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How to Use Your Network Pyramid
Increasing the number of contacts who are more likely to be sources of referrals.  Probably works better as a 10-minute presentation.
1. Many companies, as part of their Customer Relationship Management strategy, use what is known as a Client Pyramid.

They divide their whole client database into groups, usually according to one of two major criteria:

1) How often they make a purchase and/or when the last 

   purchase took place, and

2) How much they spend within a given time frame (revenue)

2. Let’s have a look at an example.  I’ve made up a fictitious company, Borehamwood Bargain Bathrooms, and used figures that are realistic.

[image: image2.png]79% of revenue

13% of revenue

7% of revenue

1% of revenue

0% of revenue





[image: image3.png]Primary

Secondary

Dormant

Inactive

Mailing List





[image: image4.png]12% of contacts, 90% of referrals

25% of contacts, 7% of referrals

40% of contacts, 2% of referrals

23% of contacts, 1% of referrals

Closest relationships, never out of
contact for more than 6 weeks

In contact once every 2 - B months

In contact once every 6 ~12 months

No cotact for over a year

Others: You might have business
cards, brochures, you have not
seen them for more than 2 years, if
at all, and have no way of getting
referrals frorm thern





[image: image5.jpg]®
JIl11ll1





3. What surprises you about these figures?  (very low figures at the top, very high at the bottom)

4. What do you think Borehamwood Bargain Bathrooms would like to do with the clients in the lower levels of the pyramid? (move them up in the pyramid)
5. Very often, when companies set sales objectives, it’s all a bit hit and miss and often unrealistic.  They know they want to sell more, but they’re not sure who they should be targeting to make those objectives a reality.  Bearing in mind that it costs in the region of 6 times more to find a new client than to sell to an existing one, who do you think BBB should be aiming their sales campaign at? (existing clients)

6. Networking is very similar to Client Relationship Management.  The contacts in your network can also be managed and divided into categories and placed in a pyramid, which is a practical way of visualising your contacts.  The five categories are:


7. Typically, these 5 categories are divided not by how much or how often they spend money with you.  Remember, this is about networking, and networking is about spending time with people and building a relationship of trust and creating the “What can I do for you?” approach.  That’s Givers GainTM.  So we divide the categories in the networking pyramid like this:


8. Do you know who your primary (some of them will be your fellow BNI members), secondary, dormant, inactive and mailing list contacts are?  All of your fellow BNI members should be primary contacts, but do you speak to all of them at least once every six weeks?
9. What percentage of your referrals come from each of these 5 categories?  Do you know what that means to you in terms of revenue?  Are you working to try and move the contacts in the lower levels up into the higher levels?

If you don’t, then you’re only half doing BNI, which means you’ll only be giving and receiving half the referrals you could be.

10. How do you turn secondary contacts into primary contacts?  That’s easy – you pick up the phone.  Arrange to meet that contact, and contact them at least once every 6 weeks.  And if you want to move one of your dormant contacts into the secondary group, you contact them, and make sure you stay in contact.  

Do you call them and ask them for a referral?  No, you practise Givers GainTM and ask, “What can I do for you to help you get more business?”.

11. By contacting people and moving them up the ranks of your network pyramid, what happens?  You move up in their network pyramid, so the potential benefit is mutual.

Make 5 lists with everyone you know (including people you sell to and buy from), and decide whether they are primary, secondary, dormant, inactive or mailing list contacts.  For now, under the five headings (Primary, Secondary, Dormant, Inactive, Mailing List) put the names of three to five people and their business relationship to you (in the case of family members, just write “family”).  This should give you an idea of what the list should look like.  Finish the list at home.

Once your list is complete, decide which members of the lower levels you want to contact first to try and move them up the pyramid.

If you do this as a group exercise with the members of your power team, you may find that there are people in the lower levels of your fellow members’ pyramids who you have a special interest in moving up to the next level.  This will help you, but it will also help the other person, as they will be rekindling a neglected relationship.  With your power team, you may discover people in each other’s contacts who you would like to invite to a BNI meeting.

Work on the pyramid, practise Givers GainTM, and you will give and receive more referrals.
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