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Behind many successful 
brokers is a fruitful lead 
referral network. 
Cultivating an effective and trusted referral network isn’t just a way to 
access quality leads. Strategic referral partners can add value to your 
overall client service offering and create new opportunities for you to 
grow your business. 

But how do you build and nurture the right referral network, to ensure 
the benefits for your business continue into the future?

This step-by-step guide will walk you through the process; from 
understanding the importance of a strong referral network, to what 
you need to build one, to assessing potential referrers, to setting  
up a referral arrangement.
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First things first: What is a referral network?
A referral network is a group of individuals or organisations in related industries working 
together to promote one another’s skills and businesses. A mortgage broker, for example,  
might build a referral network of accountants, financial planners, real estate agents and 
solicitors. When a person is interested in buying a property, a real estate agent can provide 
value by referring their client to a reputable mortgage broker, who could then refer the client to a 
solicitor to finalise the deal. Referral Network Marketing is building referral relationships with  
a range of partners in your target market and providing them with the tools required to introduce 
your business to their own private networks, clients and customers. 
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With more than 16,000 residential brokers 
operating in Australia, a fertile lead referral 
network can help you stand out from  
the competition.   

Nick Reilly, Managing Director at mortgage 
broking and financial planning firm, Inovayt, 
says a strong referral network means 
“everything” to a broker’s business. 

“If you have a good, consistent referrer, you have 
the security of knowing there will be a certain 
amount of deals coming each week, month or 
year from that referrer. It provides a really good 
base to build your business,” he says.

If you want a long and 
successful career as a 
mortgage broker,  
one important step is to  
build a referral network.

Do you need 
a referral 
network? 

https://www.mfaa.com.au/our-industry/about
https://www.mfaa.com.au/our-industry/about
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It’s no exaggeration to say the quality and depth 
of your referral network could be the difference 
between success and failure in the industry. 

The majority of brokers receive most of their 
business through referral from  existing 

customers and word-of-mouth 
recommendations, according to a Deloitte 
survey. It found 70 per cent of a broker’s 
business comes directly or indirectly from 
existing customers. Four in 10 leads come 
from repeat business from existing customers 
and three in 10 leads come from referral by 
existing customers.

When to build a referral network?
You should start thinking about building a lead referral network as soon as you start your 
career as a mortgage broker, but it’s also something more established brokers should 
focus on. The brokers with the best networks often allocate time to work on recruiting new 
referrers and to check in with existing ones.

The only downside to building a referral network: it doesn’t happen overnight. You’ll need to 
work on it throughout your career but, as most brokers would agree, it’s a worthy investment 
of your time given the potential rewards.

https://www2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloitte-au-economics-value-mortgage-broking-230718.pdf
https://www2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloitte-au-economics-value-mortgage-broking-230718.pdf
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IF YOU HAVE A GOOD, 
CONSISTENT REFERRER, 
YOU HAVE THE SECURITY 
OF KNOWING THERE WILL 
BE A CERTAIN AMOUNT OF 
DEALS COMING EACH WEEK, 
MONTH OR YEAR FROM  
THAT REFERRER. IT PROVIDES 
A REALLY GOOD BASE TO  
BUILD YOUR BUSINESS,”

“

NICK REILLY, INOVAYT



7 HOW TO BUILD A LEAD REFERRAL NETWORK

C
HA

PT
ER

Fortunately, technology has created more 
ways to find and connect with potential 
referrers than ever before – via your website, 
social media, email communications, and 
Customer Relationship Management (CRM) 
tools to help you manage your database and 
communications. 

Naturally, when you start building your referral 
network, you’ll set out to create a wide-
reaching and extensive network, but be wary 
of chasing quantity over quality. One carefully-
nurtured referrer relationship could prove more 
valuable in terms of long-term lead generation 
than 10 rushed partnerships. 

There are three important considerations when 
building a lead referral network:

01    Building trust
02   Proving your value
03   �Communicating with your partners

People are the core ingredient 
in any successful referral 
network. The ability to find 
potential referrers, establish 
trust, demonstrate your value 
and nurture relationships  
over long periods are other 
critical factors.

Building a 
referral network 

2
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So, referrers need to be sure they can trust you to treat their client with respect and to make the 
process as smooth as possible. While there are a number of different ways to build trust between 
yourself and a potential referrer, start with these core components.

Taking out a mortgage is one of the biggest financial 
commitments most people make. 

2.1 Building trust 

A professional website
The first thing many potential referrers 
will do after being introduced to you is 
Google your name or business. If the 
top result is a professional website 
filled with positive client testimonials, 
you’re off to a good start. If you’re 
struggling with your site, AFG offers 
customisable website solutions for 
brokers with a host of smart features.

Strong personal branding
LinkedIn is an excellent resource 
for finding possible referrers and 
building your personal brand. A great 
way to gain credibility on LinkedIn is 
to write and share articles with your 
connections. If you’re new to social 
media, ask a mortgage broking group 
if it offers social media support.  
With AFG’s SMART marketing 
program, for example, you’ll have 
access to a content library of social 
media images and posts. But 
remember, social media should be 
a two-way conversation, so you’ll 
need to engage and respond to any 
comments and ask questions when 
potential referrers share or post 
content themselves.

A network of advocates
In order to build a successful referral 
network, you need to be able to turn 
happy clients into advocates for your 
business. If a client praises your 
business to their friends, family and 
professional network, you’ve just 
been introduced to a rich new source 
of potential referrers. If you can use 
their compliments on your website or 
social media platforms, even better. 
You can request reviews directly post-
settlement or via AFG SMART Marketing, 
which offers a suite of check-in email 
communications including inviting 
customers to review post-settlement. 

A good first impression
Your online presence should complement 
– not replace – the traditional method 
for acquiring referrers. Most referrers 
will still want a face-to-face meeting 
before they agree to work with you. 
Remember, people tend to do business 
with people they like, aspire to be like or 
have things in common with. That’s why 
this first meeting is crucial for building 
trust and rapport to help you forge long-
lasting relationships. Go into it prepared 
to answer questions about your own 
business but, more importantly, show 
them how you can help them build theirs.

https://www.afgonline.com.au/brokers/business-growth/smart-website/
https://www.afgonline.com.au/brokers/business-growth/smart-website/
https://www.afgonline.com.au/brokers/business-growth/social-media-support/
https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/#1557218326722-bcc7c3b3-51ae
https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/#1557218326722-bcc7c3b3-51ae
https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/#1557218326722-bcc7c3b3-51ae
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Pitching your value 
Be prepared to pitch your value by 
demonstrating how your approach 
makes you the best fit. This could 
be a chat over a coffee or via a more 
formal presentation that focuses on 
synergies between your businesses 
and how a referral partnership can 
benefit you both. AFG’s Commercial 
SMART tools are great resources to 
set you up for success, with detailed 
PowerPoint presentations for 
new business pitches and referrer 
brochures that act as a clear guide 
for potential referrers on why they 
should partner with you. All of the 

What is a UVP?
A UVP is a clear articulation of the benefit you offer over a 
competitor. This is especially important for brokers operating 
in an increasingly competitive landscape in order to stand out 
from the crowd. Your UVP might be your expertise in a certain 
area – such as agribusiness or commercial property – your 
ability to simplify the mortgage process or your strong track 
record of successfully matching first-time borrowers with 
lenders.

tools can be designed with your 
company branding, and even come 
with letter and email templates and 
phone scripts.

Driving a mutually 
profitable relationship 
A lead referral can’t be all about you. 
You should pitch it as a mutually 
beneficial partnership and follow 
through when it comes to working 
together. Rather than only thinking 
about what a referrer can offer your 
business, focus on what you can 
offer theirs. To show you’re serious, 
start giving leads to your referrer 
partner before you approach them 
with an offer for a more formal 
partnership. This will help establish 
trust and instantly prove your value. 

Your local real estate agent or accountant might have dozens of brokers contacting them.  
What value can you offer them as a partner over your competitors? Do you need to spend time 
working out your UVP (Unique Value Proposition)?

In a sea of brokers, what makes you different?

2.2 Proving your value 

https://www.afgonline.com.au/brokers/business-growth/commercial-smart/
https://www.afgonline.com.au/brokers/business-growth/commercial-smart/
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Establishing consistent 
communications
While a deal is in progress, it’s a 
good idea to provide regular updates 
to the referrer so they know exactly 
what’s happening with their client 
at each stage. Once you’re getting 
regular business from a referrer, you 
could also send monthly reports 
on the deals they’ve referred. AFG 
offer digital solutions to streamline 
this process. For example, Refer 
allows you to easily track incoming 
leads and related status from initial 
contact through to settlement.

Using content to add value
Sharing relevant articles, expertise, 
information or newsletters is 
another great way to maintain 
communications with your referral 
partners while demonstrating 
added value at the same time. 
The content you provide should 
be timely, useful or educational 
for the referrer. If it’s information 
that is potentially helpful for their 
business, they’re a lot more likely 
to engage with it. You can access 
professionally produced and written 
newsletters and content via AFG’s 
SMART marketing program for your 
regular communications, or enable 
personalised communications to be 
sent on your behalf.

Regular communication with your referral network and potential new referrers is important, and you can 
add even more value by the type of information you share. You’ll need to set time aside each week to 
nurture your referrers in order to build a successful network.

Communication is the cornerstone of any successful 
relationship and a referral network is no different. 

2.3 �Communicating  
with referral partners

https://www.afgonline.com.au/brokers/broker-technology-solutions/#suite!loading
https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/#1557218326722-bcc7c3b3-51ae
https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/#1557218326722-bcc7c3b3-51ae
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Communication 
frequency and tone
Your communication frequency 
should strike the right balance 
between too often (a call or email 
every day could become annoying) 
and too infrequent (once a year or 
only when you’re looking for new 
business). Bear in mind the tone of 
your communication: does it match 
the tone of your existing brand?  
If you’re a fun, relaxed brand, the 
tone of your communications 
should be, too. You may also find 
you become friendlier with some 
referrers over time, which could 
call for a change in tone from 
professional to more relaxed. 

Managing referral 
contacts within a CRM
The best way to keep track of your 
network and communications is 
with a CRM (Customer Relationship 
Management) system. A CRM is a 
piece of tech used to manage all of 
your interactions with existing and 
potential customers. You can store 
client information, manage all your 
communications and workflows, 
and oversee sales development 
and final sales using a CRM. A CRM 
system can help your organisation 
build relationships, streamline 
processes, increase sales, improve 
customer service and, ultimately, 
increase profitability.

AFG’s tailored CRM program, SMART, allows brokers to automate key contact moments through 
targeted communications. You can set up automated messaging for touchpoints every month – 
for example an RBA rate alert, as well as more personal messaging like a ‘thank you’ message on 
settlement. The platform, which is a five-time winner of the Aggregator Marketing Platform, also helps 
you create targeted email campaigns based on data analysis of your customer base.

https://www.afgonline.com.au/brokers/business-growth/mortgage-broker-marketing/
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01   � �The broker offers their referral 
partner a split of the upfront and/
or trail commission (known as a 
‘commission split’)

02   � �The broker offers their referral 
partner a flat fee for referral

03   � �The broker pays no fee to their 
referral partner but rather works 
on an exchange of mutual value. 
This could include cross-referrals 
or services, or could be focused on 
retaining customer loyalty.

Depending on the referrer, there are times 
when the relationship should take precedence 
over commissions and fees. Some of the best 
referrer relationships may not look like the best 
financial partnerships initially, but often lead 
to consistent – and ultimately more valuable – 
business in the long run.

A typical referral arrangement 
follows one of three models:

Setting up 
a referral 
arrangement 

3
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Tips for setting up a referral 
arrangement   

When you create a referrer arrangement 
you must comply with certain legal 
requirements for the referral process.  
It is preferable to document the referrer 
arrangement in a formal agreement. This 
is a legal document so it’s also advisable 
to have a legal professional draw up 
(or at least review) the agreement. 
Both brokers and referrers have some 
responsibilities as part of a referral 
arrangement – for example, keeping a 
dated register of referrers and disclosing 
commissions received from referrers.

Them Lam, National Manager – 
Strategic Partners and Recruitment 
at AFG, says brokers should take a 
“methodical” approach to securing 
new referral arrangements and create 
straightforward processes for partners 
to refer.  

“You need to be able to demonstrate 
the value you can provide to a referral 
partner and how your services integrate 
into their business,” he says.

“Then it is about educating that partner 
on identifying possible opportunities and 
putting simple systems and processes 
in place to make sure it’s as easy as 
possible for that partner to refer leads to 
you. It’s about keeping it simple  
and making it something that benefits 
their business.” 

YOU NEED TO 
BE ABLE TO 
DEMONSTRATE 
THE VALUE YOU 
CAN PROVIDE TO A 
REFERRAL PARTNER 
AND HOW YOUR 
SERVICES INTEGRATE 
INTO THEIR 
BUSINESS.”

“

THEM LAM, AFG
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“When I started out it was the old-fashioned 
way of just ringing businesses that could refer 
and meeting new people,” he says.

“It sounds cliché, but you’ve just got to pick the 
phone up and have conversations with people.”

Today, Nick is Managing Director at mortgage 
broking and financial planning firm, Inovayt, 
with a strong referral network behind him that 
provides about 55 per cent of the company’s 
business. With AFG since 2012, Inovayt settled 
$379 million in loans for the 2020 financial year.

“I think 80 per cent of a broker’s business is 
networking, to be honest,” Nick says. 

“The more people you know, the more loans 
you’re going to write – it’s pretty simple. And 
those people can come from all walks of life 
because everyone’s buying property.”

Nick recommends brokers look within their 
existing personal network for potential 
referrers. 

“People in your network will have accountants 
that they use personally. They will have a real 
estate agent that they’re used to dealing with, 
they will have dealt with a builder at some 
stage, they will have a friend who’s got an 
accounting business or a financial planning 
business,” he says.

When Nick Reilly was starting his career as a broker, 
he would scan newspaper property sections for 
real estate agents to cold call. While most knocked 
him back, a few would agree to meet. 

“I used my networks to get warm introductions 
to other businesses and I found that worked 
really well.”

To cultivate referrer relationships, Nick says 
regular communication is key.

“Generally, it should be educational in terms 
of sharing something about what’s happening 
in our industry that might interest them or be 
useful to them,” he says.

“Then if there’s a client they’ve just dealt with 
that they should be referring, you’re front of 
mind because two days ago or that morning 
they received an email from you.”

Nick Reilly,
Inovayt

https://www.inovayt.com.au/
https://www.afgonline.com.au/
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Thomas McGlynn, Head of Sales at Sydney 
real estate agency BresicWhitney, says 
knowledge, speed and being proactive are the 
qualities he looks for in a broker partnership.

“When you’re working with a referral partner, 
you’re working with them because you want 
them to be the expert in their field,” he says.

“You’re looking for someone that has a deep 
understanding of what’s required to be able to 
give the best service to customers, but also 
a deep understanding and very high level of 
knowledge of the products that are available in 
the marketplace.

“Someone that’s being proactive and who has 
a sense of urgency and speed of delivery in 
what they’re doing is also so important.”

What are top referral 
partners looking for in a 
referral arrangement?  
Above all, they want to 
know how a broker will 
complement their business.

Top referral 
partners

https://www.bresicwhitney.com.au/buy
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WHEN YOU’RE 
WORKING WITH A 
REFERRAL PARTNER, 
YOU’RE WORKING 
WITH THEM 
BECAUSE YOU 
WANT THEM TO  
BE THE EXPERT  
IN THEIR FIELD.”

“

THOMAS MCGLYNN, BRESICWHITNEY
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A trusted partner
If a partner is handing over their 
client, they need to trust you will 
treat them well and get them a 
great deal. 

Adding value
Be clear about how the 
partnership can add value to 
the referrer’s business and 
complement their  
sales process.

Simple systems & processes
Referrers want it to be easy to 
make a referral and they want  
to be kept up to date with how  
the referral is progressing. 

Reciprocated referrals
Can you give a referral to receive a 
referral? If you can cross-promote 
a trusted partner to your network, 
it proves to that referrer you’re 
serious about this being a mutually 
beneficial partnership.

Proof
After the referral, there is no better 
way to prove your value than a 
happy customer. Share that positive 
review with the referrer and it won’t 
be the last lead you receive.

While some referral partners - for example Agri Consultants - may require specific expertise,  
generally referral partners are looking for:



01   � �Accountants

02   � �Financial Planners

03   � �Buyers Advocates

04   � �Vendors Advocates

05   � �BNI Groups

06   � �Agri Consultants

07   � �Real Estate Agents

08   � �Solicitors/Lawyers

09   � �Commercial Agents

10   � �Commercial Valuers

11   � �Industry Bodies (MFAA / FBAA)

12   � �Networks
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4.1 �Choosing a referral partner
Different referral partners can add different 
value to your business depending on your 
particular area of expertise. For example, the 
value of a potential referrer will be different for 
residential and commercial mortgage brokers, 
or those who specialise in agribusiness. 

Real estate agents and builders are a natural 
fit for a residential broker’s referral network 
as the processes each follow for a property 
transaction rely on one another. Mutual referrals 
from real estate agents and builders can mean 

more business for everyone and a happy client 
receiving the best value. 

Financial services can also provide value to a 
broker. An accountant or financial advisor has 
regular meetings with their clients and, where 
possible, tries to save them money. If a client 
is considering changing lenders, an accountant 
or financial advisor who can refer to a trusted 
broker will find value for their client while 
providing value for your business.

When considering who you could form a referral partnership with, there are a range  
of professions to consider, including: 
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Look up their ABN

Check the ASIC register/director search for any potential red flags  
against their business

Check out their professional profile on LinkedIn or other  
social media platforms

Do a Google search for the entity and check its physical address

Look at customer reviews on Google, their website or other comparison sites

Ask people you’re already connected to whether they know the business,  
or ask within the community if it’s a local business.

Referrer  
background checklist 
Just as referrers are likely to do their homework on your business 
before agreeing to a partnership, you should also do your due diligence 
on potential new referrers. Here are a few things you can to do to check 
out a potential referrer.
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A comprehensive, reliable 
and trustworthy lead referral 
network is invaluable for 
brokers to sustain and grow 
their business.

Whether you are just starting out as a broker or 
want to strengthen your existing network, there 
are intelligent tools available to help. Remember, 
building a top lead referral network takes time and 
is something you’ll have to work on throughout your 
career. It is certainly an investment, but it’s one 
you’ll be glad you made.  

Visit www.afgonline.com.au for more information  
on how AFG can support your lead referral network  

activities and accelerate your business.

Australian Finance Group Ltd ABN 11 066 385 822 Australian Credit Licence 389087

http://www.afgonline.com.au

