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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: Secret Sales Strategies
Lesson 7 – Creating the Customer Experience

Think about your current sales presentation. What thoughts come to mind?

Does It feel clunky, inauthentic, like you're going through the motions? Or does it feel easy and 
effortless, like you've got a flow that produces the results you desire?

Take a few moments to jot down your thoughts and feelings around the way you do your current 
presentation or show demo. Stop the recording if you need to.

Now, set that aside, and let's do some visioneering. Close your eyes and imagine yourself at your 
perfect party. Maybe you've already had this experience once, and maybe you're trying to get back 
there. Perhaps you've never had a perfect party experience, and that's okay. Right now, all that matters 
is that you trust yourself enough to go to that space in your heart, in your mind where your perfect 
party or presentation, if you do one-on-ones, exists.

Create as much detail as you can. See yourself in the room, sharing with your clients. Who is in the 
room? What do they look like? How do they dress? How is the room arranged? What colors, textures, 
sounds and aromas are there? What are YOU wearing? Are you comfortable and casual or really 
dressed up? Maybe somewhere in the middle?

Take mental note of every detail you can. How are you speaking? Does it even sound like your voice? 
When you listen to yourself is there confidence in your words? Do you speak slowly or rapidly? Are 
you smiling?

What is your overall sense about this presentation?

Now take out a separate sheet of paper and make notes about this perfect experience. Then, go back 
into your visioneering state. We have one more exercise to complete.

This time, you've completed your demonstration at your perfect party, and it's time for the orders to 
come in. What do you see? How many orders are there? How much are people spending? If this is a 
one-on-one session, are you answering questions? What kind of results are you getting?

Take out that SAME sheet of paper and write down any additional notes and details that you can 
remember.

You've just created what you presently believe to be your ideal sales scenario. It may not be what your 
company has trained you to do. Guess what? That's okay.

As long as you're not violating your company policies, you have authority as an independent contractor 
to do business in the way that works best for you. I know network marketers that do parties and party 
plan consultants doing one-on-one sessions in their businesses and it works for them. It doesn't matter 
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so much what you choose, so long as what you choose works for you.

When I got serious about my direct sales business, I realized I didn't want to be schlepping products in 
and out of my car 3-4 times per week. I decided on an online marketing strategy to help generate leads 
and income without going out as often. I also decided I wanted to leverage my time as much as possible 
to increase the value of each show I went out to do.

In other words, I got a little picky about who I would work with and the way I worked with them. We 
cover this in a lot more detail in Direct Sales 101, when we talk about expectations and your Perfect-fit 
Customer Profile.

Simply put, you don't have time to be all things to all people and that's a good thing!

You can sell 1,000 people a 410 item and generate $10,000 in sales. Or, you can sell a $100 item to 100 
people. Same income, better clients. That's what this course is designed to hel pyou do. Make the most 
of the clients you already have, and bring in more of the good clients that you love.

Start a Club
Taking the information you've gathered in our earlier exercises, begin to look for ways to enhance your 
client experience – so that you can begin to have a perfect party experience more frequently. If you 
don't already have one, I strongly encourage you to develop a customer loyalty program. Some people 
call them “of the month” clubs, or “fan clubs” or “rewards clubs” The name you select should match 
the clientele you're trying to attract.

Many retailers today offer their clients points for every dollar they spend. My first loyalty program was 
a body butter club. Buy 10, get the 11th free. If a client bought 1 or 2 every month, clients got a free 
body butter once or twice a year. The cost was minimal for me – about $5 for each free gift, but clients 
were getting a gift with a $20 value.

Look at that math again. I spent $5 for a gift, and the client spent $200 over the course of 6-12 months. 
It cost me $1 for a sheet of loyalty cards, which means my total outlay was less than $6. My profit? 
$75. So after my expenses, I still made $69 and some change. I made sure that it was the client's 
responsibility to keep track of the card, so that I didn't have extra paperwork and headaches to deal 
with. I also didn't have to baby sit them to collect their gift.

There are lots of ways to create a basic loyalty or rewards program. A simple trick I used to keep my 
catalog costs down – and I got this from Christie Northrup, the Lemonaid Lady, I want to give credit 
where credit is due – is to give my guests an autographed copy of my catalog. It's theirs to keep if they 
want it, or they can turn it back in at the end of the show.

If they keep it, and bring it back to their next show, I'll sign it again. When they collect 3 autographs, 
they get a free gift. Usually I offered $10 off their order.

Reminder about pricing your freebies: You need to choose your gift based on your budget and the value 
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of your customers. Know how much each client is worth to you. For me, if a client came to three 
shows, I knew I could afford a $10 retail discount. That meant I paid about $7 my cost (or less). The 
average customers spend at my shows is $98, so I could easily afford to take $10 off a single order. If 
clients spend nearly $100 at each show, on average, and attend 3 shows, that's about $300 for my $10 
free gift – and I didn't have to buy more catalogs because they brought it back with them.

It also did a few other things:
I got people talking. Repeat guests would run up to me and say “sign me!” waving their catalog in my 
face. “Sign mine! I only need one more to get my gift!” They'd tell the other guests to hang on to their 
catalog. “she'll sign it and you can earn free stuff!” By getting my guests and clients talking, I didn't 
have to. That's valuable word-of-mouth marketing. Third party endorsements about how cool it is to 
work with me.

One of the direct sales companies I was with did research on their shows and ran the numbers. When 3-
4 people are in the room, the average customer spent about $30-40. That's about a $100 show. I don't 
know anyone that wants to do a $100 show.

But just by having 3 more people in the room – so 6-7 people, the average customer spent $50-60. 
Even if only half the people in the room bought something, that's still a $150-300 show. Much better 
than the $100 show. But it gets better.

With 10 people in the room – again, even if everyone didn't buy something – the average customer 
spend was $75-90. That's an average. Which means people were spending more than that. And that's a 
$400-1000 show any way you slice it.

It's a psychological phenomena called group think. People in the room look at all the other people in 
the room and want to be a part of the “cool kids”. So if Sally's spending $75, Julie's more likely to 
spend $50 instead of $30. Since everyone seems to be having a good time, people tend to be more 
trusting and are willing to spend more. Plus,when their friends tell them they need to buy something, 
instead of you, they're more likely to buy it because they trust their friends.

So when you give them an incentive to spend – like a loyalty program or a club – and group think kicks 
in, you're going to increase your sales.

This is why it's crucial for you to spend time focusing on creating a powerfully positive customer 
experience. In fact, the more affluent your clientele, the more you need to focus on the experience 
instead of the product.

This doesn't mean you can sell a sub-par product. The product must be effective and valuable, but let's 
be frank, wealthier clientele can afford to buy their stuff any number of places. They're not stuck with 
choosing you. So you have to give them a reason to prefer to work with you. An effective customer 
experience goes a long way to making that happen.

In her book, “Secret Sales Strategies”, Sydney Barrows says “Adding value to what you sell or do by 
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providing your customer with an experience is the key to differentiating yourself from your 
competition. Businesses that create a meaningful or memorable experience for their customers can 
command premium prices and inspire a very high degree of customer loyalty.” Sydney is often quoted 
as saying, when it came to her days as the Mayflower Madam, “we weren't in the sex business. We 
were in the fantasy business. If they wanted sex, there were a lot of other places they could go and 
spend a lot less money to get it.”

You can buy a diamond on eBay for a lot less than you can in your local jewelry store, but countless 
couples still prefer to shop local because the face and voice of the friendly neighborhood jeweler offer a 
more comfortable, reassuring experience for the couple. In that case, the jeweler doesn't sell rings. The 
jeweler also sells reassurance, confidence, and comfort. Thus, his shop should reflect that image. Warm 
lighting, friendly staff, and appropriate décor provide a congruent experience for the couple shopping 
for wedding rings. On the other hand, if the jeweler is all about providing bargain deals, his rings will 
be lit with florescents, the decor will be sparse, and while the staff may be friendly, they may not be 
dressed as nicely. Instead of classy gift boxes, you'll get your ring in a clear plastic ziplock bag.

Congruence is important in the experience. You don't go to the emergency room and expect to wait 
twelve hours for treatment. Emergency implies fast response.

You don't buy shoes in a book store. You don't wear jeans and a t-shirt to a one-on-one consultation in a 
luxury living community. It's not congruent. It sets people off kilter, and they're not at ease doing 
business with you.

Let me be clear on this: you can only do what you can do, so if all you have is jeans and a t-shirt, I'd 
visit the local thrift shop and start investing in clothing appropriate to my best clients. Don't go into 
debt to “look the part” either. That's going out of the world backwards, as my mom would sayy.

If you have your sights set on luxury-priced, affluent clientel, start with where you're at and work from 
there. Focus on  being as congruent as possible:

• tone of voice
• vocabulary
• sense of humor
• demeanor
• gait and tempo of your walk

All of these things can be adjusted at no cost. Study how your clients move, speak, walk and carry 
themselves. This isn't about being fake. It's about learning their mannerisms, learning how they carry 
themselves, so you can better understand who they are and what they like. After all, if you're going to 
be asking them to spend money with you, you need to know what they're truly interested in!

If you're not looking to attract the jet-set crowd, that's great, too. In fact, I generally discourage people 
from starting there unless they're already in that crowd themselves. Instead, let's pull out your PFCP 
and the Buyer profile types from earlier in this course. Compare your experience that you visioneered 
with both those documents and uncover exactly what your target market is looking for. Then, build 
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your experience around that.

For example, if you have an Achiever type your experience should focus on status and low-risk, as well 
as the need to look good to their peers. An Achiever wants to know they can be proud of the decisions 
they've made. They want to shop in nice stores and have quality customer service experiences they can 
brag about. They like to get a good deal – but only if it's something worth bragging about. An achiever 
doesn't care about saving 2 cents on a can of corn, but buying a $50 short for $7 is something they can 
brag about to their friends. The quality is great, and the deal was even better, thus they look fashionable 
and smart to their friends.

Regardless of your buyer type, you want to focus your customer experience around what I call your 
“WOW” products. These are the products that make an immediately visible difference to the client. 
Something where you can make the before and after difference as dramatic as possible. Because 
everyone knows wow when they see it.

As you start to craft your customer experience, remember that not every client will be your perfect-fit 
customer with the specific buyer profile you're targeting. That's normal. Over time, that will change, 
but you'll still have that occasional person that just doesn't fit the mold who still wants to work with 
you. By all means, if it feels right to you, do business with them. You don't have to turn away people 
with money to spend just because they're not your target market. However, don't go actively chasing 
those folks, either.

You may have realized by now that we are, in fact, narrowing your niche focus quite a bit. If might 
even feel a little claustrophobic or uncomfortable.

Let me ease the discomfort with an example.

You are looking for a blue satin top. Which one of these options is your best bet to find that blouse?
• The local mall – with dozens of stores selling all kinds of things
• A nearby women's clothing store – with all kinds of women's clothing
• A google search which brings up bluesatintops.com

I hope you chose bluesatintops.com. Why did you choose it? The same reason many other people 
choose it, because they know that if any place is going to have a blue satin top for sure, it's that 
website. You can spend just as much time searching the stores in the mall or the racks in that shop to 
find just ONE blouse as you could on that site to find 10 different styles in your size.

People like the convenience of knowing what they're going to get. It keeps things simple. It also 
separates you from a commodity. People don't go to bluetoiletpaper.com because toilet paper is toilet 
paper for most people. They can pick it up at the corner store for a couple of bucks. Essentially, it's 
everywhere. But a blue satin top? That's a rare find. Sure, you can get tops anywhere, but a blue satin 
top? I've been looking for years and STILL can't find a good one in my size. When I do, you can be 
sure I'm going to snag it, contact the manufacturer and buy a few more for future use.
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This is the difference between generalists and specialists. Generalists have to offer lots of variety 
because they never know for sure what's going to sell or when it's going to sell. Niche markets – 
specialists - dominate an area of expertise and command a higher price because of it. You essentially 
become the only game in town for your target market.

You'll sell other products from your catalog, but you'll be known for your specialty. Discovering your 
specialty takes work. Here are some homework questions from Sydney's book to launch your 
brainstorming:

• What would delight your customers?
• What would be fun for them?
• How could you surprise them?
• What would make them feel unique or special?
• What would make them feel good about themselves?
• What would reaffirm the way they see themselves and reinforce that identity?

Remember, delivering an experience is about adding value – you don't have to  lower your prices to 
make something more valuable. Here are some additional questions from Sydney, along with a few 
ideas from my own business:

• How can you customize your product or service so they will identify it as being “just for me”?
A one-on-one appointment with the customer's information already completed on the order 
forms is always a simple and personal touch.

• How might you give them the temporary experience of letting them “be” someone else?
A great example of this is literally treating your host like a queen. Complete with tiara, royal 
sceptre, and a sash. Take a picture of her sitting in her throne (a chair) with her subjects (guests) 
and post the photo on facebook, or send her a copy for her scrapbook. It's a great way for her to 
relive an evening of fun with her girlfriends – and you got to provide that experience for her.

• How can you create the perception that doing business with you raises or confirms their status?
If you work with the affluent, this is a great opportunity to help them see not only the value, but 
also the benefit of working with you. Conduct yourself in a way that inspires envy in the eyes of 
your client's friends.

More About Envy
At one of my very first shows, I had everyone in the room share one thing they loved about the hostess. 
There were tears and smiles and one of her close friends decided she wanted to have a show because 
she wanted her friends to say nice things about HER, too. Envy is a powerful tool.

You want your clients to be envied by their friends just a little. This does two things:
• It makes them fee good about themselves for selecting someone their friends admire or for 

creating results they admire.
• It makes them feel good about you – about using your products and services.
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When someone compliments you on a new hairstyle, you feel good about yourself AND the great job 
your stylist did on your hair. If you really like the stylist, you'll also refer business to her. That's 
something we'll talk more about later: getting more referrals.

But you won't refer someone that does a job that's just “okay”. Will you?

Ultimately, you want to create a peak experience for your clients. This is not about spending a ton of 
money to make them say “Wow!” Instead, it's about making them say “wow!” so that they'll spend a 
ton of money with you.

Stanley Marcus was the Marcus of Nieman Marcus. He said that sales is like a performance and a store 
is like a theater. Salespeople are actors on the set – elements that are integral to the story. Without the 
actors, you can't reach the pinnacle of  - the height of the moment – the peak experience can't happen.

Let's play this analogy out for a minute.

Actors have lines to learn – words to say to tell the story, create the emotional impact and deliver what's 
called Catharsis – the relief from the tension that's been created as the story unfolds. Actors are asked to 
memorize their scripts and understand their character's role in telling the story. They're also given a set 
of movement instructions called blocking – and if it's a dance, it's called choreography.

There are a lot of mechanics to acting that anyone can learn. Where to sit, stand, what to say, etc. Just 
like sales. One of the things that separates a good actor from an exceptional actor is the ability to go 
with the flow and not lose character. If the lights go out, or a line is flubbed, good actors are prepared to 
roll with the changes, improvising as needed to get things back on track.

The other element that separates the Academy Award winners from the also-rans is the actor's 
willingness to pour themselves into their role – practically becoming their character. They live and 
breathe their character.

When I directed Cabaret, I immersed myself not only in the story, recordings and other performances of 
the show, but also 1920's history. I learned about Hitler and the Nazi's. I learned about Berlin and night 
clubs, costumes and hair styles. My goal was to create the most authentic production, the most 
believable production a community theater can produce in our area. Even my chorus members had a 
story about their characters. How did they end up working in this night club in the 1920's? What 
happened in their fictitious lives to get them to Berlin at that time?

The show was a sold-out success. It was an incredible experience to see history come to life on the 
stage. I had no budget. We used what we did have – the stories of those characters – to make it as 
believeable as possible. While our guests were in my space, it was 1929 Berlin in and around the Kit 
Kat Klub – and the Nazi's came, brutalized and ultimately our guests felt like they were there – really 
there.

That is a peak experience.
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Again, it doesn't have to be expensive. Send a card on an anniversary or birthday. No coupon, no 
special offer, just a remembrance on their special day.

According to Sydney:

“Enhance the connection between you and your customer by providing them with a distinctive 
experience every time they do business with you.”

Granted, not every interaction will be mind-blowingly awesome. That's normal. What you don't want to 
do is have every interaction just be “blah”. Blah is not remembered. Don't let things get blah. Wow 
lingers and people spread wow. Wow is contagious.

At the end of Chapter 8 of Sydney's book, she recaps much of what we've talked about here:

• The more memorable or meaningful the experience, the more you stand out.
• The nature of the experience you provide differentiates you from the competition.
• Experiences add value to a product or service
• Customers will pay more if it comes with a meaningful (to them) experience.

This is your springboard to go from being “just another consultant for XYZ company” to being THE 
go-to person for your clients. When they think og your products or services, they think of you. Period.

It takes work beyond what we've covered in Direct Sales 101 to make this happen. Direct Sales 101 
will get you on  a strong footing, building a solid client base. Creating an experience for your clients 
will turn those clients into raving fans.

A Final Warning:

This is why you can't be all things to all people. Eventually, you must pick one target market to pursue 
at a time. You can only stage one show at a time. You can only tell one story at a time.

Every element of that story needs to be congruent for your clients. When the details fall out of place, it 
just doesn't feel right. It doesn't resonate with them. If you're seated in a fine, elegant restaurant and 
your server arrives dressed as a leather-clad, bandana-wearing biker dude with a studded collar, scruffy 
beard and no shirt on is heavily tatooed body, it feels incongruent. It's uncomfortable, and it encourages 
you to look elsewhere for your fine dining experience.

Your job is to create a peak customer experience that keeps your clients coming back for more.

In our next lesson, we'll talk more about using online social marketing strategies to increase your 
visibility with your clients and attract new clients to your business.


