ARE YOU ATTRACTING LIFERS
Male speaker: 
Welcome to Build Your Tribe with your host Chalene Johnson.
Chalene Johnson: 
You know, if there’s anything I can tell you, don’t worry about it being perfect. I mean, so many people are like, “Well, I don’t know what that big thing is and I can’t picture anything other than I just want customers. I don’t know what I want to sell. I don’t know if I’m ever going to sell anything other than, you know, what I’m selling right now. I don’t know what are the services I might offer. I don’t have that vision.”
That’s okay. I want this just to be hypothetical. But if you put it in pencil, you can always erase it later. You just need something on paper. I mean, the universe loves to hear what it is you want to have happen, and the universe loves when you put that on paper.

So what I want to help you understand today is what most people miss. And it’s keeping that conversation and that relationship alive with your lifer, the person who you want to end up with. And when I say lifer, please know I’m speaking generically. That might mean someone who you’re ultimately going to be doing business with or somebody who you want to simply serve for the course of your business, 5 years, 10 years, 20 years, who knows. But I’m speaking in terms of the long term relationship.
Now, when you look at this, I want you to understand that it’s a relationship, so that means it can’t just be one-sided. It’s got to be a two-way street, and you’re in charge of the relationship. Just as you know when two people come together romantically, one person ends up in the beginning calling to set up the date, the person who initiates, the person who’s kind of taking care of things and making reservations and courting the person who you are attracted to.

So you are courting your customer. That means you need to take care of them. You need to let them know how much you appreciate them. You have to let them know how much you understand about what they need, what they like, and how to provide value to them.

Now, some people call this an email campaign or a follow-up sequence. I like to just call it the relationship. It is simply stated this - it’s knowing what your customers need and planning that out after they get their first gift from you.

So we’re going to go through several examples here, but I want you to think about - after somebody receives from you that very important gift, that thing that they need, the freemium, the lead magnet, something that solves that problem for them, it’s what they needed, what do they need to know next? What are the next four things they need to know that go a little bit deeper?

So I’m going to start with my example, which is going to help those of you who have products understand what this should look like. Don’t worry about which program you should use, whether it’s AWeb or ConstantContact or any number of them. Don’t worry about any of that yet. We’re going to get to it. Just trust me. Trust me that this has to be done in the right order.

Don’t even worry about how to schedule them and who’s going to send them out. Don’t do none of that right now. We’re just doing some brainstorming. Are you ready?
So we’re going to start with - for example, my own seven-day challenge on Instagram. Now, many of you know that I have multiple opt-ins, multiple freemiums. My most important one is my 30-Day Push, because when somebody opts in to the 30-Day Push, they’re saying I’m interested in personal and business development. I want to get organized and I want to get focused.

But I have a lot of fans who just know me from fitness. They want to lose weight. They want a quick fix. So I do have a 7-Day Eat Clean Challenge that basically I promote from time to time on Instagram and Facebook and in social media. Now, that’s going to attract a lot broader market.

Here’s all that it is - when people sign up for my 7-day challenge, what they’re getting is an email that contains all of the video clips that I’ve done on Instagram, a suggested work-out program for seven days, a suggested eating plan for seven days, and basically, you’re on your own. That’s it for content. Literally, it’s just my Instagram videos but all housed together in one spot.

I hope that helps you understand how simple this can be. People just want to save time. If you are telling people, “Look, you don’t have to look all over the Internet for my stuff. I’m going to send it to you in a nice - one neat, nice, neat, tied-up-with-a-bow little package to make this easier for you,” people will give you their email address. And that’s ready with my Eat Clean Challenge.

Then I’ve got to think about what are the next four pieces of information people need who opt in to that list. So now, you think about with you freemium, with what you provided as content as your gift, once people have that, what do they need next? Just brainstorm. Just let it free flow. You don’t even have to worry about the order, but I need four.
But after people receive that seven-day challenge, then what they get is an email kind of explaining something that will help them understand the challenge a little better and stay accountable. Because if people are receiving more than what you promised, that’s a great step in your relationship for trust and reciprocity.

So the first thing they get from me is an explanation of what the difference is between HITT training and Tabata training, so I’m educating them. And I also explain accountability.

The as those emails continue on, what I want to do is think about - okay, it needs to be in my words, it needs to feel like it’s coming from me, and it needs to really take into consideration what people need next. So then what I want to do is help people understand how their workouts and how they can change their lives by getting their life organized.

My third email to someone who’s opted in to my free seven-day challenge is this - it’s an email that explains that all the chaos in your life might be what’s making you fat, what’s - I hate that word, but it might be what’s keeping you overweight. And helping them understand that I can help you get organized.

So I still haven’t sold them anything. I’m still helping you. I’m still giving. But I’m thinking about like “What do people need now?” They’re at the seventh day and maybe they’re unhappy with the results, which most people probably are, because they probably didn’t follow through.

So I’m getting into their mindset. And that’s what I want you to do. After someone receives your freemium, what are they going to need next and next and next?

So now, I’m going to suggest to them that they get their life organized. And now, I personally send them to another freemium.

Now, you might not do that, but I want them in the 30-day challenge. You know why? Because I want some people getting out of the car. I want people who are interested in personal and business development.

Customers who are only interested in reducing their body fat are not who I want to attract. I want to attract customers who want to change their lives.

And so I’m going to have a lot of people jump out of that car when I suggest that they opt-in to the 30-Day Push. It’s 30daypush.com.

Again, I’m not selling them anything. I’m like, “Hey, I gave you seven days for free. I gave you all this information for free. Now, I want to give you 30 days worth of videos.”
That’s a lot. I know it sounds like a lot. So what I want to do is dial this back for you. When you have products, I need to figure out - what do I need to keep you interested from here to here? What do you need in this time frame so that you don’t leave me and I’m taking good care of you.

So those of you in products whan to do it. Maybe you don’t have this many. Maybe you’ve only got like two, or three. 

Figure out what steps - what can I provide people in three or four emails that they’re going to need to stay with me and that they need to continue to have success from this spot to this spot. And those three or four emails, just brainstorm them. And those emails will keep them engaged and keep giving them - here’s the key - value, value, value.
It all has to be value. It should feel legitimate. It should feel like it’s from you. It should be great content. And it should be what they need at that time.

I am not a fan of just sending a broadcast email or just like bombarding people with stuff to sell. I want you to think about, okay, what are they going to need from here to here?

But let’s just say, hypothetically speaking, you have nothing to sell. You’re just doing well at your business. Or maybe you have one thing to sell or you are a re-distributor or you are in a multi-level marketing organization. Or you want customers to come in to your practice and treat with you and there are no products along the way yet. And guess what? That’s most of you.

Most people don’t have any products yet. They haven’t figured that out yet. But you know where you want to be and at the moment, what you need, your goal is perhaps to get more people through the door.

Let’s say that your goal is to be top dog. Let’s say your goal is to be top dog in your organization, whether that’s the number salesperson or the top rep or the highest-earning physician in your area. And let’s just say that your organization offers health and fitness. That’s an easy one for me to keep track of. And your freemium is the top ten ways that fitness professionals make money, okay.

So people are like, “Yeah, man, I want to quit my job. I can’t stand working at this bakery. I want to teach fitness classes or I want to do what I see her doing all day long. And man, it looks like fun to be working out, that’s got to be your job. I want to know how to do that.”
So your freemium, because you figured out how to do that, is telling people, “Okay, here is the top ten ways people are doing it.” And you can help them understand which ones are best, what kind of money people are making, how to make the most of your time if you are a fitness professional and without killing yourself or beating up your body. That’s your freemium.

And you’re like, “I don’t have any products in between. I just want to be top dog in my organization. I want to have more people signed up under me and helping other people get fit than anybody else.” Well, how do you keep them from here to here?
A series of informational emails. You can call it email campaign, you can call it a drip campaign, you can call it a follow-up sequence. I like to call it a relationship. And that means I really do care and I put a lot of thought into this, and I know what I want to share with you.

If I have nothing else to sell, what are four or five things or more do I want people to know? What do they need to know? what would help them? Because once you start listing out that brainstorm, you’re going to realize that some of them are pretty advanced and they should come later in the relationship.

Some of you may only go from a freemium to top dog and there’s no - nothing to sell for years, but you can still be building your list. Hear me closely. You must build your list. This must be important.

It is. It’s very important. That’s why I say over and over and over again, stop trying to build websites and write books and create products until you build your list. And you don’t need products to build a list. You need a freemium, and you need an idea of where we’re headed.

If this is a journey, right, and I’ve created a GPS for you, the person who’s taking you here is an insider. That means they can look at the GPS map and know that even though GPS says, “Go this way,” and “You should take the 5 because you’ll save five minutes,” the insider knows, “No, there’s a couple of other stops that you should take that are going save you time because the 5 is always backed up and you should take the 405.”
And so I like to call those “little detours.” And they’re really - it’s tip-top information. It’s insider information.

So if I am this person who’s giving you all the ways that you can create income as a fitness pro, what’s the next thing you need to know? How about some tips on how to take advantage - let’s say this report says that the very best thing that you can do is operate your own boot camps. That the worst thing that you can do is teach for a large corporate gym where they’re not paying you much money and you don’t get access to those customers and you’re not being paid much and you can’t build your own list. But what you read in those tips is that you’ve got to start your own boot camp is probably the best way to do this.

So this next email might be my five tips on how to start your own boot camp, maybe how to charge for it. Then, based on feedback and based on the relationship with my customers, I realize, “You know what they need? They need some tools.” You’ve got to think about yourself.

So let’s say that this is you and you’re like, “I’m going to share with them my five tips for boot camps.” But now, what I realize is that once people start having boot camps - and so now we know some people have gotten out, right, because some people aren’t going to start their boot camps. Now, I’ve got to teach people how to charge for them and how to keep track of clients and how to make it very easy for people to register. So now, I’m going to share with you some of my favorite tools.

Now, some of the people have gotten out of the car and are no longer on the journey with you, but those who are still there, now you want to go, “Hey, I’ve got this really cool thing I want to share with you.” And it doesn’t always have to be something you’ve created.

Maybe you want to share with them a great book or a resource. Like maybe you found a website where there’s like hundreds and hundreds and hundreds of ideas for outdoor boot camps, or a great book on how to build your own personal training business.

So this is just a simple share like, “I found this cool thing. It helped me and I know it will help you, too.” And then the next stop might be some super cool, amazing story of someone who’s just killing it. And that’s just motivation. And what this does is it teaches a lesson but it also keeps them motivated and inspired.

Now, on this last stop, this is again just hypothetical, but ultimately - remember, ultimately, I want to give, give, give, give, give, give, give all the way so that eventually you’re going to sign up with me. You’ll be one of my distributors because ultimately my goal is to be top dog, right.
So now what I want to do - each one of these gets deeper and thicker and you’re dealing with people who are very serious. Some people are getting out of the car along the way, but now I’m going to do a pretty long webinar.

This automatically siphons out people who aren’t very serious. What this does, it qualifies people for you.

So now, I’m going to do a webinar about specifically how I have become the top dog, how I went from boot camps to, you know, wearing red-bottom shoes and the top dog of my organization and becoming a leader and really helping people make a difference in their lives and having fun doing it.

And this is a webinar, it’s pretty long. Maybe it’s 45 minutes, maybe it’s 30 minutes. So it’s a lot of information, but this is - people are serious now. And at the end of it is my CTA. What does that stand for?

That’s right babe, it is your call to action. Your call to action. You know, asking people to do something. You’re saying, “Jump on my webinar and then I want you to schedule a time that we can talk, because top dog wants you on her team. And what this has done is it’s weeded out all those annoying people who really just - they don’t want to be part of Top Dog’s team. They just want to know Top Dog’s favorite snacks under 100 calories.

We don’t have time for those people. We want them jumping out of the car like mad men, “Get out of my car! Because Top Dog ain’t got time for you,” right.

And so what we’re doing when we have this webinar is we’re telling people, “Get out of my car! Because Top Dog only wants people who have the potential to be even bigger than Top Dog,” right. I mean, ultimately, that’s what great leaders do, they find people who can be better at what you do than you are, right. You’ll be way better at this than I am, I know it. But it requires sharing, and it requires developing this relationship.
Now, that’s your assignment, is to come up with what you want to share with people, whether you have products, what those three or four pieces need to be between each product. Or if you only have a start and a finish, I need to know what type of things can you share with them and what order should they go. And they should remember, progress in terms of how deep you’re going and how much information you’re sharing, and that’s you’re assignment.

Thanks so much for listening to this episode of Build Your Tribe. I’d like to invite you to attend one of my free trainings on how you can build your brand, grow your business and attract more followers using one of my favorite social media platforms, Instagram.

Sign up for my free webinar by going to howtoinstabrand.com. That’s howtoinstabrand - B-R-A-N-D - .com. Trainings are free and I would love to share with you my top tips.

 [END OF RECORDING] 
