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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 104: Advanced Sales Strategies
Lesson 3 – What Business Are You REALLY In?

Michael Port, author of Book Yourself Solid, wrote an article titled “Why Most Marketing Doesn't 
Work and What to Do About It” (http://bit.ly/dD2BMo) 

“Marketing and sales aren’t about trying to convince, coerce, or manipulate people into buying 
your services. It’s about putting yourself out in front of, and offering your services to, those 
whom you are meant to serve – people who already need and are looking for your services. “

- Michael Port

Your job as a direct seller is not to sell stuff. Your job is to help people make informed decisions that 
will help them improve their lives. 

The PriceLine Technique (Examples)

• The Bidding Basket
• Pick a Date, Pick Your Prize: have a client select a booking date and let them select their choice 

of prizes from your prize bin. Give them the prize on the date they hold the show.
• Create your own sales bonus: When a client spends a certain amount (usually based on your 

show's average total per guest), they can pick their own products valued at $25. A variation on 
this theme is to have them tell you how much they have to spend, and create a sliding scale of 
prizes based on the total they spend.

Should you charge?
Some companies will allow you to charge for an “experience”, others may not. For example, if I did a 
bridal party for a wedding, I would offer complimentary services for the bride (whom I treated as the 
host of the party), but the bridal party would pay for my products, which they got to keep. State laws 
also dictate what you may charge for. In my state, if I'm not licensed to apply makeup, I can't charge for 
the service. I can, however, apply makeup and charge for the products they've purchased. If you're 
offering design services or consulting in conjunction with the products you sell, it's up to you to decide 
whether you're going to charge a fee for that service or make it a “complimentary gift” to increase the 
value of the party experience.

More on Vertical Marketing

What qualities exist in your business that should be a compatible fit for a Vertical Marketing Partner?

http://bit.ly/dD2BMo
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Do you have a certain standard of quality or presentation/aesthetics that needs to be met? Explain.

Be clear on who would NOT be a good fit for the way you do business and why.

What direct sales companies might be a compatible fit?

The Problem With Movie Trailers
Scott Stratten wrote a blog post about the declining quality of the Tim Horton's coffee experience and 
how McDonald's was able to woo him from his Canadian brand to the Golden Arches by delivering a 
consistent, quality experience. (http://bit.ly/aO8r9r) that post is also an excerpt from his book, 
UnMarketing.

Bait & Switch and it's Evil Cousin FREE*

Nothing is really free. I'm trying to move away from free and start saying complimentary. Because 
everything has a cost these days – it either costs you or it costs me time, energy money or some 
combination of the three. Maybe you have to give me your email. Perhaps you pay shipping or buy 
something else to get it at no additional charge. I confess that I did this in my early sales career. It's 
FREE* when you spend $50, and as long as you're clear on the terms, I don't mind you saying it's “free 
when” or “if you spend, you'll get” But don't just hang up a sigg that says “FREE*” That's not cool.

The “Scotty Principle”

It's better to keep expectations lower and delight people with surprise extras, than it it to promise 
something amazing and fall short.

http://bit.ly/aO8r9r

