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

Direct Sales Classroom
A division of The Renaissance Mom, LLC.

PO Box 269
Flint, MI 48501

© 2010 Lisa Robbin Young
The Renaissance Mom, LLC. All Rights Reserved

This transcript may not be reproduced in whole or in part or transmitted in any form, without written permission fro the publiher, except 
by a reviewer who may quote brief passages in a review; nor may any part of this book be reproduced, stored in a retrieval system , or 

transmitted in any form or by any means electronic, mechanical , photocopying, recording, or other, without written permission form the 
publisher.

While all attempts have been made to verify information provided in this publication, neither the author nor the publisher assumes any 
responsibilities for errors, omissions, or contrary interpretation of the subject matter herein.

The publisher wants to stress that the information contained herein may be subject to varying international, federal, state and/or local laws 
or regulations. The purchaser or reader of this publication assumes responsibility for the use of these materials and information. 

Adherence to all applicable laws and regulations, including international, federal, state and local, governing professional licensing, 
business practices, advertising and all other aspects of doing business in the US, canada, or any other jurisdiction is the sole responsibility 

of the purchaser or reader. Neither the author nor the publisher assume any responsibility or liability whatsoever on the behalf of any 
purchaser or reader of these materials. Any perceived slight of specific people or organizations is unintentional.

Reminder: The content herein is for informational purposes only. Your results depend on your efforts.



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

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 4 – Selling them what they want

So you've got an idea of what you actually sell – what business you're actually in. You've also got a 
buyer profile and a PFCP so that you can start crafting offers that speak directly to those folks. For the 
next few lessons, we're going to look at specific sales strategies, how they work, why they work, and 
ways you can use them with different buyer types. Again, not every strategy will work in every 
situation. You'll quickly discover that some strategies are easier to implement, or more suited to the 
way you do business, and you'll probably use some more than others. That's okay. The idea here is to 
learn a variety of ways to increase your sales, master them, and use the ones that work best for you.

The GoDaddy Strategy

If you've ever visited the Godaddy website, if you've ever 
tried to make a purchase, you've seen it. You go in to buy 
a domain name, and before you're done, they're asking 
you if you want hosting, email, a website, privacy 
settings, and additional domains -including mis-spelled 
domains.

They have covered every possible contingent sale during 
the purchasing process. 

I could have called this the McDonald's strategy, or the 
Movie Theater Popcorn strategy, because they are equally adept at offering an upgrade.

“Would you like fries with that?”
”Would you like to upgrade to the large size for just fifty cents more?”

The upsell. They upsell you on everything. Upsell upsell upsell. GoDaddy drives me nuts, but the 
simple fact of the matter is that upselling works – in almost every situation, there's an upgrade or a 
cross selling promotion you can combine to increase the value of the sale.

Here's how it works in your business:

Search out your catalog for a few of your higher priced, best selling items. Something that sells well, 
but maybe isn't a complete set. Or a complete set that you could pair with a less expensive item to make 
the set even better or more functional. Here are a few ideas to jog your mind depending on the type of 
products you offer:

If you sell Consider upselling to...
A set of cookware Matching utenstils something to clean/protect the 

cookware



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

Candle holders Matching set of candles
Lip treatment Lip liner or lip stick
Travel bag Coordinating wallet or coin purse
Jewelry Coordinating jewelry, cleaner, or accessories

The idea is to pick a higher priced item and match it up with a substantially lower priced item. I'm 
talking an item that's about one tenth  to one half the price of the higher priced item – never more than 
half the value of the expensive item, or it won't feel like a bargain, it will feel like an upsell. So if your 
expensive item is in the $200 range, you're looking at pairing it with a $20-100 item. If it's a $100 item, 
pair it with a $10-50 item. If it's a $50 item, pair it with a $5-$20 item.

Go through your catalog and find products that are a logical fit to pair with your pricey item. This 
lower priced product is your “upsell item” - although you will NEVER call it that. If you're having 
difficulty finding a logical fit in your catalog, check your consultant supply list. You may have access 
to items that aren't in your catalog, but would be a great upsell for your clients. For example, when I 
was selling cosmetics, consultants could purchase a brush cleaner, but it wasn't in the product catalog. I 
offered it as an upsell to anyone that bought our makeup brushes. I know some jewelry companies have 
polishing cloths, or extra earring backs, or necklace extenders – all of which aren't in the customer 
catalog, but would make a great upsell option for a client.

How do you present the upsell? Here's an example:

You're in the show, and you're demonstrating a nice set of pans. They're fancy, and have a special 
surface. They're $300. Your company also offers a set of pan protectors for $25. This makes a great 
upsell, they're already spending $300, they might as well buy the protectors to go along with them for 
$25. So as you present the pans to your audience, talk about how the surface of the pans is what makes 
them so unique, and that you need to take good care of your pans, just like any tool you'd need to do a 
good job. Then show the audience the pan protectors and say “that's why I love these protectors. For 
just a few dollars more, these pan protectors keep the pans from getting scratched up when they are 
stacked in the cupboard. It's a must for anyone that wants these pans.”

You're not really talking up the pan protectors, but you're definitely making it clear that if you like 
these pans, the protectors are a must-have item – and for just a few dollars more.

That phrase is key: “a few dollars more” isn't very specific, but it's specific enough to let people know 
that relative to the price of the big item, this upgrade is trivial in comparison.

Another way to present this, if you'd like to upsell them to a monthly membership type group is to say 
something like this:

“This super-smooth lipstick comes in a variety of colors. You can pick one tonight, or if you're having a 
tough time choosing, you can join our lipstick club. It's free to join. Simply select the colors you'd like 
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to own, and for a few dollars each month we'll send you the next color on your selection list. It's easy to 
do and a fun, convenient way to get the colors you want delivered right to your door.”

Clubs and membership groups deserve a class all their own, so we'll save any further discussion on 
them for a later class.

Upselling is by far the easiest strategy to learn, because you can proactively find upsell options before 
the night of the show.  You should be able to pair up just about everything in your catalog. 

Cross-selling
Once you've mastered the up-sell, consider the close cousin of upselling: cross selling. This process is a 
little more complicated. It's something Amazon does very well. If you log into Amazon, they always 
offer you more purchasing options based on what you've previously purchased or what other people 
like you have purchased. For example, “other people who've purchased this product also bought this 
item to go with it.”

Cross selling is a great way to introduce new products to a client in a way that offers some validity and 
authority.

It means going through your customer's past purchases and determining what they've bought in the past 
so you can make recommendations on what they might like in the future. If a client is brand new, you'll 
want to base your recommendations on what other people like them have ordered in the past.

Yep, this strategy takes a little work – but only a little. That's why it's so easy. In fact, once you've set it 
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up, you can even run an automated drip campaign to your clients recommending products on a monthly 
basis, based on their previous sales. Amazon got so good at this that people started duplicating the sales 
engine Amazon uses to drive those sales.

Tools like The Client Angel make light work of pulling product reports. Your own company may have 
something similar in place to help you create product pairings for upsells and cross-selling 
opportunities.

Why does the upsell (or the cross-sell) work so well? There are several factors at play.  First, the old 
adage is true that it's easier to sell to someone that's already bought from you. They already know you, 
like you, and trust you enough to make the purchase in the first place, what's a couple dollars more 
amongst friends?

This is something GoDaddy has down to a science. You come in looking for a domain name, and hey, 
for just a couple dollars more, you could get hosting for a month, and a couple dollars more – email, 
and so on. Pretty soon, you've been nickle and dimed out of nearly $100 for an $11 domain name.

Second, you're being helpful. You're suggesting items that go along with the product they're already 
purchasing. In essence you're enhancing the buyer experience. You're making their choice even better 
by upgrading, or offering a complimentary product. People like it when you're being helpful.

Third, it's usually only a few dollars more, so it doesn't feel like it's a big investment. Heck, I've already 
spent $20 on a body butter fragrance I love, why not spend another 5 bucks and have the matching 
home fragrance oil? Then, a $20 spend becomes a $25 spend, which doesn't feel like a huge financial 
jump, psychologically speaking.

It's the psychology of the deal that makes it so sweet. Because they're already spending money, a “few 
dollars more” doesn't seem like a big deal. It's very different from trying to get them to buy in the first 
place. This is just adding value to the purchase they're already making.

So when you have all three in combination: a client that's already making a purchase, a complimentary 
offer, and it's only a few dollars more, it makes sense to take advantage of the upgrade - especially if 
there's a discount involved.

Let's talk about the discount. I'm going back to GoDaddy for this example. The discounts they offer 
aren't huge – sometimes there's no discount at all. And you don't need to craft some huge mega 
discount, because you've already done a great job of showing them the power of the value added offer. 
GoDaddy will usually give you 10% off a one-year hosting contract, and 20% off a two year contract, 
which means they've locked you in to a $50-100 deal that lasts for a year or two, so they can afford to 
shave a couple of bucks off the purchase price. If you've got three items that go great together and are 
not offered as a collection, you could offer them separately, or upsell someone to the complete package 
for a percentage off the total retail value.
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They key to making these offers work is to do what works for your budget. Don't go creating upsells 
that actually lose you money. We're not talking about creating a loss-leader when we're dealing with an 
upsell or a cross-sell.

The only discount Amazon offers is free shipping when you spend more than a certain amount on your 
order. They don't really have a discount of any kind off the low prices they already have. They just 
present you with other offers that make sense based on what you've already browsed or purchased. 
McDonald's doesn't discount the drink in an extra value meal, just the fries, but because it's a combo, 
you feel like you're getting a discount on the entire meal. If you change the drink to something not on 
the dollar menu, you'll pay more for your meal.

Don't try to get too clever. The idea is to create a valuable offer that enhances the purchase. At the 
movies, you upsize your popcorn for 50 cents more because popcorn isn't expensive. Those fancy 
popcorn tubs are where the money is, so they can afford to only charge you 50 cents for the extra bit of 
popcorn. One of our local theaters offers free refills on drinks and popcorn. Why pay for the upgraded 
size when refills are free? Because it means you won't have to get up in the middle of the movie to get 
your refill. Considering that most of the trash cans inside the theater itself are full, I'm betting that they 
don't get a lot of refill requests. For most people, it's worth the extra 50 cents since they're already 
spending six bucks for the popcorn in the first place.

Now how do we present these upsells or cross-sells in a one-on-one environment? Be mindful of the 
client's buyer type when making the offer, and choose words that will appeal to their buyer type. 

Here are some word choices to make this work for different buyer types:

1. If you buy the complete package today, it's like getting one of the items at %x off (or free). If you 
wait, you'll pay full price for that item at a later date.

2. Would you like to add the matching (product) to complete the set for only X dollars more?

3. I noticed you purchased X. Most people that buy that also buy the X to go along with it. Would you 
like to add it to your order for a few dollars more?

These word choices resonate differently with different people. Your buyers that are concerned about 
saving money and getting a good deal are going to resonate with option 1, while people that want to 
have the whole set - and know they've got everything they need to make their experience complete (to 
make a skin care system work, for example), will respond to option 2. And your folks that want to be in 
the know - the folks that want to keep up with the Jones', are going to resonate with option 3.

You can easily modify these to fit your specific buyer profile. The idea is to touch on the issue that 
matters most to them so that they have a logical reason to justify the emotional upsell.
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Upsells are an impulse buy. At the movie theater, you're already paying $6 for overpriced popcorn, you 
definitely want to get your money's worth. It's almost a no-brainer when she offers to upgrade you to 
the giant size for just fifty cents more.

This week, go back through your catalog and find a few upsell and cross-sell possibilities. Practice 
romancing those products – talking them up in a way that makes them appealing to your clients. Then 
offer the upsell or cross sell. Practice this strategy until it becomes fluid and conversational. Use some 
of the word choices I've presented here or develop your own. The key is to use words that fit your style 
and how you do business. The upsell is one strategy anyone can do in any situation.

A Fundraising example:
When I was volunteering for a local children's choir, they would work at a nearby sports arena in the 
concessions area to raise funds for the group. My job was to run the cash register and move people 
through the line as quickly as possible, because we didn't make a ton of profit on what we sold. The 
more we sold, the more we made – and at 10% that's a lot of selling.

We were allowed to have a tip jar at each register. So I upsold every customer to put the change from 
their order in the tip jar. That was my upsell. In addition to “would you like fries with that?” I also 
offered “would you like to donate your change to our organization's tip jar?” Most of the time, it was 
faster for the clients if they said yes, and it meant an extra 50 or 75 cents in our tip jar for each 
transaction. Because I wasn't going into the cash register all the time, I was able to process customers 
faster. More customers, more sales, more tips. At the end of the evening, when the two registers cashed 
out. My tip jar had more than DOUBLE the amount of money in it that we had at the other register. We 
also sold about half again as much as the other register. Talk about a win-win-win for everyone!

Before you attempt any of the other strategies in this class, be sure to spend some time getting familiar 
with this lesson. It is by far, the quickest, easiest way to increase sales quickly from existing customers.

In our next lesson, we're going to talk about direct mail and a simple strategy you can use to generate 
additional holiday sales like crazy.


