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Chris Spafford, founder of Frabul, LLC, empowers businesses at every stage—from startup 
to exit—with tailored business development solutions that drive sustainable growth and long-
term value. By combining scalable sales and marketing infrastructure, fractional leadership, 
executive coaching, team development, and exit planning, Frabul delivers the strategic 
clarity, operational discipline, and executional support needed to accelerate performance and 
maximize enterprise value.

Chris lives in Wilbraham, MA and supports clients both in-person and virtually.  He is a 
lifelong learner who believes in continuous self-improvement.

Frabul, LLC
cspafford@frabul-llc.com
https://www.linkedin.com/in/chrisspafford/
www.frabul-llc.com
860-294-6272

Fractional Business Leadership    Design and Implementation of Business Development Infrastructure     Strategy      Process
  Analytics    Sales Training Programs      Organizational Development      Sales and Marketing Recruiting      Exit Planning
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Your competition is formidable:

In Massachusetts alone there are:

 Over 11,000 CPAs
 Over   8,800 Financial Advisors
 Over   2,400 Estate Planning Attorneys

What is your Unique Value Proposition?  Clients don’t buy similarities – they buy differences.
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STRUCTURE OF A VALUE PROPOSITION
[Company] helps [customer] [get results] by [solution] .

Examples:
• Walmart helps local customers save money on a broad range of goods that are always
in stock in convenient locations.

• General Motors North America helps American drivers find a quality vehicle to meet
their needs by offering outstanding warranty coverage, roadside assistance and
courtesy transportation to keep you on the road.

• BMW helps performance-driven car owners get the Ultimate Driving Experience TM
through technology enabled luxury cars with "No Cost Maintenance" for the first 4
years/50,000 miles.



“Getting Deeper and Wider”

Prospecting 
For New Business
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3 Principles of Prospecting:

1. Who They Are – Ideal Client Profile

2. Where They Are
• Current Customers

• Referrals

• Networking / Social Media

• Cold Calling

• Other

3. It Never Ends
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“Don’t wait for it to happen, 
make it happen”

Increasing 
Your Referrals



What is a Referral?

12

“Sending Someone you Care About 
to Someone you Trust”

1.  ______________

2.  ______________Don’t Know How

Fear of Rejection
…They’re afraid the Client 
will feel Put-Out

Why Don’t People Ask for Referrals?
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• Current Clients  (Active)

• Networking Events  (Passive)

• Networking Partners  (Passive)

How are you nurturing these referral sources?



Effective
Networking



1. Be able to explain what you do in plain, client-friendly language (no jargon).
2. Tailor your introduction to highlight the problems you solve and who you serve best.
3. Clarity makes it easier for others to recognize referral opportunities for you.
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1. The best networkers uncover needs, pain points, and goals by asking open-ended questions.
2. Show genuine curiosity about the other person’s clients, challenges, and ideal prospects.
3. People remember when you make them feel heard and understood, not when you pitch.

1. In professional services, credibility and reputation are everything.
2. Demonstrate expertise through thoughtful conversations, case examples, and value-driven insights.
3. Focus on being reliable and consistent—trust often precedes referrals by months (or years).

1. Don’t just collect contacts—actively connect others in your network.
2. Be known as the person who helps people find the right resource, even when it’s not you.
3. Giving first (introductions, advice, opportunities) builds reciprocity and strengthens your influence.

1. The fortune is in the follow-up: schedule coffees, share relevant articles, send quick check-ins.
2. Use a simple system (CRM, spreadsheet, or reminders) to stay visible without being pushy.
3. Relationships fade if they’re not nurtured over time.

Defining and Communicating a Clear UVP

Listening More than Talking

Building Trust Before Asking for Business

Positioning Yourself as a Connector

Practicing Consistent Follow-Up



“Process Control allows for measurement 
and improvement”

Increasing 
Conversions
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Database Tool
Zoominfo, Apollo.io, 

Knowledgenet, LI Sales Navigator

CRM
Hubspot, PipeDrive, Zoho

Marketing / Email
Automations

OmniChannel Follow-up

Digital Lead
Website, Social Media

Referrals

Links to the following programs:

• CrystalKnows
• Knowledgenet.AI
• Apollo.io
• Zoominfo.com



Diving Deeper: 7-Step Sales Process
Consider documenting in a Sales Playbook



Link to Helpful Information
On the web page you will find:

• Links to free program trials

• Link to the MA Express Grant information page

• Link to my business profile
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