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ESTABLISHING STRONG 
RELATIONSHIPS

A salesperson can compete on the basis of products, price  and service 
but still lose the sale because of the relationship   dna remotsuc eht neewteb 
a competitor’s salesperson.  

As the saying goes, people buy from people they know, like and trust. 
Your likeability and your ability to form strong relationships quickly, will 
be more e ective than all the credentials in the world or even having the 
lowest price. 

PARTNERING RELATIONSHIPS 
With the increased competition and greater product and service 
complexity of today’s marketplace, there is a need to adopt a 
relationship strategy that emphasises the lifetime customer. Instead of 
viewing prospects as transactional customers that you sell to once, you 
view them as partners in a long-term selling relationship.  

When I’m speaking with an organisation 
about delivering sales training and 
coaching, I discuss not only the date of the 
upcoming training for their sales team, but 
also how I can partner with them to help all 
the sales teams and their various o ces 
around the world, throughout the year and 
in years to come.

Partnering can be defined as a strategically developed, long-term 
relationship that focuses on solving the customers’ buying problems. 
Partnering is the highest quality selling relationship. 



There are three keys to a partnering relationship: the relationship is built 
on shared values; everyone clearly understands the purpose of the 
partnership and is committed to the vision; and the role of the 
salesperson moves from selling to supporting.  

By demonstrating over time how you can support your customers in 
solving their problems, you will never sell another day in your life.

PARTNERING 
RELATIONSHIPS 

FOUR KEY GROUPS 

Your relationship strategy needs to focus 
on four key groups: customers, secondary 
decision makers, your company support 
sta  and your management personnel. 
You need the support of these people to 
help you reach your goals.

MANAGEMENT
PERSONNEL

CUSTOMERS

SECONDARY
DECISION
MAKERS COMPANY

SUPPORT
STAFF

One way to develop stronger connections with those people is to help 
them think about the ways you are already helping them. Then find out 
what else they need to reach their goals and help them with that. People 
will respond to you helping them with similar benevolence of their 
own. 
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GETTING TESTIMONIALS 
When we talk about how great we 
are it can come across as bragging, 
but when other people talk about us 
it comes across as evidence. This is 
why testimonials are so e ective. 
Testimonials are one way that 
customers reciprocate for the 
support you give them.  

Your big challenge is to develop a strategy that will help you get more 
testimonials. Most people don’t ask for testimonials and when they do 
they wait until after a project has been completed. Take a look at your 
list of past customers. Have you asked them all for testimonials? Why 
not? And what about the clients you are working with right now? I’m 
guessing they’ve said kind words about you during your time together, 
right?  

Try practicing this. The next time one of your customers sends you an 
email or tells you on the telephone about how happy they are with what 
you’re currently doing for them or how you have recently helped them, 
thank them very much and mention that what they just said is 
something that could be really useful for other people to know about 
your business. Ask them if you could use exactly what they just told you 
as a testimonial. More often than not, the customer will say yes—and 
there you go, you got yourself a testimonial. Easy!  

You could even take the liberty of writing something up in your own 
words, sending it to a past or current client and asking them if they 
would feel comfortable signing o  on it or putting it on their letterhead. 
Tell them that you appreciate how busy they are and you thought that 
you would draft a few things based on what they had told you before. 
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“ ”
When we talk about how great we are it can come 
across as bragging, but when other people talk about us 
it comes across as evidence. 

I remember being approached by one company that asked me to 
submit a proposal by the end of the day. I wanted to put my best foot 
forward, so I fired o  emails requesting testimonials to two of my most 
recent clients for whom I had delivered sales training. 

For one company, I drafted a testimonial based on something they had 
said in previous correspondence and asked them if they would agree 
with it. The managing director said that he wanted to rework it in his 
own words and would get back to me by the end of the day. His version 
was ten times better than the one that I had sent him. 

In the case of the second company, the chairman had announced to all 
the salespeople immediately after my training that in his thirty years in 
sales and having received and delivered many trainings, mine was 
probably the best he had ever participated in. Naturally, that was the 
testimonial that I asked to receive in writing. With these two testimonials 
included in my proposal, do you think I got the job? Obviously!
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”
GETTING REFERRALS 

Referrals are another way that customers reciprocate. The great thing 
about referrals is that they don’t cost anything and they come with a 
high level of trust built in. Like a testimonial, a referral carries a high 
degree of credibility.

While most business people and salespeople 
say they would prefer to receive customers 
through word of mouth, many of them 
haven’t created a strategy around getting 
referrals. So they end up waiting by the phone 
or checking their email in hopes of getting 
referral business. Hope is not a strategy.  

So what can you do right away to get more referrals? Ask your current 
clients. Ask your former clients. Ask prospects who turned you down. 
You might be wondering why I’m telling you to ask prospects who 
turned down the opportunity to work with you. Well, they may have 
declined to hire you for any number of reasons—perhaps they couldn’t 
a ord you, they didn’t have the budget at the time, the timing wasn’t 
right for them to proceed, or their priorities changed. But they could 
still see value in what you o er. And in fact they may know two or 
three companies that actually are in a position to move forward with 
you and could benefit from your services.  

Part of developing your strategy is sensing the right timing. No one 
likes to be surprised or put in an uncomfortable position by being 
asked aggressively for referrals. It’s useful if you can set the stage 
during your initial conversations or meetings with prospects to let 
them know what to expect. Try saying something like, “Now that you 
are looking into our services, you’ll probably start noticing a lot of other 
businesses that could benefit from this sort of service. In the same way 
that you came to my business through a referral from a good friend of 
yours, I would like to ask you from time to time if you know of two or 
three people who could benefit from my service. Would that be all right 
with you?” That sets the stage early. And they may even have a couple 
of referrals for you right away! 

Copyright © Soco Sales Training Pte Ltd 
prosper@socoselling.com | www.SocoSelling.com | @socoselling



Copyright © Soco Sales Training Pte Ltd 
prosper@socoselling.com | www.SocoSelling.com | @socoselling

Then be sure as you’re working with them in the weeks and months that 
follow to ask them again if they know of two or three other people who 
could benefit from your service. It’s especially e ective to ask this after a 
customer has had something nice to say about how you have helped 
them. Tell them you’re happy to hear that and then pop the question.  

You always need to be asking for referrals. Remember that establishing, 
building and maintaining strong relationships with key groups 
contributes to your overall success and your success with personal 
selling.  

GETTING 
REFERRALS 

Your task is to get more testimonials and referrals. Start asking 
customers for them at the onset, throughout and after the sales 
cycle. This will help you achieve a consistent flow of 
testimonials and referrals and to build your business through 
word-of-mouth marketing.

ACTION PLAN



https://www.linkedin.com/company/soco-sales-training/
https://www.youtube.com/channel/UCMM01q-domw-UeO5QLvg_yw
https://www.facebook.com/SocoSalesTraining/
https://www.instagram.com/socoselling/
https://twitter.com/socoselling
https://www.pinterest.com/socosalestraining/



