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About Your Instructor:
Lisa Robbin Young
Creator: DirectSalesClassroom.com 
Direct Sales Speaker, Coach & Trainer

Founder, The Renaissance Mom, LLC.

Lisa Robbin Young began her direct sales career more than 15 years ago and failed her way to the top. 
Early attempts at using the Internet to grow her business met with incredible resistance, and yielded 
hundreds of dollars in sales each month. That was before web browsers and blogging.

Fast forward to 2010, and you'll find Lisa coaching and training her own direct sales team, as well as 
leading other direct sellers around the world as they grow their business like a real business. Lisa has 
worked with Network Marketing and Party Plan consultants from companies as diverse as Lia Sophia, 
Bodega Chocolates, Tupperware, The Body Shop at Home, Gold Canyon Candles, Partylite, 
Longaberger, Xango, Tahitian Noni, Avon, Waiora, Unicity, Ardyss, and more.

With a knack for pin-pointing trouble and brainstorming solutions that today's direct sales consultants 
need to thrive, Lisa has built an online classroom for every level of direct sales success. Direct Sales 
Classroom hosts thousands of consultants each month from around the world, providing how-to 
strategies that work in today's tough, competitive market.

In addition to founding #dstips on Twitter, Lisa also publishes the popular and highly recommended 
PartyOn! A weekly ezine for direct sales professionals. Get your free business building tips at 
http://www.HomePartySolution.com.

http://search.twitter.com/search?q=dstips
http://www.HomePartySolution.com/
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Direct Sales 103: Leadership Development
Lesson 6 – Your Pre-Recruit Drip Campaign

Don't Bet on the “Unsure” Thing
Never bet on the actions of another human being. It's just too risky.

There are essentially two ways recruit leads will learn about your opportunity:
1. Through you in person (or by referral)
2. Through your website (or one you control)

In-person leads require a more complicated follow-up system, so we're going to start with your online 
leads. Online leads are by far the easiest to manage, because they “self-select”. That is, they will weed 
themselves out at some point along the marketing funnel.
Let's take a look at how it works:

• Prospect is searching for information that leads them to your website
• Prospect reviews site, and expresses interest in your offer by “opting in”
• Prospect receives initial contact email from you with information about the offer
• Prospect continues to receive information from you for an indefinite period of time (until they 

either sign up or “opt out” of your email list)

Your funnel will look something like this:

Online Drip Campaign: Recruiting

Reminder: This is just ONE way of setting up a campaign, and usually a drip campaign reaches out to a 
prospect in multiple ways. 

All Site Visitors 
(email, articles, fwds, biz cards, google search, etc)

Opt-ins
 (request more info via email)

List Members
(Stay on list long-term)

Info-seekers
(reach out personally)

New 
Recruits
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Day Zero (begins immediately after they sign up) 
• a confirmation email is sent to them asking them to confirm their subscription (always use 

double opt-in so that you're in compliance with SPAM laws)
• Once they've confirmed, a second email is sent out with a brief description of what to expect for 

the next few days. This email should NOT include a link to sign up for your company, but 
should be used as a way to introduce your process to the prospect. You SHOULD include a link 
to download any bonus materials you promised on your website (special report, free recipe, 
etc). Never include an attachment, because many email providers will filter your email as 
SPAM, and others still just don't accept attachments. 

Here's an example email:

Subject: Here's the Report You Requested, <firstname>!

Dear <firstname>,

Congratulations and thanks for requesting my free report, “What you should know 
before you join your next Direct Sales company”. You can download it here:

http://PutYourDownloadInfoHere.com

Over the next few days, I'll be sharing additional information with you about the 
industry, the company I work with, and how my team works with you to help you find 
success on your terms. If you have any questions, please shoot me an email and either 
myself or someone on my team will get back to you promptly. We want you to have all 
the information you need to make an educated decision about whether or not this 
business is a good fit for you.

Thanks again. I'm looking forward to connecting with you!

<signature>
P.S. Be sure to download the report here: http://PurYourDownloadInfoHere.com

Tip: Be sure that the download location is on your webspace, or a site you control. Don't point them to 
a document on your company website (it may move or get deleted). 

Day One (the day after they sign up)
Today you'll want to do some myth-busting. Day One is a great time to talk about the Direct Sales 
industry in general, how it's a growing industry with more than 15 million consultants in the US alone. 
Make mention of whether or not your company recruits globally or nationally – so that your prospect 
can have an idea of what the competition and the recruiting field is like. 
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Subject: A few facts about the Direct Sales Industry

Dear <firstname>,

Did you get a chance to read your special report yesterday? If you have questions, you 
can always shoot me an email or schedule an appointment so we can chat:

http://YourGenbookAppointmentLinkHere.com

If you're not familiar with the direct sales industry, here are a few facts and figures that 
might help you make an informed decision about our business. Our company is part of 
an industry that has more than 15 million consultants – just in the United States. Some 
companies have a global recruiting base, meaning the potential for growth is pretty 
staggering. Worldwide, there are about 59 million direct sellers. But don't be 
overwhelmed by that statistic. In truth, there's plenty of possibilities in the market today.

Our company currently has consultants in the US, with 70% of the consultant base in 
the pacific northwest. We've only just begun to tap the potential of the US market, and 
we've been growing steadily since we started 10 years ago. There are still fewer than 
100 consultants in my home state, and several states that have never even heard of our 
company. You can be a part of that expansion.

But enough about us, look at this information from the Direct Selling Association, an 
organization that developed a code of ethics that has shaped the integrity of the industry:

* U.S. sales totaled $32.18 billion in 2006, up from $26.7 billion five years earlier, with 
more than 74 percent of the American public having purchased goods or services 
through direct selling. Worldwide sales are also strong, with more than $109 billion in 
sales. 

* 85% of direct sellers say that direct selling meets or exceeds their expectations as a 
good way to supplement their income or as a way to make a little extra money for 
themselves. 

* four in five (82%) direct sellers have been with their current direct selling company 
for one year or more, and 34% for five years or more. 

There's a good reason people choose direct sales – it works for them. The sky really is 
the limit when you're in control of your business.

If you have questions, or need more information, let me know. Tomorrow, I'll be sending 
some information about what to look for in a direct sales company before you sign up.

<signature>



© 2010 Lisa Robbin Young. All Rights Reserved.
http://www.DirectSalesClassroom.com

Day Two
Items to highlight:

• The importance of being a company of integrity (member of the DSA , etc)
• Why you need to have a leader that supports YOUR definition of success (because you will, 

right?)
• Why the company has to be built around a quality product (no product=pyramid scheme)
• A company that's in touch with the current online marketing/social media trends 

Days Three through Six
Each day, you'll take one of these topics in turn:

• Product quality
• The power of a team (and leveraged income)
• What makes a good team leader
• Why they should join YOUR team (what you offer as a team leader)

In as many of these emails as possible, include third-party testimonials. 

Day Seven
A short, sweet, example:

Subject: You've been waiting, <firstname>. It's here...

Hello <firstname>!

By now, you're probably wondering why I've intentionally not told you much about the 
company I work with.

Simple: I want you to make an informed decision, without a bunch of hype about how 
great our company is.

I could tell you how wonderful we are (and we are wonderful), but that wouldn't help 
you know that you're making a good decision for yourself, your family, your needs, etc.

But now that I've shared what to look for in a quality direct sales company, I'm excited 
to give you the full story about our company.

Here's the link to learn more. If you think it's a good fit, you can get started right away.

Http://PutSignupLinkHere.com

And is you have any questions, as always, I'm here to help. Email me or set up an 
appointment on my calendar and we'll talk personally.
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Have a great day!
<signature>
P.S. Let me know what you think about the site. If I haven't heard from you, I'll follow 
up in about a week. Cheers!

Day 11 – send an email that explains the company's first full month recruiting benefits. Include a link 
to next month's recruiting special, if this is a static page. If the URL changes each month, this would be 
a hassle to update in the autoresponder system. Instead, you may be able to create a page on your own 
site and just update it each month – or better yet, have your assistant or VA update it for you.

Day 16 – Share a recruit success story. Talk about how you've helped another recruit on the team 
achieve her success goals and how you'd like to help them do the same. Include the link to sign up, just 
in case they've lost it. If you don't have a personal success story, share a company success story. The 
idea is to let the prospect know that consultants are successful with your company – and with you in 
particular.

Day 22 – This is your last “weekly” email. Let them know that since they haven't decided to join you at 
this point, you don't want to be a pest. You'll keep them updated on upcoming recruiting promotions 
and special offers until they tell you otherwise. Keep it short and friendly.

In-Person Leads

Day Zero 
This is the day they make contact with you. This contact needs to be focused on boosting the 
enthusiasm of the prospect, as well as making sure they come to the interview with all the questions 
they want answered. I usually say “be sure to ask your support network or your significant other for 
questions to ask, too. Sometimes they think of things you might not.”

Day One
This is the time period between Day Zero and the date of the interview. Have your assistant call to 
confirm the appointment and to ask if they have any questions they'd like answered before the 
appointment (never call it an interview!). Have your assistant take down any questions and follow-up 
either via email or phone – whichever your prospect chooses.

Day Two
• Send a thank-you postcard in the mail outlining the discussion from your call.
• Hold the appointment!

If the client says yes, signs the papers and pays the fees, place her in the new recruit follow-up system 
at Day Zero. 
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If the lead says no, ask her if it's no forever, or no for now. 

If it's no for now, get her permission to follow-up with her via email. If she says yes, set her up in the 
autorseponder on day 8.

If a client refuses follow-up, or says it's no forever, ask if she'd like to host a party in the future or 
continue to shop as a VIP client. Get her permission before you start marketing to her.

If a client refuses even this level of service, ask for a referral:

“Sally, I appreciate that this might not be a good fit for you. I am very serious about getting some help 
to handle the growth of my business. Who do you know that could use some extra income? You've seen 
for yourself how lucrative this business can be, and I simply can't do it alone. And of course, I would be 
glad to offer you a referral award for anyone you recommend that ultimately joins my team.”

Remain silent. It's straightforward. It shows them what's in it for them, and they can always turn you 
down. But don't be the first to talk. The person who talks first has the most at stake. The person who 
cares the least about the outcome always wins.

Don't get hung up on the outcome. Be committed, but not attached, as Lisa Sasevich would say.

If the client says maybe, give her a specific time line for follow-up.

Day Three
Verify any follow-up you need to do. People will fall through the cracks after a recruiting interview if 
you don't have strategic follow-up in place. Day Three could be any number of days, but ideally 
shouldn't be more than a day or two after the interview. If a prospect needs more than a couple of days 
to think about the offer, you haven't made a strong offer. 

If the client gives you a yes or no, place them in the appropriate follow-up system.


