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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 11 –  The Sales Cycle, Part Two

Once again, let's look at the Sales Cycle graphic:

As I mentioned in the last lesson, the first three points of the Sales Cycle represent the most efficient 
ways to generate leads and drum up new business. You can do that at any point of the sales cycle, but it 
is most efficient at the Meet, Lead, and Client points of the wheel. On the other side of the Sales Cycle, 
you can generate leads, but it's less efficient.  The second half of the Sales Cycle is more about 
increasing customer loyalty and establishing yourself as a fixture in your customers buying life.

Delivery

Seems obvious, doesn't it? When you make delivery of your product or service, you have a great 
opportunity to build customer loyalty. Yet so many direct sales consultants refuse to concern 
themselves with this aspect of their business. “The home office ships everything for me” is the great 
cop-out of this industry. It doesn't matter who delivers it, what matters is HOW it's delivered.

Think of your own experiences with delivery. I bet you can recall a horror story or two. In my own 
experience, I've had delayed and damaged shipments arrive, as well as shipments that never arrived. 
Taking a hands-off approach to delivery may seem like an efficient means of dealing with customers, 
but if you ignore this spoke on the wheel, you'll be subject to all kinds of bad-mouthing when things go 
wrong.
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Now think of some stellar delivery stories you've got. How about the time a driver went out of his way 
to deliver on Christmas Eve, through inches of snow, to make sure your order arrived in time. Or how 
about the surprise upgrades to next day shipping that companies like Zappos offer to their clients? 
These surprisingly special deliveries get you talking about the company – in a good way – and often 
make you a customer for life.

Now, you could say this is a matter of customer service, and in a way it is, but it's only one aspect of 
customer service. Making sure your product is delivered on time is expected. It's supposed to be a 
given, yet in so many companies, you hear sad tales of chronic back-orders, stop-sells, and other issues 
that mean your clients aren't getting their orders.

You don't need to babysit every shipment, but setting up a follow-up system to make sure orders are 
delivered on time, that hosts get everything they ordered, and that guests are getting their purchases 
goes a LONG way toward developing strong client relationships that last a lifetime. Keep your clients 
in the know.

Bonuses
Many consultants see giving out bonuses and surprise gifts as an expense. Advertising research shows 
that it costs less to keep a client than it does to attract a new client, yet businesses everywhere spend 
big bucks on advertising. Why not divert some of that money into incentives and bonus gifts for your 
best clients?

I'm not suggesting you give freebies away to everyone on your customer list, but frequent buyer 
programs and other loyalty-type programs for your best customers are proven models to increase 
revenues and profits. Say for example you normally spend $40 per month in online advertising for your 
business. What if you cut that expense to $20 per month and gave $20 in free products to your best 
client? Even if you paid full price for that gift (which you wouldn't, because you'd use your consultant 
discount), you'd have a surprised and delighted customer that wouldn't think twice about ordering from 
you again in the future.

It doesn't have to be hard to reward your best customers. TheBooster.com offers punch cards for “items 
purchased” as well as “dollars spent” so you can decide how to set it up. For every 10 items purchased, 
offer a gift. For every $10 or $50 spent, give them a punch on a ticket that they keep track of. Make 
them responsible for the card until you've got a solid system in place to track their buying habits. The 
easier you can make it for them to earn rewards, while still hitting your income goals, the more 
successful your loyalty program will be.

Visit Jenny B at The Booster.com to see some of her loyalty program ideas designed specifically for 
direct sellers.

Reciprocity
This is probably the area that will cost you the most, and produce some of the most difficult to track 
returns. When I say cost, I don't necessarily mean money, but a combination of resources: time, energy 
and/or money.
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Reciprocity is the act of giving back to your community – to your clients, but also to people impacted 
by your clients. This is your “do-gooder” deeds. It could be tithing to your church, or volunteering at a 
soup kitchen. It could be donating your products and time at a battered women's shelter, or writing a 
column for your local Humane Society newsletter. The nature of reciprocity is that it's not about you, 
it's about making a positive impact on your community, on your world.

The rewards of reciprocity are intangible, yet I've seen first hand how valuable this spoke on the wheel 
can be to your business. Sure, you'll have those people that get in line with their hand out, just waiting 
for you to dish out some cash to their pet project, but that's not what reciprocity is all about.

When I started my candlemaking business, I made a point of giving 10% of all our profits to my local 
food bank. I chose the food bank because when I was on welfare, the food bank made sure that my 
local food pantry was stocked – which meant I could get a food donation to feed my family. I was 
directly impacted by the mission of the food bank, so I made a commitment to give back from the 
proceeds of my business. You can't eat a candle, but when people bought our candles, they knew they 
could feed our community.

That alliance led to a feature story in my local paper. A journalist bought some of my candles, liked 
them, and asked about how we donated to the local food bank. I never planned to get a bunch of 
publicity, I just wanted to give back to my community. The journalist loved the story, and it was a full-
color feature. I can't tell you how much business we did in the weeks that followed that article. Plus, a 
bunch of long-lost friends reached out to say hi that I hadn't seen in years. All because I wanted to do 
something helpful to say thanks to a charity that had directly helped me when I was struggling.

That's reciprocity.

I can't promise you that your act of giving will produce a news spread in your hometown, but I can tell 
you that when you act from a place of truly serving others, people will talk favorably about you. I 
strongly encourage you to give of your time, rather than cutting a check, if possible. Because it's so 
much easier for someone to write a check than it is to get their hands a little “dirty” by volunteering for 
a cause they believe in. By getting in the trenches and working with others in your community on a 
project that's dear to your heart, you've made great new connections that can further your personal as 
well as professional life.

You Need ALL the Spokes
A wheel won't function properly when the spokes are missing. Likewise, when you've fully fleshed out 
your sales cycle, you'll have a fully functional wheel that's constantly bringing in leads, generating 
revenue, and increasing loyalty for your business.

For your homework, take a look at the sales cycle and identify the areas where you don't already have a 
plan in place. Decide which community groups you could work with, and how much of your time, 
energy and money you are willing or able to invest. You don't have to give away the ranch, here, just 
remember that what you contribute really does come back to you tenfold. This is a concept we talk 
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about in more depth in Direct Sales 102. The idea of tithing or giving back is just another form of 
reciprocity. 

If you don't have a delivery follow-up system, begin to implement one. Make sure that your clients 
know that YOU know when a product should be in their hands. Make sure they don't have any 
questions. I quickly learned that some people order a product at a show because they fell in love with it, 
but when they take it out of the box, they don't know where to begin, so it sits on a shelf. 

They won't stay in love with it for long if it sits on a shelf, and eventually it might even turn to 
resentment as they look at all that money they wasted on a product they can't even use. A quick email 
or phone call to ensure all questions are answered only takes a few minutes, and it's a great tool to 
reinforce customer loyalty.

Spoil your best clients. Treat them like family. Find ways to shower them with affection. It really is a 
love story, and you want them loving you completely. Random acts of kindness, bonus gifts and loyalty 
programs are a great way to institutionalize this in your organization.

In our final lesson, we'll be putting all the pieces together from our time together, to help you establish 
a complete sales strategy for your best clients.


