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The Macquarie VAN Growth Navigator program is provided by Macquarie Bank Limited ABN 46 008 583 542 AFSL and Australian Credit Licence 

237502 (MBL). No financial services or financial products, as defined in the Corporations Act 2001 (Cth) are being offered as part of the provision 

of the Macquarie VAN Growth Navigator program. No members of the Macquarie Group, including MBL, give, nor do they purport to give, any 

legal advice. Accordingly, you should seek your own independent legal advice.

For the purpose of the preparation of this document, we have made a number of assumptions based on the information provided by You in relation 

to the operation and management of your business (“the business information”) and have relied upon them. These assumptions include, but are 

not limited to, that the business information provided by You and or your directors, officers or employees, (whether verbally, in writing or 

electronically) is accurate, up to date, complete, without omission and that there is no other relevant business information that has not been 

provided to MBL. MBL is not aware that any of these assumptions are in any way incorrect or cannot be relied upon.

The information contained herein is provided in good faith based on the information as provided by You. No responsibility for the accuracy, 

completeness or timeliness of the information is accepted. The use of this information by You is at your compete discretion and is wholly your 

responsibility. MBL does not accept any liability for any loss howsoever caused arising from reliance upon the information contained in this 

document. Opinions or recommendations that are expressed are subject to change without notice.

The copyright of this document remains with MBL. The contents of this document are to be treated as commercial in confidence and must not be 

disclosed to third parties without the prior written consent of MBL.

Important information
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Welcome to the 
VAN Marketing 
Working Group

• Objectives

• Frequency



Building a client 
referral program



FormalInformal

B
2

C
B

2
B

Personal Centres of Influence 

- Key person using influence in communities

and networks beyond the firm 

Personal Introductions

- Asking clients for friend and family referrals

Mere Referrals

- Informal “no obligations” client referrals

between professional peers

Professional Centres of Influence

- Formal structured (usually mutual) “hub &

spoke” style professional arrangements

Spectrum of formality 

Informal 

“handshake” deal 

Structured introductions 

program
Contractual JV Formal structured JVCo-marketing alliance
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To close the referral  gap

Why a client referral program? 

highly likely to recommend your firm

have recommended in the past 12 months

71%

49%

What kind of clients are most likely to refer?

Those who are asked. 
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What do we mean by referrals?

Refer

Recommend

Personal 

introduction

Personal 

favour
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What kind of referrals do you 
want to attract? 

How can we invest in 

generating referrals who 

are as valuable as our 

top 20% of clients? 
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How do we generate referrals? 

3.

Say 

thank you

2.

Ask

1. 

Clarify your 

value
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What tools do we use to embed referrals 
in our business? 

Systematise

+ equip

Train your 

team

Leverage 

your data



PAGE 12

Summary

1.

Set 

objectives

2

Engage 

your 

champion

3.

Agree 

common 

language

4. 

Map + 

build 

tools

5. 

Ask!

6.

Capture 

and 

measure

7.

Thank

9.

Review 

and refine

8.

Train 

again

8.

Train 

again



Keep, lose, gain
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Attracting more referrals | Keep, lose, gain

To attract more referrals what 

activities do we need to keep?

To attract more referrals what 

activities do we need to lose? 

To attract more referrals, what

activities do we need to gain? 



What action 
will you take?



Future session topics



Questions?


