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[image: C:\Users\Mom Desktop\Desktop\images3CTZ579U.jpg]ave you ever received a referral, successfully guided the transaction to settlement, and then never sold another home or received another referral from that home buyer? Perhaps you felt that you had delivered great customer service, followed-up with a thank you note and placed a few perfunctory phone calls. This left you more confused than ever when these same people purchased an investor property one year later and used another agent.  Or perhaps, their neighbor just listed their home and they never mentioned your name.  
As a sales person, time is surely your most precious resource. There is no doubt about the fact that within every transaction there is a significant amount of this resource expended.  When you have completed a transaction, you are likely to have:
· Made a contact;
· Developed a rapport;
· Provided a service; and
· Followed up to make sure everyone involved was satisfied.

The fact that you had to start over again with another customer is a significant waste of your most precious resource. Every time you start again, you must expend significant amounts of time making contacts and developing rapport. The quality level of referrals will remain low because there is no higher quality of referral than those that come from repeat business.
How can you avoid losing this opportunity time and time again? In order to fully understand how to construct a solution, we must first analyze the reasons that you may have failed to achieve long term success regarding repeat business. The possibilities exist within three general categories: 
1. The first possibility is that you simply did not ask for another referral. As they say when advertising the lottery: "you can’t win if you don’t play." Every sales person knows that they could increase their level of production if they just asked more often. It is obvious that we should ask new sources of business.  When we deliver a reasonable level of service to a customer we tend to assume that they would look no place else for their next transaction. The assumption is false. The customer may be swayed by the next 
person trying to develop a rapport in order to get their business.  In other words—even if you were keeping in touch, you did not ask at the right time.
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2. [bookmark: _GoBack]The second possibility is that the constomer was not as happy with the service as you thought. It could be something you said during the transaction, or perhaps you did not return phone calls as quickly as they would have liked. Ask yourself—did you completely survey in writing, or verbally, their opinion of your service? Did you even elicit their opinion? 

3. Finally if there are any questions regarding your level of service, you definitely did not exceed your customer’s expectations. Exceeding expectations is the true definition of excellent customer service. Perhaps you did close the transaciton smoothly. In what way did you exceed your target’s expectations? Not sure how you could do that? Let’s take an example. Suppose after settlement you delivered a cleaning service to the house to help them clean after the move. If you did this unexpectedly, they are sure to remember your service levels fondly. On the other hand, if you advertised using this as a feature, then you delivered exactly what they expected. 

Another benefit of soliciting the opinion of your clients is the fact that you can receive testimonials for use in your future advertising efforts. If your client states that they were absolutely thrilled with the way you handled the transaction, ask them if you can quote them. If they say yes, you know that you are in a position to garner repeat business. Of course you will only get this repeat business if you ask. And you will not be in a position to ask unless you contact them personally on a regular basis. Being in position to ask is one thing. Accomplishing the tast is quite another. Letters asking for referrals are nice—but nothing is as effective as personal contact. 
Can you think outside the box in order to exceed expectations time and time again?  Can you implement a marketing plan that will take advantage of this service? This is the stuff from which repeat business is made. Anything less wastes your most precious resource. Are you really in a position to waste your precious time?…
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