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Introduction
Who We Are: SurePoint Marketing Team

Lydia Flocchini, J.D.
Chief Marketing Officer
LFlocchini@rippe.com

Ed Deaton, ABD
Marketing Director
EDeaton@rippe.com

• 8-years in Digital Marketing

• 6-years as a Design Professor

• Tech Branding/Culture background

• ABD - Organizational Leadership 
Xavier University

• MFA - Electronic Media
University of Cincinnati

• 25+ years in legal tech. 2x award winner of 
AALL's "New Product of the Year Award"

• Led Marketing for TR's flagship next-gen 
product, WestlawNext

• Built legal industry's first CS team at Lex 
Machina. Led company to acquisition by 
Lexis Nexis

• Authored 60+ articles on legal research, 
legal analytics and legal tech adoption

• George Washington University Digital 
Marketing Advisory Council



Marketing

Mission
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• Brand Awareness

• Lead/Demand Generation

• Product Marketing

• Community Engagement

• Company Communication



Purpose of 
Today’s 
Meeting

• Share the process we used in building a Customer 
Reference program

• Provide best practices for creating a repeatable, 
scalable process

• Showcase strategies for doing this cost-effectively

• Share ideas for measuring impact and success



Differentiation
Who We Are: SurePoint Branding



6

50,000+ 
Legal 

Professionals

350+
Law Firms

40+ 
Years of 

Innovation



Our Definition
A reference is a customer who is willing to share their experiences
working with SurePoint as a company and LMS as a product with a 
prospect in a positive light.

Understanding
the Buying 

Journey



Prospects have requested references as part of their decision-
making process.
• Big investment, implementation and process/organizational change 

management
• Sales team would request references

Patterns We Observed
• We saw patterns in our win/loss data that prospects asked for 

references between evaluation and proposal
• References took customer to the next phase
• Accelerated opportunity velocity
• We started anticipating the stage when references will be requested
• Note: Also learned prospects will solicit from online forums

Key Questions Sales Asks Prospects
• What is it that you are hoping to learn?
• Who is going to make the call?
• When will you be reaching out so that you can alert the reference?

Understanding
the Buying 

Journey



Why Build the
Reference
Program?

Where we started:
• Repository of unverified references collected over the prior years

• Documented in a spreadsheets

• Outreach was done by whomever had the closest relationship with contact

• References critical to buying process



Why Build the
Reference
Program?

Goals of the Reference Program:
• Support revenue generators

• Leverage current client champions to provide a reference for a prospective 
client

• Provide the prospective client with a vision of success by learning through 
the experience of the reference client speak

• Strengthen relationship with reference client at the same time by showing 
appreciation for their time and partnership

• Build network of references

• Systematize and scale process



The Framework for Building the Program
Create a Repeatable, Scalable Process that Leads to Explosive Growth

IDENTIFYING 
SOURCES

BUILDING YOUR 
REPOSITORY

GETTING INPUT AND 
FEEDBACK

CONFIGURING YOUR 
CRM

CONDUCTING 
OUTREACH

SHOWING GRATITUDE TRACKING/REPORTING CONTINUOUS 
IMPROVEMENT



Identify Sources

NPS
• Promoters
• Look through feedback

Support
• CSAT
• Trends for Usage/High Engagement
• Direct feedback

RM/AM/CS feedback
• Who does the customer team recommend?

Product feedback
• In-app
• Chat

Advisory Boards

Customer Innovation Team

Community Forums

Leverage positive relationships you already have

Capterra/G2 Reviews
• Anyone that has left positive reviews is a potential 

reference



Build the 
Repository

• Once you have gathered all the potential references, enter them in a 
spreadsheet that includes relevant data points.

• Title of contact
• # of attorneys
• City
• State
• Practice areas
• Type of system
• Incumbent system

• Tip: Salesforce
• You could use Salesforce, but you may not want to start 

creating custom objects



Input and 
Feedback

• Share repository with Go-to-market team

• Share with the leadership team

• Get consensus

• Tip: This will vary by your organization. Be transparent

• Look at support tickets, are there any complaints, or 
potential deals that would be impacted if you conducted 
outreach.



CRM 
Configuration

• Account – Create a Reference tag 

• Contact - Create a Reference tag 

• Report – Create a report which becomes your "source of truth" so 
that everyone can see references

• Design Activity tracking process and reporting



CRM Configuration – Contact Level



CRM 
Configuration –
Customer 
Reference 
Report

Set up a report that has the following recommended fields:

• Account Owner

• Company / Account (who is tagged a reference)

• City

• State

• Contact (who is tagged a reference)

• Contact Title

• # of Lawyers

• Incumbent System

• Practice Areas



Outreach: 
Tech Touch/
1 to Many

Cast a Wide Net to Get References

• Templated language – screenshot

• Used custom field to personalize

• Provide a dedicated channel for 
responses

• Explain the program

• Once customer agrees, apply 
tagging process

• If no response, a follow-up email

• If customer says no, tag in CRM 
and alert relationship team



Prospect asks sales for a reference

Key Questions to Ask the Prospects
• What is it you are hoping to learn?
• Who is going to make the call?
• When will you be reaching out so that you can alert the reference?

Provide parameters
• Max of three references
• Engage Customer within a week
• Confirm customer criteria
• You will send an email with customer contact data
• You will follow-up to ensure contact has been made

Outreach
Based 
on Prospect
Request



Outreach 
Based on 
Prospect 
Request

• Send an email

• Follow up with calls

• If no response after 3 days, call and send another email

• When the customer responds,
• Provide prospect details
• Tag in Salesforce
• Log Activity
• Give gift

• If customer says no, tag "NO" and alert the relationship team

• Even if "NO" reach out to thank them and give them a gift to show our 
appreciate for being part of the Community

• Due Diligence
• Really important to keep copies of emails where customer agrees
• If you have Salesforce integration, it’s easy to keep track



Example Individual Outreach Email



Gratitude –
the Best Part!

• Send a thank you when a customer 
agrees to be part of the program as 
well as when they act as a reference

• We also send a $50 e gift card.
• If you have gifting platform, can 

choose thank you options that 
work for your customers.

• Be aware of gifting rules



Gratitude – the Best Part!



Tracking/
Reporting

• Track activity task with the ‘reference’ type

• On the contact level, we relate new business opportunity and ACV

• This enables you to see the frequency of outreach as well as reference 
activity tied to that opportunity

• Important to review frequency of outreach

• Set outreach limits: example no more than twice a month

• Share reference list with all parts of the company so everyone knows 
who the reference accounts are

• Tip: Recommend that your support team flags references



Tracking/ 
Reporting

Track Frequency of Outreach and Opportunity Movement
Set up a report that has the following recommended fields:

• Date of Activity

• Assigned Owner

• Contact Name

• Company / Account

• Subject of the Activity

• Status

• Name of the Opportunity

• Opportunity Stage

***Salesforce does not allow you to tie revenue data at the activity level



Continuous 
Improvement

• Don’t get complacent

• Don’t exhaust/over-use references

• Keep building the relationship
• Partner with your GTM to make sure are happy

• Check on any support issues

• Listen for new feedback

• Keep growing the list

• Set Goals
• Example: 1/3 of Clients in program



Driving 
Customer 
Advocacy

• How we have we leveraged references?

• Infuse voice of customer (VOC)
• Quotes in press releases
• Testimonials/Spotlights
• Social media
• Case Studies
• Blogs
• Webinars
• Reviews
• Beta testers
• Videos
• Panelists at conferences (Rippe World)
• Thought leadership
• Vote for awards 



Driving Customer Advocacy



Future State: 
Sales 
Execution

• Migrate to sales

• When is the time right?
• Once the process is accepted/well-implemented 

you can remove further bottlenecks
• Database is robust
• Tech-enabled
• People are familiar with the process
• Develop a process document 
• Make part of your sales enablement strategy



Marketing Hub



Future State: Sales Execution
Who Owns What?

Marketing
Develop process documents and 

templates
Add more references through 

tech touch outreach
Train the team

Share updates with the team
Gifting

Maintain System
Monitor Activity

Sales
Prior to outreach check with 

Relationship Managers
Communicate with prospect and 

customer
Log/tag activities

Update Marketing on gifting
Send copies of emails to 

marketing to house

Relationship Managers
Build Value*

Trusted Advisor*
Introductions

Greenlight outreach



Metrics for 
Success

• Track # of References Q/Q, FY/FY

• Deals Influenced in FQ/FY

• Deals Won in FQ/FY

• ACV in FQ/FY

• References who you leveraged in other programs



Thank You


