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Lisa Robbin Young
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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 10 –  The Sales Cycle, Part One

The Sales Cycle is a tool I developed to help clients (and myself) figure out the massive array of entry 
points to the sales funnel. If you look at a real funnel, you see a wide opening at the top, and a small 
opening at the bottom. Everything goes in the top, and eventually comes out the bottom.

But that's not how sales works, so to me, calling it a funnel is completely incorrect.

Sales is cyclical, however, and much like the spokes on a wheel, there are various points in the sales 
process where clients can enter the system. Take a look at the following graphic:

The Sales Cycle, is more like a wheel – and you are at the hub, the center of the cycle. Everything 
flows in toward the center, but sales can happen at any point along the way. Let's move clockwise 
around the cycle, beginning at the top, which is the most logical point, although, as I said, sales don't 
always happen here.

Meet
Meeting new people is generally what kick starts the flow of business. No one makes sales in a 
vacuum. There has to be someone to sell to. You can meet potential clients in any number of places, 
and it's possible, though not very common, for someone to meet you and be ready to buy from you in a 
matter of seconds – Street Vendors are a great example of this. You see something you want, you buy it. 
You don't usually spend a lot of time building rapport, or developing a long-term relationship before the 
sale is made. You just want a hotdog, this guy happens to be there, so you buy it from him.
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Lead
What happens more often, however, is that you meet someone, and make a plan to follow-up or 
reconnect at a future time. They go into your lead box, or your database, and you market to them over 
time until they choose to buy something or drop off your list. Until they respond to an offer, they are 
still a lead. So how do sales happen when people are stuck in the lead category? Someone ELSE sees 
your marketing message or your offer – for example, your show invitation is sitting on the desk of the 
guest, and their friend sees it and decides to order or book a show. Again, it doesn't happen a lot, but it 
happens often enough that it's important to consider every piece of marketing material that leaves your 
hands – and make sure your contact information is on it. I can't tell you how many hosts Googled my 
company and found me because the catalog they picked up didn't have a consultant name on it.

Client
This is the obvious, and most likely place where sales happen. This is where money trades hands, 
people “buy stuff” and you “make money”. At least in theory. Sometimes money changes hands and 
you don't make money. Or they only buy from you once, and never buy from you again – no matter 
how great you are. In the moment of the transaction, however, they are your client.

Deliver
If someone pays you for something, you've got to deliver – otherwise, it's not a complete transaction. 
You'll never stay in business taking other people's money and delivering ZERO in return. Again, you 
may be wondering how this point on the sales cycle brings in sales – after all the sale is complete, 
right? Yes and no. The original transaction is complete, but the sale is far from over. At the time of 
delivery, you have the potential for up-sales, follw-up sales, and referral sales. Plus, when the client 
opens their package – or if a friend sees their product sitting on their table, additional sales can result 
from total strangers. While this isn't a common occurrence, just like sales from leads and meeting 
people, it does happen often enough for it to be an important point in the sales cycle. Otherwise, why 
would companies like UPS put their logo on their delivery trucks? The package is already delivered, 
right? It's an opportunity to keep their brand top-of-mind with future clients. Several times I've dropped 
a package with a FedEx driver because he was already making a delivery, instead of calling UPS for a 
pick-up. The price is about the same, but FedEx was already there. Convenience, and making it easy 
for clients to buy from you, goes a long way to increasing sales.

Bonus
This could happen at the time of delivery, or at any point after delivery. A surprise bonus that you give 
to your client to show your appreciation for their business. We'll talk more about the specifics of this in 
part two, but for now, understand that like Delivery, what makes sales happen at the Bonus spoke of the 
wheel, is buzz. Your client is talking to her contacts about the wonderful surprise bonus you've given 
her to say thanks for her business. It could be as simple as a card, or as elaborate as a birthday party – 
or anywhere in between. People talk about the bonuses and gifts they get – and it's an easy way to 
generate word-of-mouth for your business. When your client's contacts hear the good news, they get 
excited, and often want to be a recipient of your bonuses, too. They call, they book, they buy.

Reciprocate
Reciprocity is the act of giving back, community building, being of service. It's not normally thought of 
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as part of sales, but in my opinion, it's a very necessary component to the process. When you give 
bonuses to your clients, that's nice, and it's good business. When you give back to your community, or 
to a cause, that's nice, it's good business, and it's good karma. When companies do good things for their 
community, positive public relations is often a result – and now, not only are your clients talking about 
you, but so is the media, and complete strangers (who often reach out to buy from you) – which brings 
us full circle around to meeting new people again.

The sales cycle naturally splits into two halves: 

The first half of the cycle is about generating revenue. The second half is all about generating loyalty, 
and we'll talk more about that in our next session. Loyal customers make any season a strong selling 
season.

Let's take a closer look at the revenue generation side of the cycle.

1. Meeting new people. This is where most consultants spend the most time and get the most 
discouraged. They're "bumping carts" at the local grocery store, passing out business cards at 
networking functions, and getting frustrated at the lack of results. While it's important to meet 
new people, you need to spread your efforts around into other marketing areas as well.

Consider every outing as an opportunity to meet new people, and be prepared to talk about 
business as appropriate in any setting. Understand your buyer types, and recognize that different 
settings will require a different approach to “talking shop”. It's not cool to shove a business card 
and a catalog into the hands of a soccer mom at your son's game just because she said she liked 
the smell of your lotion. It is okay, however, to talk about the fact that you sell that lotion, and 
that if she'd like a catalog or a sample, you'd be glad to share one with her.

When you start to see every outing as an opportunity to meet new people, it takes the pressure 
off of having to turn everyone you meet into a lead for your business. Some people will NEVER 
buy or book from you, and that's the way it should be.

2. Lead generation. Whether it's your internet presence, speaking engagements, vendor events or 
home shows, these are people that have expressed an interest, but haven't become a client yet, 
for whatever reason. This also includes customers and leads that have rolled up to you from 
members that have left your team, but have not made a purchase with you yet. These folks are 
your "maybe" pile. This is the second most frustrating place on the wheel, yet a very necessary 
component of your business marketing. Until these people get to know you, like you, and trust 
you more, it's unlikely you'll ever turn them into a client.

Let me be clear on this: the ONLY reason they have not yet bought from you is because of one 
of four factors: they don't know you, like you, or trust you well enough to make a buying 
decision, or they genuinely can't afford your offerings. If they can't afford you, something is 
wrong with your marketing or your Perfect Fit Customer Profile, because you're attracting the 
wrong kinds of leads – likewise if your so-called leads say they're just not interested. Those are 
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not leads! Get those kind of people off your marketing lists as soon as possible. Even if your 
entire list today is made up of folks that aren't interested or can't afford it. 

Don't mistake someone saying they can't afford it, or that they aren't interested for someone 
who genuinely is not interested or truly can't afford it. Sometimes that defense is used because 
they haven't come to know you, like you, or trust you well enough yet to make a buying 
decision. If they are being honest, cut them loose. If you think they need more warming up, then 
your sole responsibility at this point is to keep building the relationship. Make appropriate 
offers, of course, but focus your lead time on strengthening your KLT factor with your leads. 
Once they say “yes!” they are a client.

A word of warning: never count a "maybe" as a "yes." Until the contract is signed, the payment 
is made, or the show is on the books, it's NOT a client relationship, it's still a maybe, and they 
are still a lead. Period.

3. Clients & customers. Team members, paying guests, and hosts all constitute your client base. If 
you serve them and you are compensated for serving them, they are your customers. Most 
people would believe that this is where the money is made, and while you definitely generate 
revenue here, you've still got to develop long-term loyalty to make this work.

I can't tell you the number of consultants I've worked with that have a single sale from a 
customer and never hear from them again. The industry average is 1.1 sales per customer. That 
means for every 11 people you sell to, only one will make a repeat purchase, and then, only 
ONCE. That's a tough way to build your business.

As you'll see in our next lesson, the secret to turning your clients into continual repeat business lies in 
the second half of the sales cycle.


