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Are You Cutting Corners?
While short cuts may save you lots of money upfront, in the end that approach 
often just leads to some lost opportunities.

Once you get in the habit of asking for 
the testimonial, you’ll be surprised at how 
many you get! 

RecoveRy Tips - By sue WoodaRd

If You Got It, Flaunt It

H earing great comments and feedback from a satisfied client is a beautiful thing. You feel good, 
the client feels good, everyone is sharing the love…but if you don’t capture it as a testimonial, 
you’ve missed a huge opportunity. Testimonials act as proof to prospective clients that your 

advice and service actually delivers in the way that you have promised them. And think about it – aren’t 
you more inclined to do business with a company because you’ve heard great things about them from 
their own past clients, over a company that has simply told you great things about themselves?  

One of the most valuable and cost-effective marketing tools you could have for your business are 
testimonials…but only if you follow two important rules. 1) GET THE TESTIMONIAL, and 2) USE 
THE TESTIMONIAL. The good news is that it’s easy, and here’s how you can do it right away.  

To gain some great client testimonials, try these ideas. First, simply ASK. All too often, we do not 
have because we do not ask! Think of the clients you’ve had a great working experience with over the 
past year, and use an email script like this one:

“Hey Bill – I know you’ve mentioned that you’ve really enjoyed working with me, and I’ve sure 
enjoyed the relationship too! Would you mind 
giving me a short blurb I could use in some of 
my marketing, so that others can get a feel for the 
service that I offer? I know your time is valuable, 
so I really appreciate it – thank you!”

Because it’s in email form already, they are 
likely to take a minute to fire off a nice quick 

response to you on the spot. Wait, you don’t have their email address? Then you can make it easier yet 
on them. Give them a call and ask…but let them know that you’d even be happy to type it up for them if 
they wouldn’t mind just giving you a line or two. Make it easy on them by asking questions like, “What 
did you like the best about our experience together?”  “What do you remember the most?”  “What 
would you tell your friends or family about me?”, then jot some lines down as you talk. Ask for their 
email address – you should have it anyways – and fire it off to them for approval. 

And from here on out – every time a client makes a great comment to you, ask them on the spot. 
“Wow – that would make such a great testimonial line for me! Would you mind if I write that down 
and attribute it to you?” Then make the notes right away, so you do get an accurate reflection of 
what they said.

If you’re just getting started in your industry and don’t have a wealth of past clients to call on, ask 
your peers, your manager, your mentor to write a short personal endorsement. You’ll want to replace 
them with client testimonials when you have them, but in the meantime, any testimonial is better than 
no testimonial!  

So how do you use them? Anywhere and everywhere! You should have testimonials in all of your 
marketing.  

Once you get in the habit of asking for the testimonial, you’ll be surprised at how many you get! 
Why wait any longer to start getting this powerful, free marketing strategy working for you? ❖
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