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Turn over to page 3 and complete this step now.

The second part of this exercise is about
ensuring we use benefit language when
expanding on what we do, rather than feature
language.

Benefit language keeps people engaged in the
results that we help our customers achieve.

Feature language tends to be harder to stay
engage with as it often dives into detail.

Turn over to page 4 to complete your Feature
Benefit Switch Grid.

OK, so let's be direct for a moment.

To successfully and efficiently recruit partners
you need to be able to concisely relay what you
do and how you do it, in a way that gives them
instant confidence.

In the first part of this exercise we're going to
create your Transformation Statement.  

This will be the single sentence you use to
concisely explain what you do and how you
help people when opening a conversation with
a potential partner.
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Let's go...

BUILDING YOUR CLARITY AND CONFIDENCE

WATCH THE ACCOMPANYING VIDEO LESSON
FOR EXAMPLES
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BUILDING YOUR CLARITY AND CONFIDENCE

with
_ _ _ _ _ _ _ _ _ _ _ _ _ _

to

I HELP

_ _ _ _ _ _ _ _ _ _ _ _ _ _
I N S E R T  I D E A L  C U S T O M E R  D E S C R I P T I O N

_ _ _ _ _ _ _ _ _ _ _ _ _ _

Your Transformation Statement

I N S E R T  B I G  R E S U L T  Y O U  H E L P  T H E M  A C H I E V E

I N S E R T  H O W  Y O U  H E L P  T H E M  A C H I E V E  I T



1It's quite common as business owners for us to talk about the features of our products or
services.  The challenge is that partners engage more with the benefits for them and their
community rather than the features of the product or service.

Therefore, we need to deliberately switch our thinking around to engage partners with
ease.

PAGE 04

The Feature Benefit Switch Grid

BUILDING YOUR CLARITY AND CONFIDENCE

WATCH THE ACCOMPANYING VIDEO LESSON
FOR EXAMPLES OF HOW TO USE THE FEATURE BENEFIT SWITCH GRID

FEATURE BENEFIT
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80%
C O M M I S S I O N

V A L U E

20%
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T H E  F A I L  F O R M U L A

PARTNER INVITATION TACTICS

+  
Unenticing

IMPERSONAL

+

+
Intrusive

INCONCRETE

+

 I N E F F E C T I V E

INCENTIVE-FREE

=
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PARTNER INVITATION TACTICS

T H E  S U C C E S S  S T R A T E G Y

+  

PERSONAL

+

+

CLEAR

+

 E F F E C T I V E

REWARDING

=

Appealing

Enticing



THE PARTNERSHIP AGREEMENT

PAGE 08

Agreement
THE

P A R T N E R S H I P

It's time to visit the Template Library!

Awaiting you in The Template Library is a
comprehensive Referral Partnership agreement.

PLUS...

A step-by-step video walk-through explaining
exactly how to finalise your own agreement.



The specification and design outline shown on
the following page is proven to optimise referral
partner click throughs and sign ups.

So, let's run over what to include in each section.

YOUR PARTNER INVITATION PAGE

1
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PRODUCT INFORMATION
Briefly explain your products or services, the
benefits they offer the consumer, their price
point and the commission partners will earn.

Let's Design Your Page

VISIT THE TEMPLATE LIBRARY AND CHECK OUT THE 
Referral Partner Sign Up & Welcome Video Scripts

INTRO
Make this inviting, short and to the point.

Our partners are authentic, supportive, create outstanding
results, receive incredible commissions and - more

importantly - change thousands of lives forever.
We'd be honoured to have you join us.

VIDEO
It's time to visit the vault!
We have an entire video script templated to
help you shoot a killer welcome video.

WHAT TO SHARE
Briefly explain the steps in your Referral Funnel
from the lead capture, through the lead nurture
and on to your lead conversion sales event.

EXAMPLE

IN ACCELERATOR No. 5
THE REFERRAL FUNNEL SEQUENCE

We take you step-by-step through the strategy, design and build
of your referral funnel.



SIGN UP

SIGN UP

SIGN UP

SIGN UP
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LOGO LOG INSIGN UP

INTRO COPY
VIDEO

PRODUCT INFORMATION

WHAT TO SHARE

HOW TO SHARE IT

CUSTOMER SUCCESS STORIES

PARTNER MANAGER
CONTACT INFO

CUSTOMER
REFERRAL

INVITE

FREQUENTLY ASKED QUESTIONS

LOG IN

CUSTOMER SUCCESS STORIES
It's time to visit the vault!
We share our framework for
powerful customer success stories.

HOW TO SHARE IT
Explain the pre-designed marketing
assets you have available to make
it quick and easy for your partners
to share your Referral Funnel with
their leads.

CUSTOMER REFERRAL INVITE
Inviting your delighted customers
to your referral program and
incentivising them to share can
help you scale very quickly.  Here
we create a specific invitation
message for them.

IN ACCELERATOR No. 4
THE TRANSFER OF TRUST BLUEPRINT

We share exactly which marketing assets to create,
how to create them and how to share them with your

partners.

VISIT THE TEMPLATE LIBRARY
AND CHECK OUT THE 

Customer Success Story Template

FREQUENTLY ASKED QUESTIONS

It's time to visit the Template Library!

We have a complete set of FAQ's drafted for you.

VISIT THE TEMPLATE LIBRARY AND CHECK OUT THE 

Referral Partner Invite FAQs
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You
N E V E R

GET A SECOND CHANCE

T O  M A K E  A

1impression
S T



There are 3 parts to crafting your recruitment
game plan.

Firstly, we want to ensure that you have
everything in place to make a great first
impression with the Pre-Outreach Checklist.

Secondly, personal outreach is well proven to
develop THE most successful long-term
partnerships, so we must develop your Direct
Recruitment Game Plan.

But, it's impossible to do everything on a one-
to-one basis.

So therefore, the third and final step allows us to
automate and scale as we develop your
Organic Recruitment Game Plan.

1
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Get ready... get set...

CRAFTING YOUR RECRUITMENT GAME PLAN

...let's go



website
social channels
lead magnet & emails

Here’s the quick hit Pre-Outreach Checklist

This is designed to make sure you are “good to go” BEFORE you start reaching out to potential
partners.

Potential partners will inevitably check you out online before agreeing to go ahead.  Sometimes
they might even check you out before jumping on a call.  So, therefore, let's make sure we have
everything in place to make a great first impression.

This checklist is broken down into three key areas covering your:
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PRE-OUTREACH CHECKLIST

Part 1

Website
Does your website clearly say what you do in the first 30 seconds of viewing?

Yes

No

Does your website clearly communicate the biggest benefits of working with
you?

Yes

No

Are your products and services accessible within 3 clicks (or less!) from the
homepage?

Yes

No

Are you proud of your website?

Yes

No
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PRE-OUTREACH CHECKLIST

Social Channels
Do you have a consistent profile image and bio on all the social platforms
you’re active on from a business perspective?

Yes

No

Do you have positive client reviews on the either Facebook or LinkedIn?
(whichever you feel is most appropriate for your business)

Yes

No

Do you have a placeholder post on the social platforms where you have an
account, but aren't really active?

Yes

No

Lead Magnet and Email Sequence
Is your lead magnet accessible from your website?

Yes

No

Does it all download correctly?

Yes

No

Do your follow up emails nurture your prospects through to a clear next-step?

Yes

No

Ideally your goal is to answer YES to all of the above.

If you've hit on a couple of NO's don't panic, just pop off and fix them first
before starting your outreach.



We then have the three outer phases of
Engagement, Conversion and Scale each with
their own three accelerators to drive success.

Below we have The Referral Method Model. At
the heart we have Lead Control where we are
generating a flow of high quality leads which are
easy to convert and only incur a cost once we
have made the sale.  This creates us Advanced
Cash Flow, Speed and Choices and Increased
Confidence as we watch our business grow. 
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DIRECT RECRUITMENT GAME PLAN

Part 2

Here are the 9 steps to reach out to potential partners with the end goal leading to a telephone
conversation or Zoom call.

1, CONNECT AND FOLLOW
Locate and follow them on every social platform you can find them on.
Top Tip = use their website to quickly find their social channel account.  Links are
normally found in either the header or footer of their homepage.

2, HIGHLIGHT AND FOCUS
Identify which is their most active social platform and note it down.
Top Tip = when you’re looking through the posts here you should be getting excited and
seeing plenty of people who match your ideal customer profile.

3, COMPLIMENTARY AND NON-COMPETING
Double check their products and services to make sure there’s no overlap with yours.
Top Tip = sign up and look over their lead magnet process as this is a great way of
understanding how they position their own products and services.

4, MAKE A FOOTPRINT
Choosing the platform you highlighted in step 2 start engaging with them, comment on
posts, share useful content, join livestreams and start to get noticed as a great member
of their community.  Golden Rule = Do not pitch anything at them yet.

5, PREPARE FOR PERSONAL

If they've written a book buy it, read it, share it, review it and tag them!
Establish what they stand for, their values and their mission.
What do they do in their downtime?
Identify common interests you have (mutual friends, places you've been, goals,
beliefs, hobbies etc.).

Understanding your potential partner is absolutely key to accelerating your way through
to a chat. It also MASSIVELY helps you stand out from the crowd. Some simple and quick
research often makes all the difference.

WATCH THE ACCOMPANYING VIDEO LESSON
FOR EXAMPLES OF HOW TO LEARN ABOUT YOUR PARTNERS

6, ESTABLISH YOUR OPENING
Identify your 'in' from the research you've completed in step 5 and get clear on the value
you can offer them and their community.



We then have the three outer phases of
Engagement, Conversion and Scale each with
their own three accelerators to drive success.

Below we have The Referral Method Model. At
the heart we have Lead Control where we are
generating a flow of high quality leads which are
easy to convert and only incur a cost once we
have made the sale.  This creates us Advanced
Cash Flow, Speed and Choices and Increased
Confidence as we watch our business grow. 
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DIRECT RECRUITMENT GAME PLAN

7, GO FOR IT!

You are ready to clearly articulate what you do with your Transformation Statement.

You are clear on the benefits your product or service offers.

You know what they stand for and what you have in common.

You're familiar with their products or services and their community.

You've done the work now and you're ready to start your outreach.

Your single goal is to get them on a QUICK 5 to 10 MINUTE face-to-face call on Zoom.
Face-to-face is a key element as you’ll build rapport much faster than a phone call.

Top Tip = set up an online calendar (we recommend calendly.com) with a link through to
your Zoom account. This makes it quick and easy for them to pick a time that suits them.

9, FOLLOW UP!
Keep your promises. Follow up as agreed and ALWAYS send a quick thank you
message.

Assuming they agree you'll also need to share your Referral Partner Sign Up link with
them too!  

8, ON THE CALL
Now, I know what you're thinking. What am I supposed to to say?

We have you covered!

Now, you may also be thinking...

...what are they going to share?

...what level of commission am I going to offer?

...but, I've not built my Referral Funnel yet.

Don't panic! The purpose of this step, inside this accelerator, is to show you the process
you will take to recruit your referral partners. 

Of course, there are a few other things you ideally need in place. Accelerators 3, 4, 5 and
6 are here to help you establish the commission you'll be rewarding them with, exactly
what they will be sharing, how they are going to share it, how you're going to track it and
everything you'll possibly need. 

VISIT THE TEMPLATE LIBRARY AND CHECK OUT THE 
Referral Partner First Call Plan and Checklist
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DIRECT RECRUITMENT GAME PLAN

V I S I T

...there's more
WAIT...

for
THE

T E M P L A T E   L I B R A R Y

 E M A I L  I N V I T E  S E Q U E N C E S

OUTREACH SCRIPTS

&



We then have the three outer phases of
Engagement, Conversion and Scale each with
their own three accelerators to drive success.

Below we have The Referral Method Model. At
the heart we have Lead Control where we are
generating a flow of high quality leads which are
easy to convert and only incur a cost once we
have made the sale.  This creates us Advanced
Cash Flow, Speed and Choices and Increased
Confidence as we watch our business grow. 
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ORGANIC RECRUITMENT GAME PLAN

Part 3

1, CUSTOMER REFERRALS

An email nurture series
A banner on your website
An announcement on your invoice / sales receipt
Posting in 'customer only groups' on social media
Flyers or banners placed inside your product or service 

Inviting your current customers to recommend your products or services is a strategy you
definitely want in place.  Incentivising your delighting customers to recommend you is
often the easiest route to new high quality leads.

You can do this from:-

to name just a few!  

Get creative and add invites amongst your current customer communications.

2, EMAIL FOOTER
Highly effective and yet often overlooked.  Adding a text or banner link from your email
footer back to the Partner Invitation Page is quick, easy and effective.

3, SOCIAL ANNOUNCEMENTS
Whether your launching for the first time, or looking to scale, make sure you weave a
regular post into your social media activity.

Top Tip: also announce notable new partnerships.  Remember, "partnerships bread
partnerships" so share when new partners come on-board.

4, BLOG POST
Blog about your referral partner program.  Announce it's launch; share new partners;
showcase great results; share the commission and rewards you're giving.  Generally, make
noise around your program and market its existence and success to your audience and
potential new partners.

Our goal here is two-fold.  Firstly, we want to raise awareness that we have a referral program
they can apply to join.  Secondly, we want to drive traffic to your Referral Partner Invite Page.

Let's look at the 4 most effective ways to achieve this from 'evergreen' automated processes.

VISIT THE TEMPLATE LIBRARY AND CHECK OUT THE 
INVITE, ANNOUNCEMENT AND BLOG POST TEMPLATES WE HAVE FOR YOU!



True... right?

As we mentioned inside Accelerator No.1 a little
time preparing here makes all the difference.

Additionally, the more you build a relationship
your prospective partner, taking time to
understand their community and how they are
going to promote your product or service, the
more you can help them help you!

It's a win-win!

On the following page we've listed out the
checklist for your onboarding call.  We’ve
deliberately not numbered these points as your
aim is to make the on-boarding call more of a
friendly chat than a formal call.

Therefore, please see the checklist below as a
collection of ‘pointers’ and 'prompts' rather than
a set order of questions.

The Onboarding Call

THE ONBOARDING PROCESS

1
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How To Get Your Partners
Onboard And Highly Engaged

"You never get a second chance
to make a first impression"



THE ONBOARDING CHECKLIST
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Open conversation around them, their business, their goals, their
lifestyle, family, hobbies, interests etc. (Take notes and save for the
future, this can be very useful when you want to build the relationship
further, or send a personalised gift as a thank you.)

Discretely enquire as to the number of people they feel they can
promote you to.  This is often different to their list or audience size as
they may want to segment down (particularly first time round!)

Confirm with them the insights you have to offer in your Lead Magnet
and Referral Funnel is going to add value to their visitors, whether or
not they choose to proceed to buy your product or service.

Email
Social Organic Posts - on their channels and/or groups
Social Lives
Social Paid - ads to their targeted audiences
Podcast Interviews
Podcast Advertisement
YouTube Product Reviews
Website / Membership Site Banner Ads

How are they going to promote your product or services?
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Could they potentially offer a bonus to people who purchased via their link?  This is a
really great way of tightening the partnership, and closing more sales!  However, at
this stage our aim is to just get them thinking about how they could add to your offer
with something of their own to make the it truly irresistible to their community. 

Agree a 'Next Steps' plan with them to ensure the partnership has a start date you
both agree on.

Email?
FB Messenger?
WhatsApp?
SMS Text?

Seek confirmation of the easiest way to communicate with them.  

Do they prefer: 

Joint Webinar
Joint FB Live
Recorded Zoom Call Interview
Join Their Podcast

How can you help them promote?



PAGE 22

THE ONBOARDING CHECKLIST

Take them on a quick tour of your Referral Partner Dashboard and
make sure they know how to access their link, how to use their link
and how to access the pre-designed marketing assets you have for
them to share and where to track their leads, sales and commission!

Overall, make sure they KNOW you care
about building a long term mutually

beneficial relationship and that this is very
important to you...

...use this checklist on every on-boarding
call with your new Referral Partners until it

become second nature to you.

Webpage Address
Username
Password

Make sure they know their log in details for the Referral Partner
Dashboard:

There you go!

VISIT THE TEMPLATE LIBRARY AND CHECK OUT THE 
Referral Partner Portal Virtual Tour Script Template
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NOTES & ACTIONS

Tim Ferriss

"I take notes like some people take

drugs."
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NOTES & ACTIONS
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NOTES & ACTIONS


