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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 4 – Selling them what they want

The GoDaddy Strategy

“Would you like fries with that?”

”Would you like to upgrade to the large size for just fifty 
cents more?”

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
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 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.

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. 

How do you present the upsell? Here's an example:
“...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.”
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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 out lipstick club. It's free to join. Simply select the colors you'd like 
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

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

Tools like The Client Angel.com make light work of pulling product reports. Your own company may 
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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? 
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?

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.

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.

Amazon doesn't offer a discount of any kind.
McDonald's doesn't discount the drink in an extra value meal, just the fries.

Don't try to get too clever. The idea is to create a valuable offer that enhances the purchase!

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?
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Assignment:
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.


