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Although recent contributions acknowledge the increasing importance of customer referrals (CR) for firm performance (e.g., Kumar, Petersen, and Leone 2007, Villanueva, Yoo, and Hanssens 2008), research on CR programs is sparse. Extending results by Biyalogorski, Gerstner, and Libai (2001), Ryu and Feick (2007) find that rewards increase referral likelihood, being particularly effective in increasing referral to weaker ties and brands. Wangenheim and Bayon (2007) investigate the drivers of the actual number of referrals. Applying a ZIP model, they find a u-shaped influence of satisfaction and a direct effect of situational involvement. Additionally, the latter moderates the relationship of satisfaction on referral behavior. Unfortunately, they had to rely on self-reported behavior and thus, were not able to investigate effects on actual referral behavior, which constrains the implementation of their findings in CR programs. We contribute to this stream of literature in several ways. First, our analysis is based on observed referral behavior. In other words, our results are based on an objective measure of CR (success) and thus allow an implementation of findings. Second, we investigate a more comprehensive framework of motivational drivers based on collective insights from word-of-mouth research, accounting for heterogeneous motivational patterns. Our results indicate the presence of referral segments with differential motivational structures beyond satisfaction and involvement. Additionally, moderating effects differ across segments which may explain earlier findings neglecting heterogeneity. Third, we use our insights to identify potential high-performers in the customer database. This enables a company to fine tune its CR program to the different segments and implement it successfully.
