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By the end of this session, you will…

• Understand the fundamentals of running a successful referral programme

• Understand the types of incentives that resonate well with your customers

• Have actions ready for the coming weeks to drive your programme



Time to put your 
thinking caps on
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The Fundamentals of 
Referral Success



The Psychology
of Sharing



Why is 
psychology 
important to 
referral?



Risk vs Reward

vsHow large is the risk 
of this action being 
socially ignored or 
rejected?

How confident am I 
that this action will be 
socially recognised 
and rewarded?



Before psychology 
can be useful, you 
must address the 
fundamentals



Make your customers look 
good in front of their friends



Social Capital primary drivers are…

• Looking good by being associated with the brand

• Helping your friend do something they want to do

• Making your friend happy



Triggers that keep your 
brand top of mind



Make your 
brand part of a 

bigger story



Evoke active emotions 
in your customers and 

they’ll share



• Excitement
• Surprise
• Delight
• Admiration
• Joy
• Post-exercise

Positive 
emotions to 
drive conversion



Four fundamental principles of 
the psychology of sharing

Social capital

Stimuli

Stories

Sentiment



Cialdini’s 6 Weapons of Influence



"We are obligated to give
back to others, the form of
behaviour that they have

first given to us. Essentially
thou shall not take without
giving in return.” - Cialdini

ReciprocationWeapon of 
influence #1



When a customer commits to
referring your brand, the rule of 
consistency and commitment 

suggests that they are more 
likely to refer again.

Commitment 
& Consistency

Weapon of 
influence #2



Adding social proof to copy 
can lift the conversion rate at 

that step of the funnel 
between 5%-25%.

Social Proof
Weapon of 

influence #3



Liking
Weapon of 

influence #4

Often we end up buying a

particular product simply 

because we like the person 

selling it to us.



Build badges of trust. 
Make your branding 

sharp and professional.

Authority
Weapon of 

influence #5



Use scarcity in different ways. 
From restricting how long a new 

customer has to use a referral 
offer, to limiting how long a 
referrer can share that offer.

ScarcityWeapon of 
influence #6



Key takeaways:
• Psychology of sharing is a powerful tool for uplifting the performance of your referral 

programme

• Before you can move the needle with psychology, the fundamentals must be in place

• You can play with: social capital, stimuli, stories and sentiment to maximize the 
psychological benefits of sharing

• When setting up your referral programme, consider this checklist of psychological 
enablers and barriers to construct your testing matrix: reciprocation, confirmation & 
consistency, social proof, authority, scarcity and framing



Incentive Strategy



Incentives rule of thumb

Be Fair Be Remarkable1 2



NON-DISCOUNT

• Gift cards
• 3rd party vouchers
• Free delivery
• Loyalty points
• Credit on account 
• Free product
• Donations to charity
• VIP access
• Competition entry

DISCOUNTS

• % off
• $/£/€ 

(fixed amount off)

We offer           of 
incentive options

lots



What will they value?
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The Ups and Downs
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Good to great: setting the optimal incentive Hampering your performance

of incentive planning



TYPE & VALUE

SPECIAL OPTIONS

MARGIN

MONTH 1 MONTH 2 MONTH 3 MONTH 4 MONTH 5 MONTH 6

First incentive

More valuable

Test a gift with 
purchase

Tiered incentive/ 
Double incentive

Test increments, focus on 
minimum order value, AOV

MONTH 7

Alternative type

incentive optimisation plan
An idealised 



Example

£10 off versus £7.50

Winner: £7.50 recruited 29% more 
new customers and generated 
42% higher revenue.   

The MeTime2019 
Best AB Test



• The Mention Me platform lets you control what incentive is offered and when

• Start by understanding your customer psychology then test and learn 

• Incentives can be asymmetric but should feel fair to both sides

• Incentives should feel remarkable and can be combined to feel more special

• Incentives can be tiered to drive repeat referrals from advocates

Key takeaways:



Questions?
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Touchpoints & Promotions 
and Insights & Analysis

Next webinar:

3rdDecember  11AM


