tuickly you can take their vehicle from homely to handsome. In addition, 
people want to know that your auto body team looks for the hidden 
damage after an accident, so that their vehicle is not 0ust good-looking 
but also road worthy. 

Uhe beneqts of working with you )your value" are your personality, pro-
tocols, and performance. Uhink of what you do and how you do it that 
makes you stand out and above the others in your qeld. 

What do they love? 

Felf-re9ection can be difqcult, so if you are unsure what your clients 
love about you, 0ust ask them. Lou will notice that many medical ofqces 
are sending out digital and snail mail Tuestionnaires to qnd out what 
you thought about your last visit. Uhey ask about wait times, services 
provided, and how the staff made you feel during your appointment. 
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Lou can ask similar Tuestions. Uhe easiest way is to sincerely ap-
proach your client and say, ?What did you likeGlove about working 
with me )us"4 What did we do that made you feel great4 Why would 
you work with us again4?

Lou can also ask your referral partners and the people in your referral 
group other Tuestions to get a different viewpoint on what people 
value from your industry. Fince they know your industry, ask themR 
?What are people not doing in my industry that you would love them 
to do for you4 What could people in my industry do that would 
thrill  you4 What can we do that would have the most impact on 
supporting you or your business4? When you ask those Tuestions, let 
your colleagues know that they donBt have to answer at that moment. 
!ive them a chance to think about it and share it with you in the next
week or so.

Hemember to follow up with them, too1 Uhe follow-up makes it clear 
that your reTuest is sincere and that you put great stock in their 
opinion. Slso, that follow-up contact is your chance to return the 
favor and say, ?2ereBs what I think would be an impressive value for 
someone in your industry1?

jollowing up on these Tuestions for your clients and colleagues has 
the additional value of creating another opportunity to connect with 
them, reminding them of the value you provided them, and getting 
back to top of mind with them. 

The Formula 

Once you truly understand the value you bring to your clients, you 
are ready to build your VP(. (art M is your action and the beneqt you 
provide, and (art … is how you do the things you do. 
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jor example, letBs look at CartinBs VP(R ?I teach small businesses how 
to make more money without spending more money.? It has all the 
elementsR his target market, action, and beneqts. 

Part 1 

jor your initial response, start with an action word, such asR teach, guide, 
relieve, direct, transform, prevent, create, or show. Include your target 
market, and close with the beneyt pou droviwe. 

Accountant: I ensure | small retailers | stay off the IRS 

radar. 

Stylist: I transform women into con,dentu natbral -eabp

ties. 

Chiropractor: I give contractors more kainpfree worg 

days. 

Martin: I teach small -bsinesses how to mage more money 

withobt skendin� more money.

Uhese short answers beg the Tuestion, ?Uell me more1 2ow do you do 
this4? Fo get your answer ready. 

Part 2  

When asked, ?Uell me more3? you present your hoR by describing your 
techniTues, tools, or protocols to deliver the best possible service and 
outcome. 

Accountant: By maintaining monthly communication and 

insisting on quarterly reviews. 
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Stylist: I listen closely to my client's desires and use 

eco-friendly products. 

Chiropractor: My dad was a carpenter; I'm committed to 

preventing tradespeople from working in pain. 

Martin: By teaching them to use relationship marketing 

and word-of-mouth advertising to narrowcast into their 

target market.    

Nreating this core message Tuickly and clearly demonstrates the beneqts 
of doing business with pou. Of course, other people provide what you 
do, but the beneqts of how pou serve your particular clientele make you 
stand out from those others. 

2aving your VniTue Palue (roposition at the ready makes it so much 
easier for people to either connect with you or make connections for 
you. 

In the above example, the chiropractor seeks contractors )their target 
market" to provide pain-free work days. 2e may be speaking to a realtor 
who doesnBt need his services, but she may know contractors who could 
beneqt from knowing about this particular chiropractor. UhatBs how 
networking works1 

Lou worked so hard to identify your client customer persona5 now, your 
VP( speaks directly to them and those who know them. Lour VP( is the 
magic formula for your relationship marketing system. 

Ss a reminder, you are not selling anything. Instead, you are educating 
potential networking partners about what is uniTue to your business. 
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Stuff Happens 

Imagine you have the magic formula )VP(" and are qred up for your 
next networking event. Lou stroll in ready to greet someone and get 
the conversations rolling when an unknown person rushes up and 
says, ?2i1 IBm Aeallp gnnopin , hereBs my card5 I have what you need1 
Uake my card3 I know I can help you, save you money, make you 
money, make you tallerGthinnerGhappierGsmarter, whatever. SJH1 I 
am the best at it. Fee ya1? (OOj1 Uhey are off to their next target. 

Snd thankfully, they are gone. Lou take a deep breath, gather your 
wits, and turn to the stranger next to you and say, ?2i, tell me about 
your business1?

?Wait, what4 Uhey are supposed to ask me1? is what youBre thinking. 
Snd you are right. Uhey are. Snd they will, but youBve got to qgure 
that nothing will happen if nobody asks. 

Uwo things are likely to happen now. One is they will also have a VP(, 
and youBll say, ?Uell me more1? Snd they will. Uhen they will ask, ?What 
do you do4? Fince you practiced your VP(, the words will roll off your 
tongue, and they will also ask how pou do what you do. Lou both win1 
Nongrats. 

What Do You Love? 

Lou might qnd this an odd Tuestion, but when you get people to talk 
about their passion, youBll have a better idea of who they ideally serve 
and not 0ust how they do it but why. Fo, when you want to learn more 
about a potential referral partner, ask them, ?What do you love about 
what you do4? Uhey will get thoughtful, animated, and excited to have 
the opportunity to answer that Tuestion. Lou will be the best conver-
sationalist because you let them expound about their passion, and you 

/8



listen. (eople love talking about what they do and rarely get a chance to 
do so. 'et them, and they will remember you. 

When asked what he loves about teaching small businesses to succeed, 
Cartin respondedR ?What I love is when I get messages after a class from 
students who are so excited about their results5 they wanted to let me 
know. Iust recently, I got a text from a guy saying, ’'et me show you, I 
listened in class1’ Snd his text included an image showing how he had 
applied something he learned. Les1 UhatBs a real win. If I can get my 
students so excited, they want to come back and tell me, then it really 
makes my day1? 

Nombining your VP( with your phenomenal conversation skills )aka 
asking Tuestions and then listening", you will build your referral network 
deep and wide. 

Jow get out there1 In the next chapter, we will discuss how to be sure 
you are ready to do business. 
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CHAPTER 8

READY, FIRE, AIM!

“We take most of the money that we could have spent on 
paid marketing and instead put it back into the customer 
experience. Then we let the customer be our marketing. 

Historically, our number one growth driver has been 
from repeat customers and word-of-mouth.”

Tony Hseih, Zappos CEO

When we started building this program on relationship marketing for 
our readers, we made an assumption. That assumption was that you 
are ready to do business. We assume that you have selected a product 
or service and have researched its value in your marketplace. And, 
from that research, you have decided that you have something that 
needs to come to market. That's great! 
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Notice that we didn't require that you have your logo, business cards, 
website, or marketing plan ready to go or up and running. Instead, we 
want you to know that you can start doing business without any of those 
things. So, if you've been using the lack of marketing collateral as an 
excuse to avoid pursuing your business goal, stop it! 

Those ancillary things are not what is in your way. Your mindset is the 
big hurdle. 

Throughout this training, we have coached you to understand who needs 
what you offer, how to identify and connect to those people, and most 
importantly, how to build a relationship marketing network that will 
create a river of business ?owing directly to you. 

Should you have a website, business cards, and all the other business 
trappingsB Yeah, most likely, especially the business cards. Gut here's the 
thing, you can get out there now and start connecting to people and 
building your network even without all that other stuff. (o! (et started! 

The Other Stuff 

When it is time to create your logo, website, and marketing messages 
)or update it to match your new understanding of your target customer 
persona/, ensure each element speaks to your market with the same 
consistent message. Then, with your branding all pulled together, be sure 
to use your logo and your company colors to create an instant correlation 
between youUyour product and who you serve. 

Vse your Vnique Palue 7roposition in print, online, and in person. It sums 
up who you are, who you serve, and how you differ from others in your 
industry. Vsing your VP7 as the basis for your marketing message, you 
will always be on track to connect to the right people. 
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That Sums it Up 

As "artin Grossman says, Rjelationship marketing improves your 
business with more income, more en:oyable customers, and a more 
fulKlling life since you put yourself into a service mindset. You are 
serving your ideal customers and your networking partners. What 
could be better than thatBR

We have provided you with a system with a few simple rulesC 8now 
your product, know your target market, know your value, and start 
connecting. 

You are ready to become an excellent relationship marketing part-
ner. (et started by :oining a referral network, a GNI group, a small 
business round-table, your ;hamber of ;ommerce, or any group of 
like-minded people you can get to know, like, and trust. 

Identify the types of people that you're currently referring to. Take 
note of the people you're already working with and enjoy working 
with. Hang out with people whose work you already love to stay 
connected to compatible people. And again, as stated in the training, 
Knd people already serving in the same pipeline as you. 

jemember the jealtorB She is serving current and potential home-
owners. Her network includes the tradespeople who supply and 
maintain a home, from landscapers to plumbers and interior de-
signers to pest removal. Who serves the same people that you doB 
;onnect with them to make your network expand exponentially! 

Your network is your referral toolbox. And those tools are :ewel encrust-
ed because you already know, like, and trust the people in your network. 
So when you make a referral from your network, you have conKdence 
that your connection will provide at least the same level of product or 
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service that you would provide. As you use your network, it will grow, 
as will your reputation for being the go-to person for solid referrals. 

Be a Farmer 

The difference between marketing and relationship marketing is the 
difference between hunting and farming. When hunting for business, 
you are trying to trap a customer. While you desperately want to get 
an elephant, all you might catch is chipmunks. So you won't starve, 
but you won't get ahead, either. 

When farming your business, you plant the seeds by telling people 
exactly what you do and how you do it. Your business grows because 
now people know what you offer and start reaching out to you for 
products and services.  

Get to Work! 

Start working on the system. (ive it a tryQ we expect you will be 
ama9ed at how well this relationship marketing system works. 

0uite frankly, if you try this system for FD days and don't get anything 
from it, we would be very grateful if you connected with us and said, 
RThis is where I got stuck.R

Two things will happen because of your willingness to connect. @irst, 
we'll learn something from it and get better, and second, your input 
will help other folks. 

If you Knd this relationship marketing system works for you, let us know 
which part of it was most useful! )When you contact us, please put in the 
email sub:ect lineC “jelationship "arketing Gook”./ We want to celebrate 
with you. And we ask that you recommend this book to three of your 
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referral partners in the next FD days. That way, you'll all be on the same 
page.

We have used this system for years. We have codiKed and reKned it to 
show others how to use it. Eo you understand why we did thisB Gecause it 
is part of our commitment to be of service to the  locally owned business 
community. After all, we are all in this together and we should work to 
make all boats rise. 

AgreedB (reat! (et to it! 

We are looking forward to hearing about your massive success. 8eep us 
posted! 

"artin Grossman and 7at Howlett  
)"artinF"artinGrossman.com/  
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RESOURCES

We are looking forward to hearing about your massive success from 
applying this book. Keep us posted! Martin@MartinBrossman.com (919) 
847-4757.

Please note that updates about Relationship Marketing³, will be posted 
at http://relationshipmarketing3/

Also, make sure to join the Facebook Community at  https://www.face
book.com/groups/RelationshipMarketing3 or https://bit.ly/rm3faceb
ook -- or scan this QR code:  

Martin Brossman and Pat Howlett also have produced a self-paced Rela-
tionship Marketing training program and here is a link to get 50% off for 
the $97.00 course: https://bit.ly/rm3studentdiscount 
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(or scan the following QR code):  

The best way to schedule Martin Brossman for success coaching, pre-
sentations, speaking engagements, or training  sessions is via his as-
sistant, Colleen Gray at Collleen@MartinBrossman.com. Or you can call 
919-847-4757 (option #1).

To get in touch with Pat Howlett, go to his website at BeTheGorilla.com 
or email him directly at Pat@BeTheGorilla.com  

Also, if you have written a book or are planning to do so, Martin recom-
mends CedarBooks because it offers premium publishing expertise at af-
fordable prices. To inquire about their consulting, proofreading, editing, 
illustrating, formatting, launching, and marketing services, please visit 
CedarBooks.com/publishing 

Finally, for excellent editorial service, contact Jane Maulucci at:  
TheReactiveVoice.com  
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MARTIN BROSSMAN

Martin Brossman has been helping hundreds of small businesses achieve 
their goals for decades since he left IBM in 1995.  He received the IBM 
Means Service Award in 11 months, which generally takes 11 years.  A 
real Renaissance man, Martin was awarded “Volunteer of the Year” in 
September 2000 by former North Carolina governor, James B. Hunt, for 
his work with cancer patients. 

Even in high school, Martin was awarded a National Science Founda-
tion Scholarship in 1977 which inspired him to write a book on how to 
make holograms. Those achievements were followed, later that year, by 
an ofjcial appointment as an adxunct instructor at his high school to 
teach a class on Holography to his peers. It is worth noting that those 
accomplishments occurred despite a childhood diagnosis of dysleDia and 
A’’. 

’ecades of menPs work, including being one of the co-founders with 
Uat Howlett of a Raleigh NC JONT6 menPs group led, in 200", to Martin 
receiving the Ron Herring Mission of Service Award from the Mankind 
Uroxect for his contributions in helping men. Also in 200", he began 
teaching —Marketing for Small Businesses— in community colleges and 
towns throughout North Carolina 3 and he continues to do so. 
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Since 2007, Martin has hosted numerous podcast shows, including a 
leading social-selling podcast with his late associate, Kreg Hyer. 

Then, in 2009, Martin pioneered the jrst social media management 
certijcate program with Anora McKaha and wrote the jrst book on the 
topic in the state of NC. Those endeavors eventually led to the creation 
of a popular course at NC State Oniversity called —Social Media Manage-
ment and Marketing Certijcate Urogram— that has been taught by Martin 
and his associate Waren Tiede for over a decade. Also, in 2009, he received 
the Ethel N. Fortner zriter Award, which is the highest literary pri8e 
from St. Andrews Oniversity. 

Martin was born and raised in zashington ’C and has lived in Raleigh NC 
since 19(G with his beautiful bride of many years, Barbara Carr Brossman, 
near his brilliant stepson, Emery Carr. MartinPs hobbies include photog-
raphy, ham radio 4WI)CFSL, hiking, meditation, and competition shooting. 
If you visit Shelley !ake Uark in Raleigh, you may jnd him riding his 
bicycle, walking, or taking photographs. If you do, donPt hesitate to say, 
“HiH” 
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PAT HOWLETT

Pat Howlett is a “localist”, family man, husband, father of four, grandpa of 
seven (and counting), brother, son, and a good neighbor. Ful…lling those 
roles is the reason he does what he does  his why.O

:ther hats Pat has worn include4 

 0-/year small business ownerCadvocate 

 Mity council member 

 Uayor of a small town 

 Mhamber of Mommerce president 

 Rrban Aenewal Tuthority board member 

 Kourism board and riverCtown clean/up volunteer 

 Liwanis Mlub president 

 Iions Mlub member O

knstrumental to this boo’'s creation is Pat9s founding of inside1B1.com, 
where he developed the training for Relationship Marketing³, met Uartin 
jrossman, and together began the 6ourney of directly helping micro 
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businesses succeed. Tll of these pursuits represented opportunities for 
Pat to create lifelong relationships, which is unsurprising because, as he 
and Uartin fre"uently point out, life's most important activities generally 
do involve relationships.O

Tlthough this boo’ focuses on how you can reach your business goals via 
relationship mar’eting, Pat encourages you to not stop here, !:nce you 
understand Relationship Marketing³, share it with three others=!   
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