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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 104: Advanced Sales Strategies
Lesson 5 – Direct Mail Strategies for Holiday Sales

Because we want to start developing some long-term sales strategies, it's a good time in the course to 
start talking about direct mail and offline marketing. When we talk about offline marketing, that can be 
just about anything that doesn't happen AT the party.

Obviously your shows are an offline marketing method, and I'm trusting that you all have your parties 
well in hand. We're talking about things like press releases, direct mail marketing, and other methods of 
contact.

In the classroom, you'll find two bonus audios with Jenny Bywater from TheBooster.com. Jenny is one 
of the foremost authorities on direct mail marketing for the direct selling industry. Her company has 
been providing stickers postcards and other marketing materials to direct sellers for decades. You may 
not think too much about a little two cent sticker, but the colorful, graphic reminder is a psychological 
trigger that makes an impact in the mind of your client.

These two calls talk a bit about the power of direct mail in your business. Jenny and I hit on some 
powerful statistics and tactics that you need to be implementing in your business to get better results 
from your marketing efforts.

Combining online and offline marketing can be a great way to increase your response rate - up to 400% 
in some cases, if you follow the marketing trends. “Hybrid” marketing is a new term being used to 
identify the mixed use of Internet-based and offline marketing efforts. Many people do one or the other. 
In today's rapicly

I'll tell you that Direct Marketing is a HUGE topic of disucssion. I'm not going to cover every possible 
nuance, but you will get into the important stuff, as well as two of the exact techniques I've used to 
increase response and generate more income – particularly around holidays.

And when I say holidays, I don't mean just Christmas and Thanksgiving. It can mean birthdays, 
anniversaries, Flag Day, St. Valentine's Day or any day that you can make special enough to get your 
clients excited.

Offline messages get more attention. People just don't send mail like they used to. You know it and I 
know it. One author I know was flabbergasted that I sent him an anniversary card after one 
conversation – where he mentioned that it was his anniversary that day. Within days, he had a card in 
his hand to remind him of our conversation and has since become a friend and trusted business advisor.

Before we get into specific examples, let's look at the numbers behind the effectiveness of direct mail.

Let's say for example, your email promotion to 100 people brings in $100. If you then send an offline 
message as well, you could see your response quadruple. That's $400 in the bank, for a minimal 
investment. A postcard costs about 50 cents in the US, including postage. If you sent 100 postcards, 



© 2011 Lisa Robbin Young. All Rights Reserved.
http://www.DirectSalesClassroom.com

that's $50. Spend $50, get $400? That sounds like a no-brainer, right?

Well, the key is to use direct mail for TARGETED prospects. Blasting an email to ten thousand people 
is significantly different than sending a postcard to those same folks. Plus, most of us don't have 
mailing addresses for everyone in our email list.

This is why I recommend an ongoing offline marketing campaign: to identify your strongest leads and 
to create more repeat business from existing clients.

I recommend that you send physical mailings to existing customers - people you know that have 
already spent money with you. These are your best candidates to see a return on your investment, 
because they have already spent money with you. You've already established some level of KLT with 
them.

This ties into what Jenny talks about on her call. for every month you are out of touch with your clients, 
you lose 10% of their interest. In a year, they've all but forgotten who you are. This stresses not only 
the importance of your ezine, which we'll talk about in a later lesson, but the need to reach them in 
different ways - phone, mail, in person, online, etc.

An early mentor of mine spent about $10,000 to do a cold mailing to her email list. She got a ton of 
returns for bad addresses because it was the first attempt to mail the list and she used some pricey tools 
to mail her package. This wasn't just a postcard. She sold $30,000 from that mailer. So even with the 
screw ups, she still made a 300% return on her investment.

That's when you need to look at break even points. Sometimes you have to invest money to make more 
money.  Direct mail is a strategy that involves investing in your clients.  You have to have the mindset 
of a business owner before you start spending money on things like this. However, there's no sense 
throwing good money after bad. You need to look at metrics, know what's working and what's not. You 
can't just throw money at a problem to fix it. Most of us are not deep pocket multi national corporations 
- and even if we were, why be wasteful?

So for this lesson, we're focusing on people who already know you, like you and trust you enough to 
have spent money with you. You might even narrow this list further to just your top 10, 20 or 50 
clients. Don't spend money you don't have. That's important. You need a marketing budget – something 
we've talked about in Direct Sales 103.

For direct mail to be successful, you'll need to look at these considerations:

1. Get their attention (picture, envelope, headline)
2. Make An Offer (not informational - get them to take ACTION!)
3. Get response (some kind of phone number, web address, some way to respond)

There are essentially three kinds of mailings: post card, sales letter, and premium mailings.
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Postcards

Everything can begin with a simple postcard. They are a great tool because they get read. They almost 
get read by accident. Your mail carrier reads it, the client reads it. If they post it to your fridge, their 
family and friends may read it. Most direct sales companies use a postcard as their invite tool for 
parties. Why? Because it's inexpensive and it gets read. People may not spend time opening and 
reading a long letter, but they almost have not choice but to read a postcard. It's already in front of their 
face as they're deciding to keep it or trash it.

How do you make a postcard attention getting?

• Include a curious image, or use the client's name in large print. If you're able to customize 
the postcards, people like to see their name in print and peculiar images pique a reader's 
curiosity. Dentists are great at sending reminders about your cleanings and the photo is always 
something remarkable or memorable.

• Include a custom URL. If you're using the postcard to drive traffic to your website, use a 
special webaddress like “www.yourdomain.com/gift/justforXxx” where “Xxx” is their name. I 
did this for a mailing that cost me about $100 and brought me over $1500 in sales. People 
thought the web address was special and just for them, but I used a re-direct tool that redirected 
everyone to the same landing page. I could then track to see who clicked through by seeing 
which special URL's were typed in to access the page. You don't have to use their name. You 
can use a tool like BudURL.com to make it easier to track links.

• Attention grabbing headlines. Say something that you know appeals to them. If they love 
vacations, maybe say “Getting ready for vacation? Don't forget to pack me!”

Letters

From a simple flyer or one-sheet letter, to a full-blown, multiple page sales letter, you can make a 
bigger impact, and get more information into the hands of your clients when you put it in an envelope. 
The thing you have to be careful about is putting together material that continues to hold interest all the 
way through the letter. I don't suggest writing lengthy, multi-page letters until you've gotten good at 
copywriting. Start small with a postcard. Practice being succinct with a single-page flyer. When the 
mailing results are positive from those, then you can think about more lengthy mailers. 

Letters can also be helpful in providing a menu of services (a list of items on sale, for example), or for 
more elaborate invitations. The direct marketing school of thought is that the more expensive the offer, 
the longer the sales letter needs to be. That's a general rule of thumb, but remember, the more succinct 
you can be, the easier it is for people to make a decision.

In the classroom, you'll find a bonus document – a tri-fold flyer that I created to let people know about 
an open house I was hosting. I was changing companies, wanted to offload my old inventory and give 
people a chance to experience the new products from the new company as well. So I knew a postcard 
wouldn't be big enough to explain what was going on. You'll see several things that helped my mailing 

http://www.yourdomain.com/justforXxx
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stand out in the mail.
Attention getting secrets for letters

• I didn't use an envelope. I folded one sheet of paper over and sealed it with a sticker. This 
psychologically tells the recipient that it's a quick, easy read. This gets people to pop it open, 
because they know that it's only one page, so it won't take too long. 

• I used color on the outside of the mailing. Color catches the eye. You could do something 
simple like a colorful sticker from TheBooster.com or go all out and put a color photo on the 
cover, like I did. You'll also note that the picture is pretty crazy, and it's a picture of me having a 
very bad hair day. That makes people look twice. Because it's a picture of someone they know, 
it psychologically triggers their mind to want to know more about why this picture is in front of 
them.

• Attention getting headlines. Both on the outside and the inside of the mailer, I've created 
headlines that speak directly to the reason I'm mailing that I know will catch their attention. A 
picture of my crazy hair and a highlighted headline saying “shocking news” gives people 
congruence. “Okay, the picture's funny... Oh, she's got shocking news? Oh, I get it. I guess I'd 
better see what's inside.”

• Handwriting and a stamp. What you don't see on this mailer is a pre-printed address label. I 
mailed half these letters with a label and hand wrote the other half of the addresses. The 
handwritten address and a first class postage stamp get better open rates because people believe 
they are sent by a human, not a bulk mailing machine somewhere. When people recognize your 
handwriting, they're even more likely to open it if they know you, like you and trust you. For 
this mailing, I got about twice as many responses from my handwritten group. Your results will 
vary.

Even with all the “right things” going for me, it wasn't perfect when I sent it. I'll explain that in a bit.

If you opt to put your letter in an envelope, again, use handwriting and a stamp. Also, use eye-catching 
color – whether it's a sticker or even crayon. My sister doodles across the back of the envelope so I 
always know when I'm getting a letter from her. You can also get a simulated doodle envelope at 
http://www.doodleopes.com/ They also have a page full of examples on how to effectively get attention 
with doodles.

Envelopes can come in a variety of shapes, sizes and materials. One of the most clever mailings I've 
ever received was delivered in a brown paper lunch bag. Across the front “Your Savings Are In The 
Bag!”. Inside, just a postcard with the details for a sale, but you can bet the envelope got people 
looking.

Premiums
Also called “lumpy mail” premium mailers can take just about any form you can imagine. The folks at 
SendABall.com will mail a bouncy ball to your door. Priority Mail envelopes, pennies, I've even gotten 
a raincoat in the mail. One direct sales trainer suggests sending hostess cupcakes to your hosts as a 
reminder for their show.

http://www.doodleopes.com/
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The idea behind these kinds of “gimmicks” - and that's essentially what they are – is to get your mail 
opened. When someone gets a thick piece of mail, our natural inclination is to open it – it's a 
psychological trigger akin to getting a birthday gift. We want to know what's inside. If the outer 
wrapper is even more enticing, we're even more eager to see what's inside.

The ticket to any successful direct mailing:

• Send to people that want to hear from you
• Send something that gets noticed
• Get them to read it
• Get them to ACT on it

If your direct mail piece does that, you're in good shape. Again, this is why I recommend sending your 
first mailings to existing customers – they already know you and probably want to hear from you again. 
It's also why I suggest postcards – they get noticed and read almost immediately. So that leaves you to 
focus on the call to action – the thing that you want them to do, in this case: buy from you.

So let's go through your list. Remember the 20% rule? 10-20% of your clients are likely to respond to 
the first mailing you send. We're going to start with your top 20% of your clients, because they are most 
likely to spend more money with you. They are the ones most likely to want to hear from you in the 
first place. So that's where we start. My big mistake with the “Shocking” letter was that some of those 
people I mailed to hadn't heard from me in a while – some more than a year. And I still got a 15% 
conversion rate on the mailing. That means for every 100 people I mailed, 15 people responded, took 
action. The call to action in that letter was to RSVP, and I got a few returns for bad addresses, just like 
my mentor did, because I didn't do my homework and make sure my list was clean. That's why we're 
starting with your top clients. These are people you should know fairly well.

The Holiday Campaign
Once you've got a handle on using direct mail, you're going to want to beef up the mailings you send. 
In fact, I recommend sending multiple mailings over the course of the year in what is called a mailing 
“campaign” Much like the drip campaigns we talk about in Direct Sales 101 and Direct Sales 103, 
direct mail campaigns have a specific purpose, and are usually built around two or three steps:

A postcard
A phone call
A follow-up

You can make this as elaborate as your budget will allow, but it can be incredibly simple – a minimum 
of two steps is required to make it a campaign.

I call this a Holiday campaign, because every year around the end of October, I send a Thanksgiving 
card to my clients.  I stole this idea from Outrageous Marketing gurus Bill Glazer and Dan Kennedy. 
They literally wrote the books on great direct mail strategies. This particular strategy I modified to 
work for the direct sales industry, and since the holidays are our biggest selling season of the year, this 



© 2011 Lisa Robbin Young. All Rights Reserved.
http://www.DirectSalesClassroom.com

was where I first tested this campaign. However, I've also used it throughout the year for lots of 
different holidays. As I mentioned earlier, Valentine's Day, Birthdays, Flag Day. The idea is to catch 
your clients a little off guard. Everyone sends a Christmas card – and in our industry especially – by 
then it's too late to get those holiday sales. So this Thanksgiving card strategy continues to generate a 
lot of extra sales in my business.

It starts with a thanksgiving card it can be funny or thoughtful. The card itself isn't as important as what 
you put inside it. The inscription in the card is just a happy thanksgiving message. That way, your client 
can have a Thanksgiving card that's just a card for them to remember you by.

Inside the card there's an insert - a half page of paper that's folded into thirds. When you unfold the 
promo, you read about a 4-day after thanksgiving event with a free gift. You'll see the example in the 
classroom. But while the paper is folded up, all you can read is a note that says “do not open until after 
you've displayed your card”. 

So your client gets this card a bit before Thanksgiving, and inside, there's an update about a special 
after thanksgiving sale and a free gift for participating. Most of you would stop there and wait for the 
orders to come rolling in.

A campaign, though, has at least two steps.  There's another step in this mailing - and that's a follow up 
phone call. The day before the event starts, you call to remind people about it. Get an RSVP and see if 
they're going to participate. Let them know that they only get the free gift when they participate. For 
me, that meant coming to my open house. If they came to my holiday open house, they got a free gift. 
That first year it was a hand wash that cost me $5 or $7. But the only way to get that gift was to be in 
my space, and you can be sure that nearly everyone spent way more than what it cost me to get them in 
the door. That's what we call a loss-leader, and we'll talk more about that in another lesson.

But back to the follow-up calls. There are services that will do voice shots for you - in fact 
voiceshot.com is one such provider. Simplevoice, which is part of freeconferencecall.com also has a 
pre-paid voice blast program you can use. You pay a small per call fee, but then you don't have to make 
all those calls. Just record the greeting, click send and it will do all the dialing and messaging for you. 
GREAT time saver. I have clients that use this for automated follow-up reminder calls for their 
upcoming shows, too.

But people get the message and respond. My total investment was a little higher on this per piece - 
about a dollar per piece I mailed, including the voice blast. So again, I spent about $150 and took in 
almost ten times that! With my leader bonuses, I did pretty well. Not to mention the bookings I got for 
future sales.

Now, you could buy a list - rent a list, or jv with someone else, but we're only dealing with YOUR list 
to make this as effective and affordable as possible. IF you're not already getting address and phone 
info, start asking for it. Especially if you make your participation requirement an online function – like 
placing an email order online or placing an order on the company website - if they want the gift, they 
will give you valid addresses. They will be expecting something from you in the mail.
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Multiple touches are always better than a one-shot deal. This is why I don't recommend buying or 
renting lists until you've exhausted every possible option with your own list – or if you have absolutely 
no list at all. 

One mailing won't make it happen all the time. You need a campaign. Many marketing studies report 
that it takes 9-27 exposures to your name or your offer before people even begin to take you credibly. 
Meaning they see your name on an invite, they come to a show, four or five people say your name a the 
party. They place a small order and you do a follow up call. They've already heard about you five or 
seven times to get that one small order. You've not even hit paydirt yet! I've followed up with clients for 
18 months before they joined my business or placed an order. Just keep doing the work. If clients 
continue to show interest, it's worth it to keep following up.

In our next lesson, we're going to talk about press releases, using the media to market your business 
and additional offline ideas to bring in more paying customers.


