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Thanks again for purchasing The Referral Engine: Teaching Your Business How To Market 
Itself. 
 
This discussion guide is designed to enhance your reading and discussion of the book. It is 
meant to prompt the application of strategies and techniques covered. 
 
The guide includes key points from each chapter, asks thought provoking questions, and 
outlines action steps. There is even a spot for notes and ideas that come to you. We hope that 
they will provide you with new ways of looking at--and talking about—referrals.  
 
It should provide material for discussions as well as individual reflection. Of course, utilization of 
this discussion guide will be dictated by the goals of your group and available time. Do not feel 
that each question must be discussed in detail. In fact, the discussion guide was developed with 
a high-degree of flexibility to allow you or the facilitator to pick and choose the questions and 
sections most pertinent. 
 
I’d love to know how this book has impacted you specifically personally and professionally. 
Please let me know about your experiences.  
 
Thanks, 
 
John Jantsch 
Duct Tape Marketing 
4806 Belleview Ave 
Kansas City, MO 64112 
866-DUC-TAPE (382-8273) 
john@ducttapemarketing.com 
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Introduction 
 
Key Questions 
 
1. Do you currently have customers who sing your praises? 
2. Are you utilizing a converged approach to networking by 

utilizing both traditional off-line as well as online sources? 

Key Questions: 
 
1. What makes you refer other businesses?  
2. What businesses do you talk about most? Why? 
3. Do others talk about your business in a passionate way?  
4. What strategies do you currently utilize as a referral strategy? 

Notes, Thoughts and Ideas: 

  

Key Points 
 
1. The Referral Engine 

offers a systematic 
approach to generating 
word of mouth as a 
comprehensive 
marketing strategy. In a 
larger sense, it proposes 
a new and better way of 
doing business. 

2. This book will show you 
how to craft a strategy 
that compels customers 
and partners to 
voluntarily participate in 
your marketing. 
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Ch 1 – The Realities of Referral  
 
Key Questions: 
 
1. Are you actively engaged in building social capital by making 

referrals to your current customers and clients? If not, why? 
2. Do people “buzz” about your business? If not, what steps can 

you take to create a total experience for your customers and 
clients?  

3. Are you actively engaged in creating a consistent and authentic 
approach to how you deliver your products and services to your 
customers?  

4. If you do not have a system in place to obtain referrals what 
pieces are you missing to begin this important business 
function?  

Action Steps: 
 
1. The next time someone asks you for a recommendation for a 

product or service refer them to a business you have worked 
with or have heard about from others.  

2. Think of an experience you had with a business and determine 
why it was so outstanding. 

3. Write down thoughts on how you deliver a “total experience” to 
your customers.  

4. Determine what has been holding you back from creating a 
referral system.   

Notes, Thoughts and Ideas: 
 
  ___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 

1. People make referrals 
because they need to. 
We refer as a form of 
survival and connecting 
other people.  

2. Buzzed about 
businesses have a good 
solution draped in a 
“total experience” that 
excites, delights or 
surprises the customer 
and motivates them to 
voluntarily talk about 
their experience 

3. As Seth Godin said in a 
recent interview, “If the 
marketplace is not 
talking about you there 
is a reason. The reason 
is that you are boring.” 

4. Repetition, consistency 
and authenticity build 
trust and are the 
foundational tools of the 
referral trade.  

5. Marketing is a system. 
However, we cannot all 
be crammed into the 
same box as some 
experts suggest. The 
ideal referral system can 
eliminate the need to 
ever ask for referrals 
again.  

6. The Tragic Referral 
Reality: You’re not doing 
anything worth being 
talked about. 

 
 
 



The Referral Engine – Teaching Your Business How To Market Itself 

© 2010 Jantsch Communications • All rights reserved. • No unauthorized copying permitted. 

Ch 2 – The Qualities of Referral 
 
Key Questions: 
 
1. Are you hiring and training your employees to create a referral 

culture? 
2. Do your employees have the tools, permission and 

encouragement to take matters into their own hands to achieve 
the ultimate objective of customer satisfaction?  

3. Do your employees treat the company as if it were their own?  
4. Are your process manuals up to date? 

Action Steps:  
 
1. As you would determine your ideal client, determine your ideal 

employee. Document the characteristics they have. 
2. Create up-to-date process manuals and request that your 

employees keep them up to date and encourage them to make 
them even better. 

3. Talk to your current employees. What opportunities do they see 
to improve your current processes? 

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 
1. Consider this: Your 

employees probably 
treat your customers the 
same way they are 
treated. 

2. Companies that focus on 
creating positive 
experiences at every 
turn tap the power of 
buzz quite naturally. 

3. When a referral strategy 
pervades your entire 
business you begin to 
approach relationships 
by asking, “What am I 
here to give?” or “How 
can I serve?” as 
opposes to, “What can I 
sell?” 

4. The Law of Value: Your 
true worth is determined 
by how much more you 
give in value than what 
you take in payment.  

5. The Law of 
Compensation: Your 
income is determined by 
how many people you 
serve and how well you 
serve them.  

6. Documenting your 
business processes is 
one of the most valuable 
practices you can 
engage in. 
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Ch 3 – The Path to Referral 
 
Key Questions: 
 
1. Look at your current practices. How can this converged model 

with the 4 C’s of Marketing come to life in your business?  
2. What kinds of educational opportunities can you offer?  
3. Do you have a Results Review process?  

Action Steps: 
 
1. Determine which of the 4 C’s you currently utilized in your 

business and determine which you need to improve.  
2. Create a Results Review process and perform it with your 

current client base.  
3. Create a touch point map (example at ReferralEngineBook.com) 
4. Create an organizational chart that clearly identifies all the 

functions that need to be performed.  

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________ 

Key Points 
  
   
1. The 4 P’s of Marketing: 

Product, Place, Price 
and Promotion has given 
way to the 4 C’s of 
Marketing: Content, 
Context, Connection and 
Community. 

2. Widely referred 
businesses of all types 
create opportunities for 
prospects to join a 
community.  

3. There are two camps of 
business: 1) Tech-
oriented: spend most of 
their time online 
marketing 2) Traditional 
off-line: spend most of 
their time with face-to-
face events.  

4. A business model that 
focuses on all four C’s of 
Marketing has the 
greatest opportunities for 
creating a business that 
turns into a referral 
engine.  

5. Keep your marketing 
organized using a 
traditional org chart and 
start with Marketing, 
Money and 
Management. 
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Ch 4 – The Referral System View 
 
Key Questions: 
 
1. Which customers in your existing base make you think, “If only 

we had 10 more like this?” 
2. How can you strip down what you do and create an innovation 

that anyone can understand, buy, remember and talk about?  

Action Steps: 
 
1. Study your existing clients and determine what characteristics 

they share that either make them ideal or less than ideal.  
2. Brainstorm at least 5 potential ideas for a talkable innovation. 
3. Create an expectation mindset with your customers. 
4. Create a dashboard of key referral indications as a way to set 

goals and measure the success of your initiatives.  

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________ 

Key Points 
  
  
1. Core Talkable 

Difference: is the simple, 
remarkable different that 
is your chief competitive 
advantage.  

2. Ideal Referral Customer: 
until you accept the 
notion that you must 
keep your market focus 
tight, you constrict your 
organization’s ability to 
grow.  

3. In a fully functioning 
referral marketing 
system we move from 
finding to being found. 

4. A fully developed referral 
system targets two 
distinct prospect groups.  

5. Referral Entry Points: 
 Get an expectation 

mindset 
 Segment customers 

from partners 
 Create turn-key tools 
 Plan for logical collection 
 More than one creative 

entry point 
 Measure and adjust 
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Ch 5 – Your Authentic Strategy 
 
Key Questions: 
 
1. What perception, perhaps even one word, do you want your 

customers to have when they think of your business?  
2. How can your business be like a “red leaf”? 
3. What’s the one way you do business that you can confidently 

state, “This is how we do it here”? 

Action Steps: 
 
1. Create a mash up phrase: “We’re like ___________________, 

but with ________________________.” 
2. Create a story for your business, share it and keep it alive.  
3. Create a needs discovery process which will become the filter 

for identifying your ideal customers.  
4. Create a method to capture and measure these four goals: 

a. Lead Generation 
b. Percent of Leads Converted 
c. Cost Per Customer Acquisition 
d. Average dollar transaction per customer 

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
  
  
1. Businesses that get 

talked about are driven 
by a higher purpose.  

2. When you keep hearing 
“Nobody does that” you 
are on to something.  

3. A widely referred 
business has 
differentiated itself by 
becoming the “red leaf”. 

4. Capture and 
communicate the 
essence of your 
differentiation the 
simplest way possible.  

5. Attempting to work with 
clients who are not ideal 
is what leads to most of 
the negative buzz 
created around a brand.  

6. People connect with 
stories that are personal, 
telling, truthful and 
relevant.  

7. Little touches are the 
flourishes that help 
amplify the company’s 
message and mission in 
ways that open doors, 
excite journalists and 
cause people to talk.  

8. The Secret Sauce: 
TIHWDIT (This is how 
we do it here) 
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Ch 6 – Content as Marketing Driver 
 
Key Questions: 
 
1. What is your primary topic or outline for your “point of view 

white paper”? 
2. How do you plan to gather testimonials from every happy 

customer? 
3. What is your plan for building relationships with key journalists 

to build awareness for your content? 

Action Steps: 
 
1. Sign up at HelpAReporter.com and read the three daily emails 

and look for stories you can add to as well as clients, prospects, 
or partners who could be offered as a resource.  

2. Visit delicious.com to see what other people are finding and 
sharing.  

3. Take questions you get over and over and turn them into blog 
posts. 

Notes, Thoughts and Ideas: 
 
___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
  

 
1. In order to generate 

leads and be found you 
must put yourself in the 
path of people who are 
learning about and 
shopping in your 
industry.  

2. The best way to make it 
easy for others to refer 
your business is to come 
up with a list of “trigger” 
phrases that are the 
exact phrases your 
prospects utter. 

3. Today’s advertiser 
knows that advertising is 
less effective at creating 
sales but very effective 
for creating awareness. 

4. Your advertising’s call to 
action should be one of 
permission – permission 
to teach.  

5. If you can prove yourself 
to be a reliable source of 
information, you will 
become a friend to 
journalists.  

6. If you want to learn 
something, teach it. 

7. One of the best way to 
develop competitive 
marketing skills is to 
develop and present a 
talk of some sort 

8. The trick is to find ways 
to take content you 
absolutely need to 
create and find ways to 
repurpose it.  
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Ch 7 – Convergence Strategies 
 
Key Questions: 
 
1. If your website is your primary content hub; what spokes will 

you put in place?  
2. How will you merge traditional networking with social 

networking? 
3. What technology, campaigns and personal touches can you 

employ in your processes to get to Know, Like, Trust and Buy? 

Action Steps: 
 
1. Determine and implement items in your dashboard that allows 

you to monitor what is being said.  
2. Determine which social media activities need a routine and 

devise a plan.  
3. Develop a list of staff, strategic partners, and customers you 

would like to have as blog authors.  

Notes, Thoughts and Ideas: 
 

  ___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
  
1.  

Having a website is 
good, but you should 
consider other online 
strategies as well. 

2. The most easily referred 
companies are naturally 
social. 

3. Authentic networking is 
authentic networking no 
matter the platform. 

4. A well-written and well-
maintained blog has the 
ability to deliver the 4 
C’s. 

5. Podcasting uses simple 
tools to deliver content. 

6. Adding audio messages 
throughout your website 
can guide your visitor’s 
experience.  

7. E-lunches are a new and 
highly efficient way to 
meet people.  

8. Use tools (free and / or 
paid) to monitor digital 
conversations.  

9. Set up and employ a 
systematic approach to 
social media 
participation. 
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Ch 8 – Your Customer Network 
 
Key Questions: 
 
1. What’s your referral number? What percentage of your clients 

refer business? 
2. What process will you use to introduce referrals as a condition 

of doing business with your company?  
3. What flourishes or surprises can you build into your customer 

fulfillment processes?  
4. What tools will you utilize to communicate frequent and 

consistent updates to your customers?  
5. How can you engage your customers to participate in the 

referral process at the most personal level?  

Action Steps: 
 
1. Create a calendar of contacts and find ways to never go more 

than 30 days without some form of contact. 
2. Determine who your loyal champions are and send them a 

token of appreciation. (flowers, movie tickets, handwritten 
cards, etc.) 

3. Create a Customer Bill of Rights. 

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 
1. Your Referral Number is 

how many clients refer 
friends, colleagues, and 
neighbors.  

2. By asking one question: 
“How likely is it that you 
would recommend us to 
a friend or colleague?” 
you can track these 
groups and get a clear 
view of your business 
through your customer’s 
eyes.  

3. The best time to discuss 
referrals is before 
someone actually 
becomes a client.  

4. The lifetime value of 
every client is unlimited 
when you factor in the 
customer’s ability to 
make a referral.  

5. Having a Customer Bill 
of Rights is important so 
both parties know what 
is expected.  

6. You can easily over-
deliver on expectations 
by throwing in something 
extra. Make it a surprise 
so it’s considered over 
and above what was 
expected.  

7. Start to build up a 
network of super-stars –
all for the benefit of your 
customers! 

8. The more engaged the 
referral source is in the 
process of making the 
referral, the more likely it 
is that lead will become 
a customer. 
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Ch 9 – The Strategic Partner Network 
 
Key Questions: 
 
1. Who belongs on your strategic partner team and how will you 

identify more? 
2. What whitepapers, workshops and other content do you already 

have in place that can be used to cobrand with your strategic 
partners?  

3. How will you structure and fully promote a more formal group of 
partners?  

 
Action Steps: 
 
1. Identify and recruit members by filtering them based on this 

question: “Would I feel 100 percent comfortable in referring my 
best customer to this business?” 

2. Begin to develop a list of potential strategic partners and provider 
members. 

3. Craft a letter of introduction with the desire to learn more about 
their business and send it to everyone on your list.  

4. Create the four question survey and send a completed one (for 
your business) with your letter of introduction. 

5. Participate in and promote “Make-A-Referral Monday”. 

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 
1. Your strategic partner 

network is a group of 
business owners who 
share your description of 
an ideal client. 

2. One of the most 
powerful things that you 
can do to increase your 
value in the eyes of your 
customer is to become a 
wealth of information 
and resources that your 
customer needs.  

3. Create two lists: 
strategic partners and 
provider members.  
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Ch 10 – Ready to Receive 
 
Key Questions: 
 
1. How will you position your requests for referral in a manner that 

offers your referral source the benefit of doing so? 
2. What process will you create to ensure that you are making 

referrals as effectively as you are receiving them? 
3. How can you get every employee involved in the acquisition of 

referrals? 

Action Steps: 
 
1. The next time someone approaches you with “My friend said I 

should contact you” immediately contact the referral source and 
find out why they did so.  

2. If you are not already receiving a flood of referrals determine 
where your gaps are.  

3. Determine what you can do to offer something “special” to the 
person who was referred to you.  

4. Acknowledge those who send referrals, even for ones that do not 
close and communicate to them throughout the process. 

Notes, Thoughts and Ideas: 
 

  ___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 
1. When you are talking to 

an existing client, the 
benefit of a referral is the 
opportunity to help that 
person help a friend or 
raise their perceived 
value with a colleague. 

2. Recognize, be ready 
and take full advantage 
when the opportunity 
arises to ask for a 
referral.  

3. When you make a 
referral stay involved in 
the process to ensure 
value was received by 
all.  

4. A referral is a lead that 
needs special and 
exceptional follow-up. 

5. Communicate and 
acknowledge (publicly 
when appropriate).  

 
 
 
 
 
 
 

Key Points 
 
1. Employing multiple 

referral programs, 
focused on different 
market segments and 
partners, is the key to 
building a culture of 
referral 
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Ch 11 – Referral Specific Campaigns 
 
Key Questions: 
 
1. What services and incentives can you exchange with strategic partners as a source of 

advertising?  
2. What non-profit organizations could benefit from your products and services in a manner 

that is win-win for both? 
3. What program can you develop and employ for capturing testimonials and what incentives 

will you offer?  

Action Steps: 
 
1. Create valuable content, package it and take it to strategic partners so they can cobrand it 

and share with their customer base. 
2. Find ways to help your customer do good and spread the word about your product or 

service at the same time. 
3. Create a personalized landing page on your website just for referrals.  
4. Create your own referral network.  
5. Plan a testimonial gathering party.  

Notes, Thoughts and Ideas: 

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________
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Ch 12 – Snack Sized Suggestions 
 
Key Questions: 
 
1. Which provided examples for Retail, Service Businesses and 

Independent Professionals are best suited for your business?  
2. What additional strategies can you use to become a widely 

referred business? 

Action Steps: 
 
1. Chose (or create) at least two ideas presented and tailor them 

for implementation in your business.  

 
Notes, Thoughts and Ideas: 
 
  ___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________ 

Key Points 
 
1. Most referral strategies 

can be applied, in some 
fashion, to most 
businesses there are 
some that are more 
suitable to certain kinds 
of businesses than 
others. 
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Ch 13 – Workshop 
 
Action Steps: 
 
1. Outline or complete your strategy action plan 
2. Outline or complete your content action plan 
3. Outline or complete your convergence action plan 
4. Outline or complete your direct customer network plan 
5. Outline or complete your indirect partner network plan 
6. Outline or complete your ready-to-receive action plan 

Notes, Thoughts and Ideas: 
 

  ___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

___________________________________________

Key Points 
 
1. By completing, or at 

least outlining, the 
various elements of 
these six core widely 
referred business 
elements you can begin 
to experience the 
systematic momentum 
that’s necessary for 
long-term business 
growth. 
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So, where do you go from here?  
 
There really are a number of ways for you to put the information in this guide to work for you.  
 

The Do-It-Yourself Plan — Get the entire Duct Tape 
Marketing System 
 
When you buy the Duct Tape Marketing System, you’ll have a step-by-step guide to each of the 
components outlined in this report. In addition, you’ll receive tons of real-life examples and all the tools 
and forms you need to create a powerful marketing plan.  
 
Duct Tape Marketing™ - The Ultimate Marketing System 
 
 The Duct Tape Marketing Ultimate Marketing System is a collection of over 400 pages of marketing 
workbooks, examples, and tools and 12 audio CDs that make up the most complete small business 
marketing self-study program ever created. 
 
Each workbook contains a thorough explanation of one critical small business marketing topic, real-life 
small business examples and worksheets, forms and tools needed to help you implement the lesson 
presented. 
 
You can acquire the entire series of workbooks and audios as a set or individually. 

 
Get The Ultimate Marketing System – http://www.ducttapemarketing.com/products  

 
Hire a Duct Tape Marketing Authorized Coach  

 
Look, you know what you do best, and I’m guessing you’re reading this 
guide because marketing isn’t it. Or, maybe you know all about 
marketing, but it just never seems to get done.  
 
Hire a marketing coach to help you complete the ultimate marketing plan. 
You’ll receive one-on-one attention from a marketing pro who can help 
you craft a powerful marketing plan, hold you accountable for completing 
the each step and then show you just how to implement the plan to grow 
your business. 
 

Duct Tape Marketing Coach – Need help implementing any and all of the strategies in this workbook? 
The professional listed below is a specially trained and authorized Duct Tape Marketing coach who can 
lead you on the path to explosive growth.  http://www.ducttapemarketingcoach.com.  


