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gambit, noun

1. a chess opening in which a player
risks one or more pawns or a
minor piece to gain an advantage in
position

2. a remark intended to start a
conversation or make a telling
point

3. a calculated move

– Merriam-Webster Dictionary 



Introduction 

Referrals. 
The best way to get business 



 

 

Contents 
 
Two Prerequisites for Getting 

Referrals 16 

10 Brutal Truths About Getting 

Referrals 17 

Joe Girard, The Godfather 

of Referrals 19 

You Have a Better Mousetrap 24 

No More Whining, No More Excuses 25 

It’s Hard to Get Referrals in   

Witness Protection 26 

Two Ways These Referral Strategies 

Work 29 

 

Section I: ItsAlittleFunny Strategies 

ItsAlittleFunny 34 

Why Use Humor? 35 

Why Does ItsAlittleFunny Work? 36 

How to Get Every Employee  

Involved in Business 

Development 37 



 

Social Media Strategies 

Facebook Strategy 39 

Instagram Strategy 40 

Twitter Strategy 42 

LinkedIn Strategy 43 

 

Newsletter and Blog Strategies 

Newsletter Strategy 45 

Blog Strategy 46 

 

Email Strategies 

Just Touching Base Strategy 48 

Signature Lines Strategy 49 

 

Service Department Strategies 

Service Counter Strategy 51 

Service Follow-Up Strategy 52 

 

Office Strategy 

Waiting Room Strategy 54 

 

 



 

Networking Strategies 

Networking Functions Strategy 56 

Networking Follow-Up Strategy 57 

 

Trade Show Strategies 

Trade Show Booth Strategy 59 

Trade Show Follow-Up Strategy 60 

 

Appointment Reminder Strategies 

Zoom Strategy 62 

I’m On the Way Strategy 63 

Confirmation Strategy 64 

Sponsorships Strategy 65 

Fundraising Strategy 67 

Charities Strategy 68 

Community Service Strategy 69 

 

Customer Base Strategies 

Monthly Contest Strategy 71 

Referral Reward Strategy 73 

The Website Strategy 75 

 



Section II: Cross-Promotion  
Strategy 

The World’s First Cross-Promotion  

Strategy No One Else Has 78 

How to Use the Cross-Promotion 

Referral Strategy 82 

Sample Ads  86 

Ad Requirements 87 

How to Get New Free ebooks 

for Cross-Promotions 88 

 

Section III: Create Your Own  
Referral Programs Strategy 

How to Create Your Own Content If 

You Have Time to Kill 90 

Bob Newhart 92 

Dr. Nalini Ambady,  

Harvard Professor 93 

Hollywood Scriptwriters 94 

Instagram Compatible 95 

Joe Girard, How to Sell Anything 

to Anybody 96  

Joe Vitale, Hypnotic Writing 97 

 



Paul Brown,  

Your Attention, Please! 98 

Willie Nelson 99 

Robert Cialdini, Influence:  

The Psychology of Persuasion 100 

How to Get Out of This Life Alive 101 

Start Reading This Book Here* 104 

 





The Dead Cat Strategy 

“No matter what the conversation 
at a dinner party was about, 

if you threw a dead cat on the 
table 

people started talking about the 
dead cat.”  

– Lynton Crosby,
Australian political consultant



 



 

 

Two Prerequisites 
for Getting Referrals 
 
 
 
 
 
 
1. You need to get access to the people your 

people know so that when they’re talk-
ing about what you do or sell they’ll 
think of you first. Girard’s Law of 250 
will show that the people you know best 
easily know 62,250 others they can re-
fer to you.  

2. You need a system to get the people you 
know to get you those referrals. This is 
that system.   
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10 Brutal Truths About 
Getting Referrals 

1. There are no secrets for getting refer-
rals. But it’s also no mystery. Refer-
rals have to be courted and earned.

2. Management’s second most frustrat-
ing question: “Why didn’t you ask for
referrals?” (The first? “Why didn’t you
ask for the order?”)

3. Customers never think about giving
you referrals. Referrals are triggered
unintentionally when they’re talking
with their friends about your service
or product and they recall your name.
If they can.

4. Companies can’t teach their salespeo-
ple how to get referrals. Because they
don’t know how to either. They have
no strategies to leverage their data-
base of customers, vendors, network-
ers, trade show visitors, co-workers,
friends and family to get referrals.

17



5. With today’s available technology ex-
ecutives, management, sales, service,
and administration are not pulling
their weight to find referrals.

6. Ghosts don’t get referrals. If you take
your contract and vanish, how can
they find you? Why should they give
them to you?

7. Rarely do referrals come from a direct
ask: “Who can you give me a referral
to?” As you’ll see, Joe Girard, Robert
Cialdini, and Dr. Nalini Ambady find
that referrals come from trust, likea-
bility and multiple contacts.

8. Others in your company can be detri-
mental to you getting referrals. Not
fair, but true.

9. People you network with aren’t po-
tential customers. Treat them as such
and they’ll avoid you. They are good
referral sources, however.

10. Your co-workers will get your cus-
tomers’ referrals instead of you be-
cause you’ve lost contact.

Hard truths. But here are twenty-six easy 
solutions.  
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Joe Girard, 
the Godfather of Referrals 

In the forty-plus years I’ve been in sales, 
I’ve seen only one referral program and 
one customer retention program. Both by 
Joe Girard and described in his best seller 
How to Sell Anything to Anybody. Joe was 
the Guinness Book of World Records num-
ber one car salesperson in the world for 
four consecutive years. 

As a salesman at the then Fortune 1000 
McCaw Communications in Seattle, I mod-
ified his “bird dog kit” program and his “I 
like you” cards program to lead the nation 
for all four years in new business found 
through referrals.* As the decades have 
passed, I’ve created different referral pro-
grams based upon his principles married 
to the development of the newest technol-
ogies. 
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Girard’s Law of 250 

Joe’s research found that every person 
knows 250 people well enough to invite to 
their wedding or to their funeral. Psychol-
ogy Today verified his finding. That, he 
said, means that each of the 250 people 
you know, know 250 you don’t know. 
Thus, 250 x 250 = 62,500. Put another way, 
that’s another 62,250 more people you 
don’t know who should know about you. 

And Joe was operating before there 
was social media. Today, your contacts 
may have hundreds, if not thousands, of 
followers who can see your messages and 
pass them on. This gives you unprece-
dented leverage for getting referrals. 
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Joe didn’t want to sell his customers a 
new car every year. That was impractical. 
What he wanted was access to their con-
tacts. And the best way to get that access 
was to make sure they liked him and re-
membered him every month. He only 
needed to give them a reason to remember 
him and talk about him every month. The 
card was his answer. 

Sell Yourself, Sell the Relationship 

Joe mailed 13,000 cards to every customer 
every month with the same message: “I like 
you. Joe Girard. Merollis Chevrolet.” Do the 
math: 13,000 cards x 250 friends each cus-
tomer knows = ?  

No trying to sell a new car. No promo-
tions. Not even asking for referrals or re-
peat business. Just, “I like you. Joe Girard.” 

People liked him back. Remembered 
him. Bought from him again and again. 
Gave him referrals. 

Joe knew that if you’re going to have 
frequent contact with customers, they 
don’t want to be seen as a mark because 
you have something to sell. It turns them 
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off. Joe kept it simple. Sell yourself. Sell the 
relationship. Sales will follow. 

“You Gotta Talk with Joe!” 

The reason Joe sent a card every month 
was strategic. He knew that even though 
you bought from him last month, you 
wouldn’t be in the market again for several 
more years. But… 

But he knew that each person knew 
250 people he didn’t. And when the sub-
ject of new cars came up between friends, 
he wanted his name to be the first recalled. 
“He’s crazy! I get a card from him every 
month. He really likes me!” 

*I was the number one salesperson in the
nation for our division at McCaw for three
years and also led the nation in new busi-
ness found through cold calling every year.
Which led me to create my national Cold
Calling for Cowards seminars (book of the
same title on Amazon if you dare go there)
that we conducted for twenty years and
where I shared my referral programs.
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Which in turn encouraged me to keep 
perfecting referral programs because I 
know how much people hate to cold call 
and to be cold called. Besides, a referred 
lead from a friend is 50% sold before you 
show up and they’re more likely to take 
and return your calls, and open your 
emails. 
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You Have a Better Mousetrap 

Congratulations! 

If the world isn’t beating a path to your 
door, and you’re tired of waiting to be dis-
covered, these referral strategies will get 
others to help promote you and your ser-
vices and products. It’s not complicated. 
In fact, ItsAlittleFunny. 

24



No More Whining, 
No More Excuses 

Choose one: 
1. Salesperson’s lament: “I could sell to

anyone, if I could just get in front of
them first.”

2. Entrepreneur’s and professional’s
lament: “I’ve got no clue for how to
find new business.”

3. Teen’s lament: “What’s a really
crazy, outlandish thing can I do to
get more TikTok views?”

This book will help you on #1 and #2. 
You’re on your own on #3.  
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It’s Hard to Get Referrals 
in Witness Protection 

Too many providers seem to go un-
derground once the product is deliv-
ered or the service rendered.  

Think of your last ten major pur-
chases (car, house, furniture, appli-
ance, landscaping, office equipment, 
home improvement). What about 
professional services? How about a 
party or wedding planner? What 
about the sales manager at the hotel 
or convention center where you held 
your company or private event? 

Can you name the ten people you 
did the business with? Have they con-
tacted you even once after the sale? 
After one week? One month? One 
year? Do they even know your name? 
Do you know others you could refer to 
them but didn’t? In fact, are they even 
still there? 
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I’ve had the same car insurance 
company for the past five decades. I’m 
still with them not because of my 
agent, but because I have some unu-
sually unbeatable rates and benefits 
because of my longevity.  

I haven’t seen or talked with my 
current agent but once in the last 
forty years (yes, he’s still there). He 
knows I’m locked into my plan. But 
what he and his company overlook 
are the referrals I could have given 
them. As a national speaker I’ve been 
in front of hundreds of thousands of 
people at home and across America I 
could have referred to them. But 
didn’t.  

You have to keep in contact to let 
your customers and clients know you 
haven’t gone off the grid, you con-
tinue to appreciate their business and 
referrals, that you’re still with your 
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company, that you’re here for them, 
and that no hit men are after you. 

Besides, they may have been 
thinking about buying more of what 
you sell and your timing is a perfect 
reminder. Either that, or they’ve been 
talking with a friend or co-worker 
who needs what you sell and they 
can’t even remember your name. 

One thing you can take to the 
bank: Your customers and clients 
have more contact with your compet-
itors than with you. What are you 
thinking? Quit leaving sales and 
money on the table. 
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Two Ways These Referral 
Strategies Work 

These strategies work whether you use 
them as recurring contacts or as a just-this-
once contact. 

Recurring Contacts 
Recurring contacts can be your cus-

tomer and prospect base. Those you net-
work with. Former schoolmates you’re in 
frequent contact with. Members of your 
church or synagogue. Your service club. 
Professional and volunteer organizations. 
Your sports buddies. Co-workers.  

Except for your customers and pro-
spects, you’re not looking to do business 
with them. They likely don’t need what 
you have; and you don’t want to put any 
pressure on them.  

What you want is access to the people 
they know! They know hundreds of peo-
ple you don’t who can someday use what 
you sell or provide. You want to stay in 
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constant contact because you want your 
name on the tip of their tongue when that 
someday arrives. 

At least once a month contact your dif-
ferent lists. Let them know you’re thinking 
of them and that they’re important to you. 
Strengthen your relationships. Keeping in 
touch demonstrates your accessibility and 
willingness to help when they need you. 

Thought all my fellow Toastmasters 
might get a kick out of this. Tracy 
Conner, Uptown Realty, Seattle, WA, 
206-555-1234, www.SeaUptownRe-
alty.com.
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With your business customers you’ll 
see that customer retention increases (i.e. 
you keep your competitors at bay), path-
ways open to introduce new services and 
products, and they’ll remember you when 
talking with their friends about the prod-
ucts you sell and services you provide. Just 
some of the things it takes to increase sales 
and referrals. 

Just-This-Once Contacts 
Many interactions may be a one-time-

only event. It may be someone you meet at 
a trade show. Maybe it’s someone you 
meet on a business trip, the plane or on a 
cruise. How about a vendor you see only 
once a year? What about the attorney you 
meet at your daughter’s soccer tourna-
ment? 

It doesn’t matter. They all know people 
you don’t. People they could refer to you 
even though they’re not in the market 
themselves. (See the chapter Joe Girard, 
the Godfather of Referrals.) 

The objective is to give you a face, to 
humanize you, and to give your new friend 
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a “hook” to remember you and pass your 
message on. It’s like someone posting their 
latest cat video hoping it’ll go viral. Except 
these referral strategies don’t require you 
to master YouTube, no cats are humiliated 
and they’ll actually get you referrals. 

Hi Ray – Just wanted to say I enjoyed 
our conversation on the flight to Bos-
ton and glad we had the chance to 
meet. Nelda Bright, Nelson National 
Communications, Dallas, TX, 214-
555-5678, www.NNComm.com.
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Section I 

ItsAlittleFunny Strategies

ItsAlittleFunny digital products 
available at www.FootInTheDoor.com  
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ItsAlittleFunny 

This is a digital referral program using 
ItsAlittleFunny that you can post on any of 
your online platforms and send in your 
emails. 

What is ItsAlittleFunny? Truth in humor. 
Like this. 
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Why Use Humor? 

“Humor can be marvelously therapeutic. It 
can deflate without destroying; it can in-
struct while it entertains; it saves us from 
our pretensions; and it provides an outlet 
for feelings that expressed another way 
would be corrosive.” 

– George Vaillant
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Why Does ItsAlittleFunny
Work? 

Because there’s truth in humor. Because 
eyes are drawn to pictures and graphics. 

That, and people have the attention 
span of a gnat. 
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How to Get Every  
Employee Involved in 
Business Development 

Remember Girard’s Law of 250. Eve-
ryone in your company – sales, ser-
vice, marketing, management, execu-
tives, administration – can personal-
ize ItsAlittleFunny with their social 
media and emails to increase your 
customer retention, increase your re-
ferrals, and promote your services 
and products.  

Send ItsAlittleFunny to custom-
ers, prospects, social media followers, 
networkers, vendors, trade show vis-
itors, co-workers, friends and family. 
There is no limit.  
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Social Media Strategies 



Facebook Strategy 

Whether you’re a prolific or occasional 
poster, a business or individual, once or 
twice a month post ItsAlittleFunny on 
your site. They’ll be entertaining and get 
people to keep coming back as well as 
talking and telling others about you. 
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Instagram Strategy 

Your objective is to get your message seen 
and liked by your recipients’ followers, 
and to get those followers to forward your 
message to their followers. You want to 
send two messages per month. The first 
has only your contact information in the 
text box. 

Steve Wazzu, Chugwater Financial, 403.555.1234, 
1400 Marigold Av, Boston, MA, steve@cf.com, 
www.chugwaterfinancial.com.  
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Your second message includes your con-
tact information, but you add an elevator 
pitch, a promotion, or the introduction of 
new services or products. Whatever you 
add, keep it to twenty-five words or less. 

Steve Wazzu, Chugwater Financial, 403.555.1234, 
1400 Marigold Av, Boston, MA, steve@cf.com, 
www.chugwaterfinancial.com. Free introduction to 
investments for beginners at Cambridge Marriott, 
Saturday, March 27, 9am-noon. Sign up at our web-
site today. 
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Twitter Strategy 

Include ItsAlittleFunny or simply a link 
to your website or blog where they can 
see more as you post them. Give people a 
rea-son to build a relationship with you. 
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LinkedIn Strategy 

Enough about yourself. Entertain me. In-
clude ItsAlittleFunny or two each month 
to “soft-sell” yourself and have people 
want to follow you for a little fun. And 
with a collection of them on your 
LinkedIn they’ll scroll through your site 
and stay a little longer. 
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Newsletter and Blog Strategies 



Newsletter Strategy 

Tired of hunting for new content? Of writ-
ing, editing, and re-writing it? Whether 
you’re using Constant Contact, MailChimp, 
or your own custom newsletter, it’s always 
a challenge to come up with new content. 
ItsAlittleFunny is a great filler. 
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Blog Strategy 

Use ItsAlittleFunny like media and maga-
zines use editorial cartoons or comics to 
give readers a break from the text and 
keep them involved and interested. 
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Email Strategies 



Just Touching Base Strategy 

Like Joe Girard’s “I like you” cards, once or 
twice a month send customers, prospects, 
vendors, friends and family ItsAlittle-
Funny. 
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Signature Lines Strategy 

Everyone in your company should be 
looking for referrals and promoting your 
business: sales, service, management, 
executives, administration. They should all 
have a signature line for this month’s 
ItsAlittleFunny. 

Meredith Steen 
CEO 
Return this email with “Funny” on 
the subject line and I’ll occasionally 
send you ItsAlittleFunny like this to 
make your day 
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Service Department Strategies 



Service Counter Strategy 

Print out ItsAlittleFunny and put on your 
service counter to encourage people to 
follow you on social media. 

Follow us on Instagram and twice a 
month we’ll send you ItsAlittleFunny
just to remind you we’re always here 
when you need us. 
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Service Follow-Up Strategy 

Get your service department involved in 
promoting your business that increases 
customer retention and gets referrals. Af-
ter finishing a service call, have them send 
a thank you email.  

Just wanted follow-up and thank you for 
your business and continued support. 
Also, here’s ItsAlittleFunny that might
hit home. 
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Office Strategy 



Waiting Room Strategy 

While your appointments are cooling their 
heels, strategically place ItsAlittleFunny or 
two or three in several areas to pique their 
curiosity and encourage them to follow 
you on social media. 

We’re excited you’re here and would 
always like to stay in touch. Follow us 
on Instagram or Twitter and twice a 
month we’ll drop you ItsAlittleFunny. 
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Networking Strategies 



Networking Functions 
Strategy 

At each meeting give ItsAlittleFunny to 
members. As you introduce yourself ask 
them to either follow you on social media, 
or give you their email address and you’ll 
add them to your contact list. 

I promise not to try and sell you any-
thing (unless you want me to). I’d like 
to send you ItsAlittleFunny occasion-
ally to remember me by when talking 
with your friends about what I sell and 
hope you’ll mention my name. 
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Networking Follow-Up 
Strategy 

Always follow-up by email with those you 
talk with at your networking functions.  

Just wanted to touch base after our 
conversation and let you know I’m 
here if you ever have questions. And if 
you want me to send you ItsAlittle-
Funny like this once a month, simply 
return this email and I’ll add you to 
my list. 
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Trade Show Strategies 



Trade Show Booth Strategy 

To capture visitors’ information, print out 
ItsAlittleFunny or two and have several 
laying around your booth. Tell the looky-
loos you’ll download some from your 
tablet or phone now so they can show to 
their co-workers and have some fun 
while at the show. 

59



Trade Show Follow-Up 
Strategy 

The problem with most trade show ven-
dors? They never follow-up. Now you have 
a reason to get back with those you met. 
Guarantee: They’ll remember you when 
you send ItsAlittleFunny follow-up. 

Thanks for stopping by our booth. I ap-
preciated your questions. I’ll give you a 
call next week, but thought you’d like 
ItsAlittleFunny to remember me by

until then. 

60



Appointment Reminder Strategies 



Zoom Strategy 

Remember whether family, friend or co-
worker they know hundreds of people you 
don’t who could buy what you sell. (They 
may even be married to or dating one).  

Hey Gang! ItsAlittleFunny to remind
you of our Zoomfest tonight at 7pm. 
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I’m On the Way Strategy 

Whether you’re flying, driving, motorcy-
cling, pedaling, running, walking, phoning, 
zooming or hollering across the holler you 
don’t want to waste your time by others 
forgetting your appointment. Send an 
email reminder.  

Hi Jen. ItsAlittleFunny reminder of
our appointment, Thursday, April 1 
(no foolin’), at 11 a.m. I’ll be there 
with spurs on. 
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Confirmation Strategy 

Confirming appointments gives you an-
other chance to get something in front of 
friends that they’ll hopefully forward on. 

Thanks for the reminder Jake. And 
ItsAlittleFunny that I wouldn’t miss it
for all the horses in the OK Corral! 
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Sponsorships Strategy 

Do you participate in events where you 
seek sponsors to donate for your favorite 
cause? Often, they forget when the event is 
to take place. Email them two reminders. 
(They all may not be social media mavens 
like you who follow others.) One, to re-
mind them the event is soon. The second, 
immediately after the event to gently re-
mind them to send their donation. 

What makes this work is that once they 
see ItsAlittleFunny they’ll always remem-
ber getting it…and why. 

Remember, one of your goals is to send 
them information that they’ll want to pass 
on to their friends, and ItsAlittleFunny al-
ways gets forwarded. 
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Hey Gang! Can’t wait for our Beat 
the Bridge Run you’re helping spon-
sor me for this weekend. I’ll let you 

know if I did😊  

Whew! It was close. I just got across 
as they were raising the bridge. 
Thanks again for helping me raise 
$1500 for the SPCA! 
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Fundraising Strategy 

Whether you’re a school, church, charity, 
service club, or any organization that has 
fundraisers, send ItsAlittleFunny often 
to keep reminding donors of the drive and 
to keep them aware of how close the 
goal is to being reached. 

Hi Folks! Here’s our weekly fundrais-
ing update. We’re 80% to our goal 
with $30,185 raised for our students’ 
scholarships. Keep up the good work! 
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Charities Strategy 

If your church, hospital, charity, or organi-
zation is having their annual drive or look-
ing for donations, send ItsAlittleFunny to 
all your members.  

Donate your goods to the Habitat for 
Humanity ReStore to clear your clut-
ter. Find your local ReStore near you 
to make a donation today! 
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Community Service Strategy 

If your company participates in commu-
nity service, send your team reminders. 

It’s that time again gang. Get your 
orange vests, gloves and hardhats on 
for our spring Adopt-a-Highway 
event this Saturday. See you at Mile-
post 81 on I-405 at 9 a.m. 
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Customer Base Strategies 



Monthly Contest Strategy 

Turn your customer base into followers by 
having a monthly drawing. Send them an 
email announcing each month’s contest 
and prize. Then announce on your plat-
forms the winner, thus setting up multiple 
contacts to increase customer retention in 
order to introduce new services and prod-
ucts and increase referrals. 

A monthly drawing for our customers. 
Follow us on Twitter, Instagram or 
Facebook and we’ll automatically 
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enter you to win. No need to re-enter 
each month because once you follow 
us, you’re always eligible. We’ll post 
ItsAlittleFunny like this at the first of
the month to announce the prize, and 
a second one at the end of the month 
to announce the winner. 
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Referral Reward Strategy 

Reward your customers for their referrals. 
Send an email to introduce the program. 
Where there is money involved in a refer-
ral, psychologists have found that no one 
will refer someone for less than $20. The 
dollars and discounts are up to you. 

We’re excited to introduce our new 
Referral Reward program. When you 
give us a referral of a new customer 
who buys at least $200 of goods from 
us, we’ll credit your account $50 and 
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give your friend 10% off their first 
purchase. 

In order to make sure you receive 
credit, send your friend this email with 
ItsAlittleFunny included. Have your
friend forward this same email back to 
us for the reward and discount while 
holding the chain intact to show it 
came from you. 

This offer is good until December 31, 
2021. 
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The Website Strategy 

Make your website more than a passive in-
formation destination. Use it to gather in-
formation on your visitors to build your 
customer database. Post ItsAlittleFunny 
on your homepage with a form to collect 
their information. 

Subscribe free to ItsAlittleFunny
and we’ll email you a new one 
twice a month to lighten the load. 
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Section II 

Cross-Promotion Strategy 

Cross-Promotion digital products available at 
www.FootInTheDoor.com  
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The World’s First Cross-
Promotion Strategy No 
One Else Has* 

This is a melding of two techniques 
I’ve employed for years. 

The first was an idea that was 
given to me during one of my Dallas 
seminar breaks by the top sales-
woman with her company. She said 
this was their most successful tech-
nique for getting appointments and 
sales.  

They buy hundreds of Spencer 
Johnson’s book Who Moved My 
Cheese? from the publisher and send 
them to principals with this note: 
"This book tells the importance of 
change. Only takes an hour to read. I'll 
call next week and see what you 
think."  
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She said everyone likes a free gift, 
it gets their foot in the door, and their 
calls are always taken. Their strategy 
has led to record breaking sales. 

The second is a proven strategy 
from Jeff Slutsky I’ve used forever and 
is detailed in his book Streetfighting: 
Low Cost Advertising/Promotions for 
Your Business. For the first time, I’ve 
adapted it to use with some of my 
ebooks I’m giving to you. 

In a nutshell, I’ll give you some of 
my selected ebooks for free that you 
can pass on to anyone you like. There 
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is no limit. They’re written for the 
general public. The cross-promotion 
works like this: 

1. Email me your full-page ad
you want placed in any of the
available books. See the chap-
ter “Ad Requirements” for ad
specifications. See our web-
site for current ebook selec-
tions you can use.

2. In exchange, and because this
is free to you, I include a one-
page ad for my website. Voilà,
a cross-promotion.

Who benefits? 

You. Me. Them. 
You get free ebooks that you can 

post for your contacts to request on 
your online platforms. Or send them 
as attachments in your emails. You 
have no budget-busting marketing 

80



and advertising expenses. You don’t 
have to find and pay a professional 
writer. 

Me, because my ad is included. 
Them. Your contacts are enter-

tained with humor, help and hope. 
They’ll pass your ebooks on to their 
contacts and staff. (And they’ll pass 
them on to their contacts, who’ll pass 
them on to their contacts, who will… 
well, you see where this is going.) 

Three guarantees 

Every ebook sent will be: Seen, saved 
and shown to others. That’s how you 
get referrals. 

What other referral or marketing 
program guarantees you this? And, 
it’s free! 

*That I know of. I could be wrong. But
I don’t think so.
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How to Use the Cross- 
Promotion Referral Strategy 

These free ebooks are the most fun, effective 
and efficient way to get your foot in the door 
with departments and branches you’ve been 
unable to penetrate so far! 

Social Media: Post on Twitter, Instagram, 
and other online platforms a notice to have 
followers contact you to receive a free 
copy. 

It’s FREE! I have an exciting new 
ebook “Rx: Humor Therapy – The 
Hard Truth Delivered with a 
Smile” you can download at my 
website www.my1stwebsite.com. 
Guarantee you’ll get a laugh or 
two. 

Website, Blog, Newsletter: Don’t let your 
visitors go away empty handed. Give them 
something free to remember you by and 
pass on to their friends. A great way to 
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capture contact information and grow 
your customer list. 

It’s FREE! Click on the cover and 
instantly download “Rx: Humor 
Therapy” from our site today! 

Email signature line: Everyone in your 
company should be looking for referrals: 
Sales, service, management, executives, 
and administration. Include a link and 
cover graphic in every email showing how 
recipients can receive a free copy. 

Ego Hubris 
Head Honcho 
Return this email and I’ll send 
you a complimentary copy of 
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“Gutsy: Courage Is Your Edge 
Over Experience and IQ” 

Networking events: Looking for some-
thing to break the ice or include with your 
elevator pitch when called on? Try this. 

I’m not here to sell you anything, 
but to give you something you 
can take back to your staff. Give 
me your email and I can immedi-
ately download a copy of the 
book “Gutsy: Courage Is Your 
Edge Over Experience and IQ” 
from my tablet. 

Trade show visitors: Download any of 
the books onto your tablet or phone. When 
visitors stop by your booth, offer to down-
load a copy to them immediately. Gives 
you the opportunity to capture their email 
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for future contacts. They’ll forward copies 
to their management and co-workers who 
weren’t able to attend.  

Free jpeg cover graphics: If you’d like 
cover graphics of the books you order, 
email me at jerry.ht@footinthedoor.com 
and I’ll email them to you. 
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Sample Ads 

Here are some ideas for your ads to in-
clude in the cross-promotion referral pro-
gram. 
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Ad Requirements 

Here are the specs for your free ads. 

1. Email two identical ads in either .jpg
or .png. Make one size 6”x9”. The sec-
ond size 5”x7”. Because the books are
two different sizes this will cause less
confusion when we’re placing them in
the books you select.

2. Email: jerry.ht@footinthedoor.com.
Put “Cross-Promotion Ads” on the
subject line. Include your name, com-
pany name, and email address.

3. Note: We do not create or edit ads but
place them “as is” on the first page be-
hind the cover of the books so it’s the
first thing your recipients see.

Allow three business days to customize 
your books. Make sure we’re on your ap-
proved “senders’ list” to avoid having your 
ebooks go into your spam folder.  
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How to Get New Free eBooks 
for Cross-Promotions 

I will occasionally be adding more ebooks 
to our cross-promotion program. Check 
our website for the latest ebooks. Or I can 
put you on our notify list for new releases. 
Email me at jerry.ht@footinthedoor.com. 
Put “Cross-Promotion” on the subject line 
and include your first and last name and 
email address.  
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Section III 

Create Your Own Referral 
Programs Strategy 



How to Create Your Own 
Content If You Have  
Time to Kill 

Following are ideas from other people’s 

experiences I’ve adapted to generate con-

tent for my different referral programs. 

They’ll give you some ideas for how to cre-

ate your own if you want.  

It’s okay to put your contact infor-

mation on what you send, or add it as text 

on your Instagram or social media, but 

don’t hawk specials, fire sales, and product 

placements. It turns people off instantly 

and they won’t forward your message. And 

they’re less likely to look at your next mes-

sage because you’re trying to “hard sell” 

them…again. 

Your purpose is to get your followers 

to look forward to hearing from you, to get 

their attention, to pass your information 
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on, to remember you when they’re ready 

to buy or when they’re talking with their 

friends about what you sell. 

Like all good promotional, marketing 

and advertising you want to get your mes-

sage seen, saved and shown to others! 
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Bob Newhart 

“When it’s all over, you go to heaven and 
God says, ‘What did you do?’ ‘I made peo-
ple laugh.’ ‘Get in that real short line over 
there.’” 
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Dr. Nalini Ambady, 
Harvard Professor 

People are making accurate decisions 
about whether they like you, trust you, and 
believe you in less than two seconds. Sev-
enty-one percent of the purchasing deci-
sion is based upon trust between the client 
and the salesperson.  
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Hollywood Scriptwriters 

When a writer is pitching their idea to a 
movie producer they have to do it in 
twenty-five words or less. 
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Instagram Compatible 
 

All the ItsAlittleFunny graphics are Insta-
gram compatible. But because of the re-
quired size, there is no room to personal-
ize them like the larger SmartyPants 
graphics. Not a problem. Just add what-
ever text you do on your normal posts. 
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Joe Girard, How to Sell  
Anything to Anybody 
 

Use ItsAlittleFunny to sell yourself, to 
build on the relationship. Don’t always 
push your service or product. Turns peo-
ple off. People will remember you when 
they’re talking with others about what you 
sell and your referrals will multiply. 
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Joe Vitale, Hypnotic Writing 

Headlines will make or break your copy. 
Five times more people will read your 
headline than read your entire article. Sub-
headlines help convey your message and 
keep people interested. 
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Paul Brown, 
Your Attention, Please! 

Your written communication should be 
like a movie poster. If it looks like a quick 
read, rather than a major investment of 
time and attention, you’re likely to give it a 
look. 
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Willie Nelson 

I learned early in my career that the 
shorter you can make your song to get 
your point across, the more likely the sta-
tions would be to play it. 
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Robert Cialdini, Influence: 
The Psychology of Persuasion 

The number one rule for persuasion is to 
show people that you genuinely like them. 
Liking is one of six factors to win people 
over. What’s important is that liking is in-
creased by the frequent positive contacts 
you have with others. 
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How to Get Out of This Life 
Alive 

Made you look. 
Let’s cover some things you should and 

should not do if you’re going to create your 
own referral messages. 

1. As Joe Vitale said, your headlines
should make people curious
enough to want to look.

2. Make your graphics interesting
and colorful; include art, pictures
and illustrations when possible.

3. Humor sells. Look how many ads
on TV use (er…try to use) humor.
People can relate to it because hu-
mor is the child of truth and sur-
prise. People like to associate with
people who are fun to be around
and who have a sense of humor.

4. Skip the “motivational poster”
tropes. They’ve flooded the mar-
ket. Be creative. Be original. The
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more unusual, the more viral your 
message. 

5. If you use other people’s quotes,
make sure to give them credit and
try to add your twist to it. (Like the
Alfred Hitchcock quote on the
LinkedIn strategy). I have nearly
200 pages of quirky quotes I’ve
collected for over ten years from
what others have said in inter-
views, in books and publications,
as TV and movie characters, from
conversations overheard in air-
ports and restaurants, and from
personal interactions with thou-
sands across America. You won’t
find them in any “Famous Quotes”
books. Many are spontaneous and
off-the-cuff, which makes them
original, humorous and thought-
ful. Plus, I make my own headline
for each quote which helps me to
be more creative. Here are three
examples:
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The Makings of a Tragedy 
“If you say in the first chapter 
that there is a rifle hanging on 
the wall, in the second or third 
chapter, it absolutely must go 
off.” – Anton Checkhov 

Glad I Was Wrong 
“I love being wrong because 
sometimes it shows you didn’t 
know enough and you learn 
new techniques.” – Michelle 
McNamara, “I’ll Be Gone in the 
Dark”  

Now My Next Slide Shows… 
“If you’re doing a Power Point, 
you have neither.” – Historian 
John Meacham 
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Start Reading This Book 
Here* 

In conclusion, referrals are the best way to 
get new business. You now have over two 
dozen strategies for how to get them.  

*For those who don’t like to read to show
you what you’re missing.
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