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How can other agents live off referrals 
when you are s ll dependent upon  

expensive leads?  
Learn their secrets and have the discipline to change your habits. 

Included: 
 Referral Script 
 Referral Compensa on Rules 

OR CALL Gordon Marke ng (800)388‐8342 



If you don’t have me to read this whole guide, here is a dis lled version: 

 Ask every client for a referral. 

 Most people are happy to help you. 

 Even the most sa sfied customer will usually forget to refer you to friends and neighbors without you 

asking them to refer you! 

 People lose your business cards. Give them 3 at a me. 

 If you ask, you usually receive. To en ce them to keep sending you referrals, give them a gi  card or 

lo ery cket or just a nice thank you note. 

You now have saved a lot of me and don’t have to con nue reading this paper. Chances are, that you AL-

READY have heard how easy it is to get referrals and you are just too (insert word that best applies to you 

here) stubborn, lazy, afraid, forge ul or uncomfortable to ask every client this simple ques on: Do you know 

of any of your friends, family members or neighbors who I could also help? 

What is your excuse? 

Are you just lazy? To a certain extent we all are lazy, or we get lazy, which is why we opt to be our own boss 

and set our own hours. Sure, we work hard, but we have a nice job and no one really pushing us. It’s easy to 

go so  when you are your own boss. 

Do you “forget” to ask? I’m an FMO and I train hundreds of agents a year, but I’m also an agent and sell 

about 50 cases a year. Do I ask every client for a referral? No. Why not? I’m generally in such a hurry to get 

on to my next task that I don’t take the me. I kind of “forget” as I’m in a hurry. Since I’ve started pu ng my 

thoughts into this paper and talking to other agents about referrals, I’ve been very disciplined asking every 

client about referrals now. 

 

 

 

 

 

Addi onally, I’m at a point in my career that I’m no longer struggling to pay the mortgage. When I was 

younger and hungrier, I was more consistent and persistent about referrals. Chances are that new agents are 

reading this. Hungry new agents have bills to pay and a pipeline that is not full. Older agents who have been 

in insurance for 5 years or more have a natural pipeline of referrals that come in without them making any 

effort to gather referrals. Doing a job well, any job, results in some referrals. You just loved the guy who came 

to fix your water heater, he was funny and prompt, made you feel like you got a great deal and talked about 

his newborn puppy in a way that made you want to give him a hug when he le . It was a great experience 

and you, like the normal consumer, want to share this great experience. It’s human nature. By being a solid 

agent for 5 years, you will end up with referrals without every asking…but if you want referrals NOW, you 

have to ask now. 

  



One the most sa sfying parts of our job is receiving a referral. As a rac ve it is to get a free lead, most 

agents struggle with genera ng them consistently. Agents have a deep dislike of asking for referrals and act 

as if we are asking the agents to beg for money on a street corner.  

When we talk about genera ng referrals, agents are universally interested in the concept and simultane‐

ously opposed to changing their behavior. 

Simply put: agents fear rejec on. They feel like they are pu ng their clients out when they ask them to think 

of any friends, family or neighbors that might also need their services. Agents just hate to ask! Not some 

agent, but most agents. And you are probably nodding your head “yes” right now. You know you should floss 

your teeth, you have heard that it increases you overall, not just oral, health. It’s simple, takes only a minute 

and s ll most people just do not floss regularly. Here is the data – 50% floss daily, 18% do not floss at all. This 

is in the face of increasing evidence that flossing is more important that brushing 

your teeth! 

Asking for referrals takes a lot of pressure of you financially. It’s good for your finan-

cial health (and mental health) the same way flossing is good for your health. You 

know it’s easy to do, yet you s ll won’t do it because, like flossing, you haven’t 

toughed through the awkward phase long enough to make it a habit. 

 

It takes two weeks to form a habit 

Can you commit to two weeks to increase your financial well-being? Of course, you can, and you want to or 

you would have already stopped reading. 

Most agents are reluctant to ask because they feel that it’s being too forward. 
Don’t be hesitant about it, even if you secretly feel a little uncomfortable. The fact is, most 
customers won’t refer you unless you specifically ask them to. It’s not that they don’t want 
to be helpful, but they are busy too. People universally believe that agents are salaried 
employees of the insurance companies, they don’t realize how valuable a referral is to 
you. 
The agents who get the most referrals, have been in business the longest and word of mouth generates 

enough leads that agents who have been in business 6-8+ years rarely ever purchase leads. Nor do they ever 

ask for referrals, but this me the sheer number of happy clients they have generates referrals without the 

agent having to be proac ve. 

Let’s talk about new agents and agents with under 500 clients, agents who spend a lot of money prospec ng 

and purchasing leads. These agents are the ones who needs referrals most and are the least likely to ask for 

them. Is this you? Chances are it, if you are reading this. I’m sure that you have been told many mes to “just 

ask” every client for referrals and I’m be ng that you have asked once or twice, but the majority of your 

sales end with a quick Thank You  



and you end up kicking yourself later that you again forgot to ask for a referral. It hasn’t yet become a habit 

and it won’t if you don’t tough through the awkwardness and force yourself to develop a habit. 

 

Business Cards Are Cheap 

I work in the Senior Market, where people tend to be more forge ul and o en overwhelmed with paper. 

Too many agents hand out a single business card to their clients, ac ng like the cards are rare are precious 

ar facts. Client are quick to lose or misplace the ny business cards. How do I know? Because they end up 

calling into the Gordon Marke ng home office (which is o en printed on their policy) and telling us that they 

have forgo en the name of their agent. I’ve taken this call from people who say, “He was such a nice man 

and he was here last week, but I can’t put my hand on his card. Can you tell him to call me?” 

 

 

 

 

 

Shower clients with cards—they are cheap. I prefer to give them a magne c card which I place on their re-

frigerator while I’m in the house. It is really cool to go back years later and see that card s ll on their refriger-

ator! Especially if you have a photo on your business card, this works wonders. Go to Office Max and buy a 

box of business card magnets and have a kid s ck your card on them. 

When you send your clients birthday cards, send them another 3 business cards. 

If you send a semi-annual newsle er…you see where I’m going with this—send more cards.  

I opened the le er one of our new agents was sending to his client and flipped out when I saw one business 

card included in his packet. Especially young/new agents are guilty of this. Cards are cheap. They only work if 

they are out in circula on and people are more likely to part with them if they have a few on hand. 

<Obligatory Story About My Son> 

I love to talk about my 24-year-old son, Elliot, because he is my only son and compared to his three sisters, 

adores me. Elliot began selling insurance at night and on weekends a er he got home from his day job. His 

goal was to get 25 Medicare sales his first AEP. No one knew if he had it in him to persevere, especially when 

he was working on his own, at night, with no support network. My dad, Dick Gordon, couldn’t have been 

more proud and excited with every sale that Elliot made. Dad was a constant source of help and mo va on 

for Elliot and one thing my dad stressed was to always ask for referrals.  

One night I got a call from my son, he was elated that he made his 25th sale. I said he should call grandpa, 

even though it was a li le late, because grandpa would love to celebrate this milestone. Elliot hesitated. 

Clearly, he didn’t want to make the call. I asked if he was afraid of  



waking his 82-year-old grandpa up at this late hour and he midly said, “No, I’m afraid he’s going to be dis-

appointed in me because I didn’t ask for a referral and that is ALWAYS the first ques on he asks me!” 

Fast forward a year. Elliot called me to share the good news that he just got his first referral from a referral. 

And you can too, so keep reading. 

 

Many guides on referrals start with this, “Know when to ask. You wouldn’t ask your boss for a raise 

a er you missed your annual goals and you shouldn’t ask a client for a referral when you failed to 

perform.” This goes in the “duh” category. When you under-deliver not only are you not gunning 

for a referral, you are praying the client doesn’t give you an an -referral meaning, bad-mouth you 

around town. You can’t walk away from an unhappy client. You s ll have to work to fix the problem 

and get them to a place where they are happy with the outcome. We all know that a lot of the dis-

sa sfac on in insurance is generated with the company, not the agent. Take the blame if you are to 

blame but be quick to pass the blame if the issue was outside of your control. You must be willing 

to do damage control so that your client ends up with a realis c idea of what went wrong and what 

you did to fix it. Some mes we all just want to throw our hands up in the air and move on, but 

word of mouth is powerful and one person in your community that feels you did a poor job, is very 

likely to spread that news and save his friends and neighbors from the same bad result.  

 

 

 

 

Set a trigger to remind you. Do not leave the client or end the call without explaining why you 

need referrals. Don’t be embarrassed to ask, as most agent are. Find some kind of trigger you can 

set for yourself so you ask. At some point, it will become part of your presenta on but un l then, 

force yourself. Set an alarm on your phone/watch. If you have a pamphlet or marke ng material on 

you and your agency, set it aside with three business cards so it reminds you to talk about yourself 

and discuss referrals a er your presenta on. This or some other trigger to remind you not to leave 

without asking. 

Be referable. Be the kind of agent that people are excited to share with their friends. Be a great 

agent and they will want to help you. This doesn’t mean there can’t be problems, but handle them 

promptly and professionally. The number one complaint I hear from the field is that agents do not 

respond to client calls or emails promptly enough. What is prompt to a busy sales person may not 

be the defini on of prompt to a re red person with hours on me on their hands. Set realis c ex-

pecta ons with your clients. I tell them that I will always call them back the same day that I receive 

a call or text from them. They won’t get mad that I didn’t respond immediately, as many assume 

you will because we all have cell phones and in their minds, are able to drop everything and tend to 

their calls. Teach your clients how you work, what your family responsibili es are so they have real-

is c expecta ons for you. 



Don’t wait for your pipeline to dry up before you start trying to generate referrals. Do it 

consistently as part of your everyday rou ne. I like to say, “I love what I do and I hope it shows.” 

People like to help happy people. You can find the best referral-genera ng habits from cap ve 

sales agents. They are hamstrung into only selling for one company and have to be very 

aggressive to generate referrals. One carrier requires every agent to end his presenta-

on with a blank sheet of paper that he passes over the client and says, “Can you 

please share with me the names of a few of your friends that could use my help?” Then 

he hands the client a pen and waits. Most people will feel compelled to write at least 

one name. But these agents are trained to push harder, “Think about people you know if this com-

munity who are ready to re re or already on Medicare but struggling with their budget. I’d love a 

chance to help them save some money.” You may not feel comfortable with this technique, and 

I’m not either, but it does work.  

Use tes monials. My dad, Dick Gordon, helped start a life insurance company in the 1970s. He did it 

by ge ng a well-respected person in the community to endorse him and allow him to show the 

le er to others, and to serve as a referral for him. When you can go into a home and show a list of 

names of people in the community that you have helped and that are willing to be called to vouch 

for you, that goes a long way towards building a rela onship with a prospect and turning them into 

a client.  

Make it real. No one wants to help me buy a BMW M3 hard top conver ble (my husband’s dream 

car). But when I say, “I have four kids, two are in college and one is s ll in braces and I really need 

your help paying for them.” People laugh. They can commiserate with how expensive raising kids 

can be. I found that I got the most referrals when I had li le ones in diapers. DIAPERS ARE EXPEN-

SIVE and I wasn’t shy about sharing that fact. I never le  a house without a referral (but then, I was 

a lot more mo vated back then too.) Let people know that this is how you support your family. 

Yes, they should know that, but remind them anyway. Ask them for their help. They can help you 

and help their friends and family at the same me. If they thought enough of you to work with you, 

they will help you—if you ask. The most powerful words you can take away from this paper are 

these: Will you help me? People want to help you. Try out this phrase, it works! 

I Just Moved Here 

If you have clients who won’t give you a referral, and there are people who don’t have friends or family 

members to recommend, have another way for them to help you. Ask them to give you a tes monial (on 

paper or video) that you can use on your website or marke ng materials. Just by allowing you to use their 

name publicly can help you. If you can go into a new home in the area and show a list of people who are 

happy clients that have agreed serve as a reference, it speaks volumes to your prospect! 



Make sure that your clients know all the products that you can offer. Don’t be in such a hurry to rush to 

your next appointment or to hurry back to the office to process your business that you neglect to ex-

plain all of your services. 

 

DON’T SAY: 

“I sell life insurance, annui es, dental and vision plans, health insurance and long-term care.” 

DO SAY: 

“A lot of re rees lost their life insurance when they re red, I can help you with life insurance if you’d 

like to cover your final expenses. Medicare doesn’t cover any dental and it can be very expensive, if 

you’d like to look as dental and vision plans later, I’d love to help you with that too. I sell a lot of health 

insurance to people under age 65 too and I can help you with a nursing home policy if that is something 

you are interested in. I sell a lot in the Medicare Market, but I am a full-service Life and Health agent.” 

Most agents assume that their clients understand more about our industry than clients actually do. 

They might assume you are on a salary, instead of commission. There is nothing dirty about talking 

about commission. For years I’ve offered to tell my clients which companies pay me the most commis-

sion, and so far, no one has ever asked me! 

Add a link to your website for clients to send you a referral. 

Stand Out. Make them want to refer you. Make their experience so good that they feel good about 

helping you. It can be embarrassing to refer you to their friend. What it they don’t like you? 

Provide a gi  card for those who help 

you build your business 

 

When I started selling insurance, I offered $20 gi  cards to 

Walmart for every referral who purchased a policy from me. I made a red sheet where they could list 

their friend’s name, address and telephone number and a self-addressed stamped envelope for them 

to mail the list to me. To my shock, the people who sent me the most referrals, and were the most ex-

cited about the gi  cards were the upper middle‐class clients. Not the less well-off people who could 

really use the money. 

I had people call me years a er I stopped making that red referral sheet and ask if I was s ll giving out 

Walmart gi  cards.  

Be careful that you don’t send out gi s with just a name or you could end up was ng a lot of money. 

Some states consider it an illegal for you to pay a fee only if the referral buys a policy, so make the fee 

con ngent upon the person mee ng with you or providing enough informa on to generate a quote—

something more than just a name, but less than a sale. 



Check with your state. In my home state, Indiana, we are allowed to give up to $25, which seems to be 

the common amount allowable. As long as the gi  is unrelated to the purchase or renewal of insurance 

it is not considered reba ng. 

Be careful trying to get crea ve. It is illegal in many states for an agent to donate money to charity in 

the name of a client! You can agree to donate the money, but not in the name of the client. Seems like a 

small detail, but the devil is in the details. 

Utah requires the referral fee be the same every me. I o en make it less than $25, it just depends, but 

you can’t do that in Utah. 

Texas, Virginia and most states limit the amount to $25. 

In Connec cut, you can pay a referral fee to any non-licensed person. The non-licensed person cannot 

refer herself and cannot act in anyway as a producer. The referral fee can be any amount and can be 

paid on renewals 

How about referral fees to other professionals (CPAs, a orney’s, doctors and pharmacists)? In many 

states, it is illegal for those professionals to receive referral fees, so the onus is on them, not you. Most 

elder law a orneys are happy to send you referrals because they are in dire need of a professional they 

can hand off their clients to for Medicare. 

 

A great way to keep ge ng referrals is to provide 

them with helpful content in your newsle ers  

One of the agents that I admire is fond of saying, “You have to give, to get.”  

If you are consistently providing a service to your clients, they are more likely 

to refer you because you are keeping your name in front of them. 

There are two major mes to get a referral: when you have just finished your sale, and are s ll with the 

client, or when you deliver their policy or are checking on it and it goes into force. Calendar this date 

and calendar a reminder to ask for the referral. 

 

With the advent of Medicare Advantage and Part D drug plans, rules emerged to ghtly govern referrals 

and referral fees from the federal level. 

Without going in too deeply into CMS regula on on referral fees (because CMS changes frequently), 

know this: 



1. Agent can give gi s up to a $15 retail value, per year, to a client. 

2. Agents cannot condi on the gi  on the referral purchasing a plan. 

 

Advice from an agent in Ohio: 

 

Agent, “I'm glad I was able to get you a plan that you like with all your doctors, hospitals and prescrip on 

drugs. AREN'T YOU? Some mes it's not as easy as it seems and can turn out bad. Do you know for a fact 

that your friends and maybe even rela ves have gone through this process yet and it turn out as well as 

yours? (Don’t talk. Just look at your client and wait for their answer.) 

 

If your client says she doesn’t know, then say, “Would you mind calling a few friends right now and ask-

ing her?” 

 

Use Technology to Automate Requests 

Include forwarding links in your emails, “There is no great compliment you can show me than to for-

ward my contact informa on to one of your friends, family members, work colleges or neighbors 

who might be ready to re re or unhappy with their current insurance costs.” 

Film a referral video. People love videos and are more likely to watch it and be moved to help, than 

they are from an email. Videos are more personal and you can make it fun! 

Make a “Refer A Friend” bu on for your website. 

 

 

There are many other great ideas to generate referrals, but you don’t have to get crea ve and you 

don’t have invest a lot of money. Just ask. Keep it simple and ask. Every. Single. Client. 

 

Please share your success stories with us sgordon@gordonmarke ng.com 

and Rebecca@gordonmarke ng.com  

 

Happy Selling, 

 

Sylvia and Rebecca Gordon 
 
P.S. If you found this ar cle valuable, please forward it on to another agent who might benefit from it.  


