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Referral marketing uses word-of-mouth recommendations to boost growth, customer 

engagement, and revenue. This handbook covers referral marketing basics, 

implementation, and mastery.

We will walk you through designing, implementing, and optimising a referral 

marketing programme that meets your business goals and appeals to your target 

audience. We’ll cover everything from laying the groundwork and crafting enticing 

offers to promoting the programme effectively and analysing its success. 
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Referral marketing relies on personal 

recommendations and the idea that happy 

customers and advocates are your best 

marketers. It creates a word-of-mouth cycle by 

encouraging people to promote your products 

or services to their networks. This organic, 

peer-to-peer approach leverages trust in friends, 

family, and coworkers’ recommendations.

How does it work?

The idea is to create a self-sustaining viral loop 

where customers do the marketing on your 

behalf. It is crucial because consumers now 

distrust traditional advertising and put more trust 

in recommendations from friends and family. 

Referral marketing converts existing customers 

into powerful brand ambassadors, incentivising 

them to recommend their friends and family to 

your brand. Brands that incentivise customer 

referrals boost credibility, reduce customer 

acquisition costs (CAC), and generate high 

quality leads.

The strategies in this handbook will guide your 

efforts in developing a referral programme that 

will become a growth engine for your business.

The Psychology Behind   

Referral Marketing

Referral marketing leverages fundamental 

psychological principles to drive results:

Social Influence and the Power of  

Social Proof: 

When someone accepts our 

recommendations, it boosts our social 

currency and validates our opinions. This 

is because the information we shared was 

perceived as valuable by others.  

Reciprocity:

People are more likely to take a specific 

action when they see others benefit from it. 

In the case of referral marketing, rewarding 

your brand advocates encourages other 

customers to recommend you as well. 

Emotional Connection and Trust Building: 

Referral marketing builds on the emotional 

connections between advocates and their 

networks. Leveraging the existing trust 

established between both parties makes  

recommendations compelling.

Chapter 1

Understanding Referral Marketing

88% of people trust recommendations from friends and 

family more than any other type of advertising.
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Referral Marketing Channels

Referral marketing channels can be digital or 

physical. Digital channels include email, social 

media, and review websites. On the other hand, 

the physical channel refers to word-of-mouth 

marketing.

Word-of-Mouth:

Word-of-mouth marketing is the informal 

exchange between your brand advocates and 

potential leads. Brand advocates share personal 

positive experiences, recommending your 

business to previously untapped segments. 

As a result, leads are more likely to consider 

your brand or even convert into paying 

customers. This is due to their personal 

relationships with brand advocates. 

Digital:

Email 

Email referral marketing involves businesses encouraging their existing customers to refer others via email. 

This method leverages the reach and personal networks of customers. With email traffic on the rise, it’s clear 

that this channel will continue to be a focal point for marketing efforts.

Daily global email traffic is expected to reach an all-time high of about 361.6 billion in 2024, up from an 

estimated 347.3 billion in 2023.

It often involves enlisting employees, freelancers and service providers, business partners, resellers, or 

distributors to refer potential clients or customers via email as part of a cooperative marketing effort.

Social Media  

Social media referral marketing facilitates customer recommendations through social networks. Businesses 

encourage customers to share their experiences and refer others using platforms like Facebook, Instagram, 

and Twitter. 

Social media influences the purchasing decisions of more than 74% of consumers.

Review Websites

Review sites encourage customers to leave positive reviews on Yelp, TripAdvisor, and Google. Positive 

reviews are one of the most trusted forms of advertising. 

85% of consumers trust customer reviews as  much as personal recommendations.

Influencer Marketing

Collaborating with popular and well-known influencers taps into highly engaged audiences. Influencers 

amplify referrals just by endorsing your products or services to their followers. Typically, followers access 

exclusive discounts through unique codes. Association with influencers has the potential to boost brand 

credibility and awareness among global audiences.
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Share the love of sport! 

For every friend you invite to rewards.com 
you will both recieve 100pts

Refer a friend

Reward

What are the Benefits of Referral Marketing?

Referral marketing yields several transformative benefits for businesses. 

1. Increased Customer Trust and Credibility

People are more likely to trust and consider a referral from a trusted friend or family 

member. Referrals build trust and reduce the mistrust associated with advertising.

2. High-Quality Leads and Conversions 

Leads acquired through referrals are more likely to become paying customers. 

Referral-generated leads have a higher conversion rate (30%) and lifetime value 

(16%) than leads acquired via other marketing channels.

3. Cost-Effectiveness and Improved ROI  

Referral marketing is a cost-effective alternative to traditional advertising. You can 

avoid spending as much money on ad campaigns that run for several months or 

more. The fact that customers acquired via referral marketing spend over 200% 

more than other customers is also a plus.

4. Enhanced Customer Loyalty and Lifetime Value

Advocates who refer others are likely to have a deeper emotional connection with 

your brand. This loyalty can result in increased customer retention and a higher 

lifetime value.

5. Amplified Brand Awareness and Reach

Referral marketing extends your brand’s reach beyond your immediate audience. 

Each advocate introduces your brand to a new network, potentially leading to 

exponential growth in visibility and directly contributing to lead generation.
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The Impact of Referral Marketing on  

Customer Journeys

Referral marketing influences each stage of the customer 

journey. The customer’s journey from awareness to conversion 

looks like this:The Role of Technology in Referral Marketing

The digital age has transformed referral marketing into a tech-powered 

strategy. Here’s how:

Digital Platforms and Tracking Mechanisms:

Online platforms and software enable businesses to create and manage 

referral programmes, track referrals, and calculate rewards accurately. 

Automation and Streamlining Processes:

Automation streamlines the referral process, making it easier for advocates 

to refer others and for businesses to manage the programme efficiently.

Integration with CRM and Analytics Tools: 

Referral data can be integrated with customer relationship management 

(CRM) systems and analytics tools, providing valuable insights for 

programme improvement.

Awareness Stage:

Advocates introduce potential customers to the brand, creating 

an initial point of contact and sparking curiosity. 

Consideration Stage:

Advocates’ recommendations amplify trust during the research 

and consideration phase, increasing the likelihood of them 

moving to the conversion stage.

Conversion Stage:

The trust established through referral marketing contributes 

to higher conversion rates, as potential customers feel more 

confident in making a purchase.

Post Purchase Stage:

Once paying customers start receiving value from your 

product or service, you can incentivise them to become brand 

advocates. This stage of the customer journey is optimised 

towards generating highly qualified leads. Essentially, turning 

the customer journey into a brand advocacy cycle. 
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Chapter 2

Setting the Foundation

Assessing Your Business’s Suitability for Referral Marketing

Before embarking on a referral marketing journey, it’s crucial to evaluate whether your 

business is well-suited for this strategy. The following steps help you assess suitability.

Understanding Your Customer Base: 

Analyse your existing customer base via customer surveys and feedback forms.  

Are they likely to refer others due to their positive experiences? Are your products  

or services shareable or appealing to a broader audience?

Product or Service Quality:

Referral marketing thrives on positive word-of-mouth. Ensure that your offerings  

meet or exceed customer expectations to encourage enthusiastic recommendations.

Customer Engagement:

Do you have an engaged customer community? Active and engaged  

customers are more likely to participate in referral programmes.

Brand Advocacy Potential:

Are there customers who are already passionate about your brand?  

Identifying potential brand advocates can serve as a strong starting point  

for your referral programme.
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Identify Key Outcomes:

Determine what you aim to achieve with your referral programme. Typical goals 

include increasing customer acquisition, boosting sales, enhancing loyalty, or 

expanding brand awareness. 

Quantify Goals:

Set specific, measurable, achievable, relevant, and time-bound (SMART) goals. For 

instance, aim to achieve a 20% increase in new customer sign-ups within the next 

six months.

Align with Business Strategy: 

Ensure your referral objectives align with your overall business strategy and 

marketing efforts.

Consider Metrics:

Select metrics that align with your goals, such as referral sign-ups, conversion 

rates, revenue generated, or customer lifetime value.

Account for the Target Audience: 

Tailor your goals to match the preferences, behaviours, and expectations of your 

target audience.

Reflect on Resources: 

Assess the resources needed to achieve your goals, including incentives, 

technical support, marketing materials, and tracking systems.

Regularly Review and Adjust: 

Continuously monitor your progress, adjust goals as needed, and refine your 

strategy to optimise results.

Defining Clear Objectives and Goals

Setting clear objectives is essential for ensuring your referral marketing programme  

aligns with broader business strategies. Define clear objectives and goals using the following steps:
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By following these steps, you'll set clear objectives that guide your referral 

marketing efforts and drive successful outcomes.

Identifying Target Audience and Personas

To maximise the effectiveness of your referral programme, identify key 

segments in your target audience:

Ideal Advocates: 

Identify customer segments that are most likely to become advocates. You 

can identify your ideal advocates by tracking customers who make repeat 

purchases or share positive reviews.  

Referral Recipients: 

Determine the characteristics of potential new customers you want 

advocates to refer. Consider demographics, interests, pain points, and 

needs.

Creating Customer Personas: 

Develop detailed customer personas for both advocates and referred 

customers. Understand their motivations, challenges, and communication 

preferences.

Segmentation: 

Divide your customer base into segments and tailor referral messaging to 

these specific groups. Your communication strategy should convert leads 

and detractors into advocates and highlight your referral programme’s 

benefits to loyal customers.
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Chapter 3

Designing an Effective Referral  
Marketing Strategy

Following these tips to maximise your referral programme will help you 

launch a successful referral marketing strategy.  

1. Design a referral programme that converts

Make sure the messaging behind your referral programme has clear, 

instructional copy and CTAs. The programme’s design should be clean, 

focus on usability, and highlight the most important actions that you want 

brand advocates and new customers to take. 

Attention-grabbing headlines are a great way to create a referral 

programme that converts. Headlines play a significant role in convincing 

customers to sign up for referral programmes.

A compelling headline should sum up the entire programme in a few words. 

It must describe how it works and its advantages. 

Here are some examples of catchy headlines:

• Invite a friend and earn £20

• Get £15 for every friend you recommend!

• Invite a friend and get free delivery for a year
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2. Set clear programme goals and objectives

What are you hoping to achieve with your referral programme? Are you looking to 

expand, boost retention, or explore new revenue opportunities? Do you work in an 

industry where establishing credibility is crucial? 

If you take the time to carefully consider and define your objectives, the path forward 

should become clear.

Some typical objectives include:

Generating more highly qualified leads.

Increasing your email subscriber base or number 

of social media followers

Boosting sales or lead conversion
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3. Identify incentives and rewards for referrers

Identify rewards that motivate customers to progress on the path towards 

advocacy. Asking your customers about their preferences is the best way 

to understand which rewards will resonate with them. 

Send out surveys and feedback forms, asking customers their thoughts 

on existing and proposed rewards incentives. That way, you’ll know your 

customers’ sentiments towards specific rewards, and that will improve 

the success rate of your referral incentives. You can reward customers for 

participating in the survey to improve engagement. 

Decide who gets the reward

Once you settle on the right reward, the next step is deciding who gets it. You can 

adopt a one-sided or double-sided reward programme.

One-sided referral programme

One-sided referral programmes only reward your brand advocates. This option is 

typically more economical and allows you to offer high-value incentives. However, this 

approach does little to incentivise leads to convert into paying customers.  

Double-sided referral programme

Double-sided referral programmes reward both the customer advocate and the new 

customer. This increases the chances of a successful referral because both parties 

stand to gain tangible benefits.
Some examples of rewards:

• Discounts

• Coupons

• Cashback or redeemable referral points 

• Giveaways or complimentary service upgrades

• Free monthly trials

• Brand merchandise

• Gift cards (Amazon, eBay, or Apple)

• Contributions to preferred charities

Although double-sided rewards sound costly, they can still be economical. 

You can achieve this by offering new customers a small welcome gift. Rewards 

for brand advocates, however, should scale with their successful referrals to keep 

them motivated. The more referrals they bring in, the more valuable their reward. 

The amount of new business that brand advocates generate will offset the cost of 

their rewards.

A recent report revealed that over

of referral programmes reward the referrer and the new customer.

90%



Referral Marketing Handbook

16

4. Create a seamless referral process 

Design a simple and straightforward referral process that encourages customers to 

make referrals. They are less likely to engage in the referral programme if it’s too 

complicated or doesn’t consider their preferences. Ensure that there are multiple 

referral channels for your advocates to endorse your brand to new leads.  

Channels like email, social media, and text messaging are great choices. Choose 

an option that reflects your customers’ preference for sharing information within 

their social circles. For example, if younger generations make up the bulk of your 

customer base, social media might be the ideal option.

5. Consider the software and tools required

Referral marketing software streamlines the referral process and boosts brand 

advocacy. With the right tools, you can easily keep tabs on who referred your brand 

and reward these devoted advocates appropriately. For example, CRMs and third 

party referral programme providers.

Also, keep in mind that not all referral programmes look the same. Some may 

incorporate other programmes, such as affiliate networks and brand partnerships, 

both of which can leverage referral marketing. 

6. Work with influencers to boost brand exposure 

Research shows that over 50% of Millennials trust the views of influencers.  

Collaborating with influencers boosts your brand’s credibility and taps into the trust 

they’ve nurtured in their community of followers. 

The strong connections followers strike up with their favourite influencers are akin to 

real life friendships. Influencers referring your brand to their followers is the same as 

hearing a recommendation from a friend. Only the scale and reach of influencers are, 

by and large, much wider.

https://www.forbes.com/advisor/business/social-media-statistics/#:~:text=77%25%20of%20businesses%20use%20social,to%20connect%20with%20their%20customers.
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Chapter 4

Building and Implementing  
Your Referral Programme

Here are some of the different types of programmes for you to consider. 

You can select the best option for your business or combine two or more 

to create a unique referral structure.

Basic programme

This is the standard programme where the referrer receives a reward 

when the referred customer makes a purchase. In some reward 

programmes, both the referrer and the referred customer receive the 

same reward. However, it’s not uncommon for both parties to get different 

rewards.

Tiered programme

Programmes with tiers offer rewards of increasing value as customers 

progress to higher levels. Progression will often depend on the number 

of referrals generated. For instance, if a customer successfully refers 

10 leads, they could receive a £100 incentive and £20 for subsequent 

referrals.

Multi-step programme

In this setup, referrers only earn rewards after the referred lead has completed several 

actions or steps. For example, a referrer might earn £10 when the referred customer books 

a demo, another £10 when they book a consultation, and £20 when they pay for the product 

or service.

Similar to the tiered system, a multi-step programme delivers different incentives at various 

stages of the referral journey. However, multi-step programmes focus on specific actions 

completed along the sales funnel, while tiered programmes reward customers based on 

the number of referrals they make.

Gamified programme

The gamified system adds fun and competition to the referral process. It usually involves 

using game elements such as time-limited events to drive engagement in referral 

campaigns. For instance, customers can earn high-value rewards if they refer more 

customers than other existing customers. These friendly competitions can be exciting for 

your customers and endear them to your brand by giving them unforgettable experiences.
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Choose the Right Incentives 

Selecting the right incentives is a pivotal decision in designing an effective 

referral marketing strategy. Here are some options for you to consider:

Discounts: 

Offering discounts on products or services can be a compelling incentive. 

Customers appreciate immediate monetary savings, which can encourage them 

to refer others.

Crafting an appealing referral offer is key to attracting both advocates and 

recipients. Use these tips to enhance your referral offer.

Clear and Simple Messaging: 

Clearly communicate the benefits of your referral programme and what 

advocates and recipients stand to gain.

Attractive Rewards: 

Ensure that the rewards align with the value advocates are bringing to your 

business and are enticing enough to motivate participation.

Ease of Participation: 

Make it easy for advocates to refer others and for recipients to redeem rewards. 

Simplify the process to maximise engagement.

Urgency and Scarcity: 

Incorporate urgency or scarcity into your offer to create a sense of exclusivity 

and prompt immediate action.
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Use Referral Programme Templates

Templates provide the structured framework you need to kick-start your referral programme:

Advocate Sign-Up Template

• Gather essential information from advocates, such as their 

name, email, and preferred communication channels.

• Include an overview of the referral programme’s benefits  

and how it works.

Referral Tracking Template

• Create a system to track advocate referrals and successful 

conversions.

• Include fields for advocate details, referred customer 

information, and conversion status.

Recipient Referral Redemption Template

• Design a user-friendly redemption process for referred 

customers to claim their rewards.

• Provide clear instructions and links to access rewards or 

discounts.

Programme Communication Templates

• Create email templates for inviting advocates to join the 

programme, informing them of successful referrals, and 

sending reminders about available rewards.

• Develop messaging for recipients that introduces the referral 

offer and highlights its benefits. Do this via email, newsletter, 

or social media.

USERS

ENVELOPE
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The Synergistic Effect of Combining Referral 

Programmes and Loyalty Programmes 

Combining loyalty and referral programmes together generates a number of 

exciting benefits. This ranges from:

Starbucks

“Starbucks Rewards” is the loyalty programme at the world-renowned coffeehouse 

chain. Every purchase earns customers stars that they can redeem for free drinks, 

food items, and serveware. 

In addition to this, Starbucks has an integrated referral programme, encouraging 

customers to refer friends to join “Starbucks Rewards”.  Both parties receive bonus 

stars after the referee has made a qualified purchase.  

Amazon Prime

The popular loyalty programme “Amazon Prime” sees customers enjoy various 

benefits, from free and fast shipping, exclusive deals, and access to video and music 

streaming services. Amazon adds another layer to its loyalty-building strategy with a 

referral programme called “Amazon Associates”. 

“Amazon Associates” allows referrers to act almost as affiliate channels as they earn 

referral fees by promoting Amazon products. They are given unique referral links that 

assist Amazon with tracking lead generation and sales volumes.The collective integration of all these benefits creates a comprehensive 

customer loyalty programme that also leverages the power of referrals.  

To make this clearer, let’s take a look at some examples. 

Sephora

Sephora’s loyalty programme, "Beauty Insider,” uses the typical transaction 

model of earn and burn. Customers earn points for every purchase they 

make. These points can be redeemed for exclusive products or experiences. 

Alongside this earn and burn loyalty programme, Sephora also operates 

a referral programme. Customers refer friends to sign up for the “Beauty 

Insider” earn and burn loyalty programme. The referral programme is double-

sided so both parties receive rewards. Referrers get bonus points after the 

referral’s first purchase, and the referee receives a welcome gift.

• Driving customer acquisition

• Enhancing customer retention 

• Strengthening brand advocacy 

• Improving customer engagement 

• Increasing customer lifetime value
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Simple Scalability: 

Manual processes become complex and error-prone as your referral programme grows. Digital 

automation scales easily, managing more referrals without sacrificing accuracy or efficiency.

Consistent Communication: 

Automated systems ensure that advocates and referred customers receive consistent and timely 

communication. Consistency enhances the user experience and keeps participants engaged.

Personalised Engagement: 

Digital programmes allow for personalised messaging and tailored rewards based on 

advocate behaviour and preferences, fostering stronger connections and motivation.

Resource Optimisation: 

Automation frees up valuable human resources that can be redirected towards 

strategy and higher-level decision-making.

Adaptation and Innovation: 

Digital programmes can be easily adapted to accommodate changes in your referral strategy, 

such as modifying incentives or testing new messaging. Flexibility encourages innovation.

Improved Participant Experience: 

Digital platforms offer intuitive interfaces for advocates and referred customers, 

making it easy for them to participate, invite others, and redeem rewards.

Comprehensive Analytics: 

Digital programmes provide detailed analytics, allowing you to measure performance, 

identify trends, and refine your strategy for continuous improvement.

Automating Your Referral Programme

Referral marketing is a powerful strategy, but managing it manually can be time-

consuming and prone to errors. 

This is where automation comes in. 

By automating your referral programme, you can streamline processes, track 

results accurately, and enhance the overall efficiency and impact of your efforts. 

Why You Should Prioritise a Digital Programme Over Manual Processes

Embracing digital automation offers numerous advantages over manual 

processes. The efficiency, accuracy, and scalability of digital referral 

programmes significantly enhance your strategy's impact. Here's why you 

should prioritise a digital referral programme:

Enhanced Efficiency: 

Manual processes like tracking referrals, sending emails, and entering data take time. 

Digital referral programmes streamline and accurately execute these processes.

Tracking and Attribution: 

Digital platforms track and attribute referrals to advocates using unique referral 

links or codes. This minimises errors and ensures that advocates receive credit 

for their successful referrals.

Real-Time Insights: 

Digital programmes provide real-time data on referral activity, conversions, and 

engagement. They help you make informed decisions and strategy adjustments 

for optimal results.
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The Propello Solution

Propello Cloud’s referral technology simplifies referral 

programme automation. With features tailored to 

streamline tracking, communication, and data analysis, 

Propello delivers tangible results.

By automating your referral programme, you can focus on 

strategic aspects of your marketing while our technology 

handles the operational bits. Partner with us today to 

create a more effective, scalable, and rewarding referral 

experience for both leads and advocates. 
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Steps to Automate Your Referral Programme

Here's how to automate your referral programme:

Choose a Platform: 

Select a referral marketing software or platform that suits your needs and 

integrates with your existing systems.

Set Up Tracking: 

Implement tracking mechanisms, such as unique referral links or codes, to 

accurately attribute referrals.

Automate Communication: 

Use automated emails or messages to notify advocates about their referral 

progress, inform recipients about the referral offer, and send reward 

notifications.

Optimise Landing Pages: 

Create user-friendly landing pages with automated forms for advocates to 

refer others and for recipients to claim rewards.

Monitor Analytics: 

Utilise the built-in analytics of your chosen platform to track key metrics, such 

as sign-ups, conversions, and reward redemptions.

Personalisation: 

Leverage automation to personalise communication based on advocate 

behaviour and preferences.

A/B Testing: 

Automate A/B testing to experiment with different incentives, messaging, and designs 

to optimise programme performance.

Regular Maintenance: 

Periodically review and adjust your automated processes to ensure they align with 

your evolving goals and strategies.
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Once your referral programme is operational, advertise it to your target 

audience  through all established contact channels.

Promote the referral programme on your website’s homepage and other 

"high-traffic" landing pages. The referral programme should also have a 

dedicated page. You can also write a blog article about it and promote it 

across your network.

Leverage social channels to promote your referral programme. Direct traffic 

to its landing page by posting about it on Facebook, Instagram, TikTok, 

Twitter, and LinkedIn. You can also design an email campaign outlining the 

programme's benefits and how to participate. 

Additional strategies for promoting  

and amplifying referrals

Giveaways

Everyone loves freebies. Give out overstocked and unsold items as rewards 

for customer referrals. If you run a service-based business, you can offer a 

surprise service package or add-on to encourage referrals.

Competitions

Tapping into humans’ love of sport and competition can transform your 

referral strategy. This could mean using strategies like contests and 

sweepstakes to engage customers.

Chapter 5

Promoting Your  
Referral Programme

For instance, you could start a social media contest giving existing customers the 

opportunity to win a cash prize by generating the highest number of referrals. This 

strategy boosts public perception of your brand while helping you attract new 

customers.

Affiliate programmes

Another highly effective strategy to increase referrals is to launch an affiliate programme.

These programmes are not the same as referral programmes, but they do operate on 

similar principles.

Affiliate programmes are a great way to expand your marketing reach. It involves 

enlisting the help of marketers, publishers, and influencers to generate leads. Partners 

that are considered "influencers" use their status to promote your business to their 

existing followers via blogs, social media posts, and other forms of content distribution.

It spares you the effort of reaching and converting new audiences by leveraging the 

confidence and trust that affiliates have built with their audiences to drive qualified 

traffic to your business. It is a highly effective form of targeted marketing.

83% 
of marketers use affiliate marketing to boost brand recognition.
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Chapter 6

Referral Tracking: Measuring  
and Analysing Referral Success

Referral tracking is the backbone of a successful referral marketing strategy. 

It involves monitoring and analysing the performance of your referral 

programme to ensure its effectiveness. 

What is Referral Tracking?

Referral tracking involves systematically recording and evaluating the 

outcomes of your referral programme to assess its impact. 

There are two main types of referral tracking:

Manual Tracking: Involves using spreadsheets, 

forms, or other manual methods to record and 

manage referrals. It is useful for small-scale 

programmes, although it requires more effort.

Automated Tracking: Leveraging specialised 

software or platforms to automatically track 

and manage referrals. Automation simplifies 

monitoring of larger scale referral programmes.

Setting Up Referral Tracking Systems

Efficient referral tracking requires a well-structured tracking system:

How to Track Referrals:

• Implement unique referral codes, links or identifiers for each advocate to ensure 

accurate attribution.

• Develop a streamlined process for advocates to refer others and for recipients to 

redeem rewards.

• Utilise dedicated referral tracking software or platforms that automate the 

tracking process. 

• Using referral form fields helps you find out how customers discover your 

business.

• Add conversion-tracking pixels to your website or landing pages to track referral-

generated conversions. 

• Integrate your referral programme with your CRM system. Track referral activities 

and other customer interactions by linking referrals to customer profiles. 
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Tracking Automation Benefits

• Timely and accurate tracking with minimal manual effort.

• Real-time data accessibility for both advocates and administrators.

• Improved accuracy in attributing conversions to specific advocates.

Key Metrics for Referral Tracking

Measuring the right metrics is essential for understanding the performance of your 

referral programme:

Referral Sign-ups: 

Number of advocates who join the programme

Referral Shares: 

How often advocates share their referral links

Conversion Rate: 

Percentage of referred leads that convert into customers

Reward Redemption Rate:  

Proportion of recipients who claim their rewards

Referral Source Performance: 

Channels that generate the highest number of leads

Customer Lifetime Value (CLV): 

Revenue a referred customer generates during their relationship with you

Revenue Generated: 

Referral-generated revenue shows the contribution of referrals to your gross revenue
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Analysing Referral Data — What to Do with the Data You 

Collect

Collecting and analysing data alone cannot drive positive results in a referral 

campaign. You must have a clear strategy to make that data work for you.

Optimise your referral programme after data collection and analysis in the 

following ways:

Incentives and Rewards: 

Use tracking data to adjust the rewards offered to advocates and referrals. 

Align incentives with referral performance to maximise engagement and 

participation.

Messaging and Communication: 

Use insights from data analysis to refine referral programme messaging. 

Tailor messages to different segments, addressing their specific needs and 

motivations.

Referral Experience Optimisation: 

Streamline the referral process based on identified drop-off points or areas of 

friction. Simplify the referral form and optimise your landing pages. Ensure a 

seamless user experience to improve conversion rates.

Targeted Marketing Efforts: 

Leverage the insights on high-performing referral sources and demographics 

to target marketing efforts. Encourage and incentivise referrals from high-

value customer segments. Assign resources and campaigns to channels or 

segments that deliver the best results.
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Chapter 7

Overcoming Challenges  
and Pitfalls

For your referral marketing strategy to be a success, you need to be 

aware of potential mistakes that could undermine it. By addressing these 

challenges, you’ll strengthen the effectiveness and longevity of your referral 

programme.

Here are some common mistakes to watch out for:  

Complex Referral Process

A complex referral process deters advocates and potential new customers 

from participating. Referrals with lots of steps or information overload might 

cause advocates to abandon their referral efforts. Unclear instructions or 

vague communication also lead to frustration and abandonment.

Frustrated customers are

Here are some tips for simplifying the referral process:

Streamlined Experience:  

Simplify the process for advocates to refer others and for recipients to redeem 

rewards.

Clear Instructions:  

Provide concise and easy-to-follow instructions at every stage of the referral journey.

Cash Rewards:  

Providing cash rewards or monetary bonuses for successful referrals can motivate 

advocates to actively promote your brand. This incentive is particularly effective for 

affiliates and influencers.

Exclusive Content:  

Exclusive content, such as access to premium features, early releases, or specialised 

resources, entice advocates who value unique experiences.

User-Friendly Interfaces:  

Ensure that referral interfaces, forms, and tracking systems are intuitive and user-

friendly.

13% more likely to tell 15 people or more

about negative customer experiences. Negative word-of-mouth is the exact 

opposite of what you want to get out of your referral programme.



Referral Marketing Handbook

33

Not Tracking or Measuring Results Here’s how you can avoid these pitfalls:

Implement Tracking Systems:

Set up tracking mechanisms, either manually or through 

automation, to monitor referral progress.

Following best practices and implementing all of the right strategies might 

seem like enough to bring success. However, without tracking or measuring 

results, you risk exposing your business to avoidable pitfalls such as:

Awareness Stage: 

Advocates introduce potential customers to the brand, creating 

an initial point of contact and sparking curiosity. 

Inability to Optimise: 

Without data, you can’t identify what’s working and what’s not, 

hindering optimisation efforts.

Missed Opportunities: 

You might overlook potential advocacy patterns or opportunities 

for improvement.

Define Key Metrics:

Identify essential metrics, such as referral sign-ups, 

conversions, and redemption rates, for evaluation.

Regular Analysis:

Continuously review referral data to identify trends, successes, 

and areas that need improvement.
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Chapter 8

Continuous Improvement  
and Innovation

Referral marketing is an ever-evolving strategy. You must focus on 

continuous improvement and innovation to refine your referral programme 

for maximum effectiveness.

Here’s how you can get started: 

A/B Testing and Experimentation

Testing and experimentation are essential tools for refining your referral 

programme. 

Plan controlled A/B tests, changing one variable at a time to measure the impact 

accurately. Base your adjustments on the results of these experiments, focusing on 

what works best.

49%
A/B testing can lead to average  

conversion rate improvements of

Testing often involves the following: 

 

Incentives:  

Compare different types of incentives (discounts, cash rewards, etc.) to determine 

which yields higher engagement.

Messaging Variations:  

Experiment with referral messaging and calls-to-action to identify the most compelling 

approach. 

 

Landing Page Optimisation: 

Test landing page designs and user flows to improve conversion rates.
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Gathering Feedback and  

Incorporating User Suggestions

Staying Updated with Referral Marketing 

Feedback from advocates and participants offers invaluable insights 

for programme enhancement. Regularly survey advocates to gauge 

their satisfaction, gather suggestions, and identify pain points. Seek 

feedback from referral recipients to understand their experience and 

any potential issues.

Remaining current with industry trends ensures your programme stays 

relevant and effective. Here are some ideas to help you innovate:

• Attend conferences and webinars focused on 

referral marketing to stay informed about the 

latest strategies.

• Analyse your competitors’ referral programmes 

to identify innovative approaches and stay 

competitive.

• Regularly follow industry publications, blogs, and 

thought leadership to stay updated.

• Use newfound knowledge to implement fresh 

ideas and techniques into your referral strategy.
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Takeaway Checklist

Chapter 1: Understanding Referral Marketing

Word-of-Mouth

Digital

Email

Social Media

Review Websites

Influencer Marketing

Assess Your Business’s Suitability for Referral Marketing

Define Clear Objectives and Goals

Identify Your Target Audience and Personas

Referral Marketing Channels

Chapter 2: Setting the Foundation for Success

Increased Customer Trust and Credibility

High-Quality Leads and Conversions

Cost-Effectiveness and Improved ROI

Enhanced Customer Loyalty and Lifetime Value

Amplified Brand Awareness and Reach

Benefits of Referral Marketing

Design a Referral Programme That Converts

Set Clear Programme Goals and Objectives

Identify Incentives and Rewards for Referrers

Decide Who Gets the Reward

Create a Seamless Referral Process

Consider the Software and Tools Required

Work With Influencers to Boost Brand Exposure

Chapter 3: How to Design an Effective Referral 

Marketing Strategy
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Chapter 4: How to Build and Implement  

Your Referral Programme

Basic reward programme 

Tiered programme

Multi-step programme

Social Media

Review Websites

Influencer Marketing

Choose the Right Type of Referral Programme

Choose the Right Incentives

Create an Appealing Referral Offer

Use Referral Programme Templates

Social Media

Leverage the Synergistic Effect of Combining Referral

Automate Your Referral Programme. 

Choose a platform 

Set Up tracking systems 

Automate communication 

Optimise landing pages 

Monitor analytics 

Personalisation 
 
A/B testing 

Regular maintenance

Giveaways 
 
Competitions  

Affiliate programmes

Chapter 5: Promoting Your Referral Programme

Strategies for Promoting and Amplifying Referrals
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Chapter 6: Referral Tracking:  

Measuring and Analysing Referral Success

Use Unique Referral Codes

Develop a Streamlined Referral Process 

Utilise Dedicated Referral Tracking Software 

Use Referral Form Fields 

Add Conversion-Tracking Pixels to Your Website or Landing Pages 

Integrate Your Referral Programme With Your CRM System

Chapter 7: Potential Challenges and Pitfalls

Complex Referral Process 

Not Tracking or Measuring Results
 
Fraud and Misuse of Referral Programmes
 
Not Adapting to Evolving Customer Behaviour

Chapter 8: Continuous Improvement and Innovation

Conduct A/B Testing and Experimentation 

Gather Feedback and Incorporate User Suggestions
 
Stay Updated on Referral Marketing Trends
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Embrace the Power of Referral 
Marketing with Propello Cloud

Referral marketing is a potent force that revolutionises your business’s 

growth. As you embark on your journey to harness the influence of personal 

recommendations, remember that the right technology solution makes all 

the difference.

Unlock ease and efficiency with Propello Cloud. 

Our comprehensive platform is designed to streamline every aspect of your 

referral marketing programme. From tracking and management to analytics 

and optimisation, Propello Cloud empowers you to unlock the full potential 

of referrals.
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Mobile first referral experience

> Leverages social networks

> Simple to use

> Simple to integrate

CMS & API based rewards engine

> Configure campaigns

> Drive commercial goals

> Personalise incentives

> Monitor real time results 

> Manage users

> No dev resource required

Pre-enabled reward catalogue

> 100+ pre-enabled brands

> Seamless management

Complete support & management 

> Configure campaigns

> Drive commercial goals

> Personalise incentives

> Monitor real time results 

> Manage users

> No dev resource required
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Propello Referral Technology Solution



Don’t miss out on 
the opportunity 
to transform your 
marketing strategy. 
Elevate your brand through the power of referrals with Propello Cloud as your trusted partner. 

Contact us today to explore how we can take your referral marketing to new heights.

Now is the time to begin.

Contact us today for a quick 20 minute demo Book a demo

www.propellocloud.com/contact/ 0333 202 88 33 sales@propellocloud.com


