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Lisa Robbin Young
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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 8 – Online & Social Marketing

When I first started building my coaching practice, it was mostly by accident.

I had been using the Internet to grow my direct sales business from a meager couple hundred dollars a 
month in sales to a leadership role as one of the top 10% of consultants in my company. I had been 
playing around and stumbled upon a way to use the Internet to add recruits to my team from all over 
the country – and eventually add more sales to my personal book of business as well. From there, other 
consultants started asking how I was doing what I was doing, and as I helped them learn how to use the 
Internet, they started experiencing similar results.

Somewhere along the line, someone suggested I write it all down in a book. So I did. And Home Party 
Solution was born.

Even now, while some things have changed, I still do the bulk of my marketing and outreach to new 
clients and leads using the Internet. And here's why:

• It's a wide-open market. I can easily reach people hundreds or thousands of miles from my 
own front door.

• It's affordable. Even if I didn't have an Internet connection at my house, the abundance of 
coffee shops, libraries and other public places that now have free internet access is making it 
even easier and more affordable to build an online business.

• It's personal. You see my face, hear my voice, and we can even interact in real time – no matter 
where you are in the world.

• It's fast. I can create videos, blog posts, and produce more helpful content faster and easier 
online than if I were to try to do this in person, or via mail. Can you imagine getting a letter 
once a week in the mail from anyone? It rarely happens anymore.

• It's where my perfect-fit clients are. You're already on Facebook or Twitter, LinkedIn or 
YouTube anyway. Everyone on the Internet uses Google or Wikipedia. 

There's just no good reason to NOT be online, except the following:
• You have no patience for technology. Glitches still happen from time to time.
• You don't like real-time interaction. The pace of the Internet requires faster response.
• You can't manage a national or global team. You'll need to have tools & systems in place to 

handle your growth, or you'll be wasting your efforts.

This is why I don't teach a lot of online marketing strategies in the 100-level courses. If you don't have 
a solid business foundation first, there's absolutely no point in trying to grow your business – it will 
only collapse under the weight of your own success.

And while that's a good problem to have, it's a horribly painful lesson to learn.
Here's an example. Scott Stratten, author of the book “UnMarketing: Stop Marketing, Start Engaging” 
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tells a story of how he lost hundreds of thousands of leads and thousands of dollars in business. In his 
early days as a life coach, he created a little website that got millions of hits before he realized he 
needed an opt-in form to capture names and email addresses of visitors to his site. Then, when he 
finally offered a product for sale to the people he did manage to capture, his little CD printing system 
on his computer couldn't keep up with the demand for the orders. He refunded hundreds of people that 
wanted his product, but he couldn't produce them fast enough because his manual system of product 
creation was taking too long.

While you will not likely have issues with product creation, being a direct seller means you have your 
own share of “manual” systems and processes that need to be upgraded to handle the new level of 
traffic you'll be generating as an online marketer.

Here's the short list of tools you'll need to get started:
• Blog. Make no mistake, your consultant website is important, but you also need your own, 

private space to connect with and build a tribe. Facebook and twitter are helpful (well talk about 
them in a minute), but you need a place where YOU control the content, and it doesn't have to 
cost you a dime. In fact, you can create a simple membership site using a free wordpress.com 
blog.

• Mailing List Provider. Free tools like Mail Chimp give you a way to connect with your 
readers, subscribers, customers, and even your team. By taking your conversations off the 
public sites – and even off your company sponsored websites – these contacts become yours to 
market to until they unsubscribe. Why is this important? You may have heard my horror story – 
how the company I was with was closing their consultant division, but keeping their online 
ordering and offline stores open. They were also prosecuting direct sellers that “stole” their 
clients. Because I had a mailing list where my clients and team had opted in, I could prove that I 
didn't steal anything. Those clients were rightfully mine to pursue. This is a rare occurrence in 
direct sales, but companies close their doors all the time, and it's always a good idea to protect 
yourself.

These are the basics of your online hub. You must have these two things to get started. Without a way 
to build a list, you might as well be shouting at people with a megaphone. Yeah, they'll remember you 
for a minute, but once they leave your space, they'll forget you. In a world that's constantly bombarding 
folks with bits of information – of all kinds – you need a way to hold attention. Your own mailing lists 
will serve that purpose. Your own blog or website gives you a place to collect those names onto that list 
automatically.

Beyond the basics, at some point, you'll want to look into one or more of the following high-profile 
websites:

• Facebook Page. You don't need this until after you've created your blog. Otherwise, where will 
you drive traffic? Facebook rules and regulations change all the time, and right now, a “Page” is 
the only legitimate place for a business owner to interact with their market. You need a personal 
profile in order to build a page, but keeping your personal stuff separate from your business 
makes it easier to talk shop to people that want to hear from you. Plus, you have more liberty to 
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share marketing messages on your page than you do on your profile. Chances are good, your 
Uncle Charlie isn't interested in your fabulous line of lipstick, so save those kinds of special 
offer messages for your fan base that have “liked” your page. Plus, you can grow that 
membership with a special widget you can install on your blog. So your blog drives people to 
facebook, and facebook drives fans to your blog – where they can sign up for your newsletter.

• Twitter Profile. Like Facebook, you don't want to get started on Twitter until your base of 
operations is fully functional. Twitter is much faster paced than Facebook, and as such, be 
prepared to have multiple conversations going on at once. If you are following more than 100 
people, you'll need a tool like TweetDeck to navigate all the activity. The good news is that you 
can do a small amount of automation, which allows you to send tweets at specific times in order 
to keep the conversation going. I keep TweetDeck running in the background all day, so that 
when one of my automated tweets goes out, if someone replies or shares it, I can respond right 
away. We'll talk more about systems and automation later.

• LinkedIn profile. This is primarily a business networking tool. There are groups and some 
interaction, but conversation is much more focused on LinkedIn. This is not a place to talk up 
your special offers or to pitch your business opportunity. It's a place to generate interest in your 
business skills and who you are. Then, like all the other social media sites, drive people back to 
your homebase.

• YouTube account. The largest video sharing website on the planet, YouTube allows you to post 
short videos on just about any topic. Create your own publicly viewable TV show. The only 
downside to YouTube is that there is a limit to the size of the videos you can post. If you want to 
post longer videos, I recommend Vimeo. If you want to do LIVE video broadcasting, consider 
using a site like Ustream or GVO Conference, which includes chat functionality.

These are the major services. And there are hundreds, if not thousands more you could get involved 
with, but start with only one. The conversion rate of social media is incredibly low. That means for 
every thousand people that discover you on one of these sites, you'll be lucky if 5-6 of them actually 
convert into customers. Social media isn't designed nor meant to be a sales platform. However, the one 
thing social media does VERY well is convert strangers into leads. Someone that's never heard of you 
does a search, stumbles across your social media profile and decides to start following you. Pretty soon, 
as you work to build the relationship, they've come to know, like, and trust you enough that they sign 
up for your newsletter. 

From there, conversion rates are MUCH better. 

So the goal of social media is like any networking function – to get yourself seen by the people that 
want to do business with you – and to help the folks that come into your circle get the help they need 
for themselves. It's not to complete the transaction on the spot – although that does happen sometimes. 
Networking has a time line to it – whether it's online or offline. We all know that networking events 
rarely produce tons of sales or leads, but that ONE lead could prove to be gold.

So why do we “bother” with social networking in the first place? In a word, volume. You'll simply 
encounter thousands more people in the online world than you could ever meet in person in a single 
location. So if you're meeting thousands of people a month in the online world, you've just got a larger 



© 2011 Lisa Robbin Young. All Rights Reserved.
http://www.DirectSalesClassroom.com

pool of prospects to sift through – again, the reason you need a system. The automated components like 
a blog and a mailing list allow your leads to select themselves – so you don't have to hunt them down. 
They read your posts. They add themselves to your list. You create one weekly newsletter that goes out 
to all of them and posts to your blog and your social media profiles. They read your posts, they add 
themselves to your list... and so on and so on. As more people join your list – and as you continue to 
build a valuable relationship with them, they decide to buy from you.

So yes, it's a process, but the return on your investment can be incredibly lucrative. In my first full year 
on twitter, I earned more than $30,000 through my contacts and activities on that site. It's part of why 
I'm pretty loyal to twitter. And I didn't have a ton of followers that year. I had fewer than 1000 
followers most of the year. 

The key was and is to connect and interact with people. You can't just set up your profile – on any 
social network – and just start broadcasting. “Hey. I had toast for breakfast.” That kind of conversation 
is important, but if that's all you do, people will get tired of hearing from you because it doesn't apply 
to them.

I've found that on social media, you want a mix of the following kinds of updates:
• business success info – awards, recognition, etc
• personal “stuff” - like toast for breakfast or that the cat just ate your favorite plant.
• Promotional material – special offers, discounts, etc.
• sharing other people's value – either by commenting on their posts, re-tweeting or “sharing” on 

facebook
• offering free help – that may or may not be related to your business.
• Inspirational / viral content

When you include a mix of this kind of content, people get to see you as a human being, not a 
marketing machine or an impersonal “business owner”. It allows you to be social, but to keep the topics 
to things that help others AND serve yourself.

This is why you'll see me comment about going to the library, or taking the kids to the park. Not 
because it really matters, but because other people go to the library or take their kids to the park – and 
THEY can relate better to me when they know I'm just like them. When your clients know you're just 
like them, they are more likely to consider you a friend and do business with you.

Mind you, I'm not making stuff up. I'm not pretending to be something I'm not. There are folks online 
that refuse to talk about toast – and that's part of their online personality that resonates with their tribe. 
Find your authentic voice and do your best to be your full self in the online world – not just the 
business piece of you. People want to feel like they know you.

Developing an Online Strategy
With so many choices online, it can get overwhelming. I remember when I first hopped on twitter, I 
didn't get it. I went to facebook and felt even MORE overwhelmed, so I was on Myspace for a while, 
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but it was too spammy. I just bumped around until I finally got the hang of twitter. And that's where I 
stayed.

I have a facebook profile, and I spend some time there each week. I have a LinkedIn profile that sees 
me a couple times each month, and yes, I have over 50 videos on YouTube. But since the bulk of my 
traffic and interactions are on twitter, that's where I am on a daily basis. With the recent addition of 
Google+, there are even more ways to connect and interact!

So my strategy revolves around twitter, with occasional updates from other social media sites. My 
online strategy is to connect with connectors – people that can connect me to other people. I focus on 
building quality relationships with those folks, which in turn develops into referrals to other people. I 
follow people on twitter I would never be able to get close to on other social networking sites. I've had 
conversations with Deepak Chopra on twitter that couldn't happen on Facebook because he's reached 
his friend limit over there. I've connected with dozens of authors and interviewed them for my business 
projects. We even got a private video message from Kathy Ireland for one of my projects because of 
Twitter.

Before you develop a strategy, visit the sites. Spend some time navigating them and learning about 
them to see what you like – and don't like – about each of them. Then, once you've got an idea of which 
sites you like best, build a strategy that suits who you are and how you do business.

Facebook is exceptionally good at deepening relationships with people you already know. It is fairly 
good at broadening your network organically – that is, through people you already know. It's mildly 
useful for meeting total strangers. If you opt to use facebook advertising, you have a better chance of 
collecting strangers into your community – but obviously there's a cost there. A facebook Page is 
public, and that means Google can index it. The more activity on your Facebook Page, the higher it 
may rank on Google. Higher Google rankings means more traffic. Plus, you can include a link to your 
own website on your Page, which allows you to boost the rank of your site as well.

Twitter is great for reaching total strangers. You can send a tweet to celebrities, and often they'll reply. 
You can build relationships in short bursts, so people don't get tired of you. The challenge with Twitter 
is that a message is very short lived – unless you send a message directly to a person, chances are good 
it's faded into the distance after about 1-2 hours. That means you need to be more active, 
communicating more frequently, and sometimes re-posting content from earlier in the day. Often, I'll 
tweet my blog post link every 3-4 hours while I'm active on twitter for the day. That way, the folks that 
are on in the morning will see it, as will the folks in the afternoon. You have to be careful to at least 
slightly re-word each post, though, because twitter sees repeat posts as spam if you do it too often.

LinkedIn as I mentioned before, is more business oriented, and the bulk of the interactions occur in the 
groups within LinkedIn. Like facebook, it helps to know people, otherwise, it's difficult to grow your 
network organically on LinkedIn.

YouTube is lousy for connecting with other people. I find that most of the people that try to connect 
with you are spammers trying to offer their biz op to you. But it's a great place to host your videos to 
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share on other sites – like twitter, facebook, and your blog. It's more of a storage facility. I would never 
plan to drive traffic to YouTube, but rather embed the video on my own website and drive traffic there.

If you're someone with a  small network, and don't mind the high-paced nature of Twitter, consider 
starting there. If the fast pace is problematic for you, begin on Facebook. If you have a large network – 
particularly business contacts, LinkedIn is a great place to get started.

Build a strategy around your strengths. This isn't a short-term approach. You'll be connecting with 
people here possibly for years, so it's important to find places that work for you. And it's possible, 
though not likely, that NONE of those sites works for you, but a small private niche community – like a 
forum or something like that – proves more useful for you. It doesn't matter so much where you start. 
What matters is that you get started.

Blog Commenting
Another way to build a community is to comment on the blogs that you read. This can be incredibly 
time consuming, so I don't recommend it as a strategy, so much as a way to engage with like-minded 
folks that may eventually become part of your community. What I mean is that when I read a post that I 
want to comment on, I comment, but I don't go looking for blogs to comment on. That's kind of 
spammy, and takes up too much time.

Automation
There are tools you can use to automate some parts of your social networking interaction. On facebook, 
I use an application called “Networked blogs” to automatically post my latest blog articles to my page. 
That way, when the blog post is live, I don't have to remember to jump over to my facebook page and 
pop up the link. It does it automatically. Facebook also sends me updates when people interact on my 
page, so if someone posts a comment, I can go in and interact without having to be on Facebook all 
day. I also have my Page linked to my Twitter account, so when I post there, it appears on my twitter 
account.

I do NOT have my twitter account set up to post to my facebook profile or page – although I used to. I 
decided to stop after a 30 day test. I disconnected the link from my twitter to facebook and what 
happened for me confirmed the need to make it a permanent switch. Before the switch, people would 
say “I see you everywhere on Facebook.” which I thought was a good thing. Then, when I switched, 
and stopped blasting my tweets as my facebook status updates, I would go to Facebook and make an 
update – and people started commenting – real comments! Not just “boy you sure are busy!” 
comments, but real, thoughtful comments about whatever I had posted. The funny thing was that most 
of what I was posting was still coming from whatever I posted on Twitter, it just wasn't updating so 
many times during the day.

On LinkedIn, I connected my twitter profile, so that my tweets update automatically to LinkedIn. Since 
I'm on Twitter most of the time, this is a great way for business contacts to see what I'm up to without 
being annoying, because unlike facebook, where my tweets would be broadcast to everyone, only 
people who land on my linkedin profile will see my latest tweets.
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On Twitter, I use Tweet Deck to update my status, as well as schedule tweets to go out throughout the 
day. I call these my “pot stirrers”. I'll pre-load a few tweets, re-tweets from other people, and maybe a 
quote or two and instead of having them go out, one after the other in the span of a few minutes in the 
morning, I space them out over the course of 12 hours, and keep TweetDeck on in the background 
throughout my work day. The TweetDeck interface is intuitive, easy-to-use, and I can sort the people I 
follow into columns. My “watchers” column is a list of fellow twitter users that I know share good 
content. When they tweet something out, I almost always go check it out, and if I think it's useful for 
my audience, I'll schedule it to be re-tweeted at a later time during the day.

I never tweet something out that I don't have experience with. If I haven't read the article, or know the 
person promoting the link, I'm not sharing it. My online reputation is as important to me as yours 
should be to you.

Online Reputation
Speaking of which, there's a relatively new tool that allows you to track your online influence. Sites 
like PeerIndex and Klout are still in their infancy as I record this, but the idea is to understand who the 
real influencers are on particular topics. The bugs in these systems are still pretty hairy, but they do 
allow you to track trends – much like Alexa allows you to track trends for websites. The numbers aren't 
100% accurate – for example, Klout thinks I have influence about the topic “Flintstones” even though I 
never talk about the Flintstones online. It also says I have more influence than some best-selling 
authors I know. So you need to take these tools and what they say with a grain of salt.

As they evolve, however, and get better at tracking data, the results will get more accurate. At the very 
least, tracking your trends will help you see where you need to improve your online profile.

Regardless of what tools you use, you'll find that the number one step in developing an online 
following is simply to make friends. John Locke, an author that's sold over a million books on 
Amazon.com says his number one secret to success is using social media to develop a list of friends 
first, then turning those friends into evangelists that promote his work. His sales strategy is clever, and 
even if you're not an aspiring author, his affordably priced book (it's less than $5 as I record this) details 
exactly how he went from a nobody to a best-selling author in a matter of months.

Friends first, then customers and evangelists. And some folks may never become a customer, but if they 
like you and what you're doing, they'll evangelize for you. You need both kinds of people in your online 
circle. And don't be afraid to talk to celebrities on sites like twitter. Some are very social, and while 
they may not follow you back, they'll give you some exposure by having conversations with you. Their 
followers see you having a conversation, which leads those folks to want to get to know more about 
you. 

One reason I like Twitter so much is that it's easier to reach people. It's too difficult to have a 
conversation on Facebook unless you're already friends with someone. Twitter's much more of an open 
dialogue. Google+ allows you to follow and interact with other people, but the early reports are that 
people are less likely to follow you back on Google+ if they don't know you personally, which is more 
like Facebook in that respect. When you're selecting your social media venues, be mindful of this.
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The Art of Reciprocity
Do unto others as you would have them do unto you. When you see an article or a post from one of 
your friends, share it – but don't just repeat (or retweet) what they posted. If possible, add your own 
thoughtful comment, which adds a personal touch and lets people know you probably actually read 
what they wrote. When I read a blog post I like, I'll quote a line from within it as I re-tweet the post to 
my audience. That way people know I read the post – or at least part of it.

There's a lot of regurgitation out there. People like it when you can add something personal. So take the 
extra 2-3 minutes and do it. You're not building a multi-billion dollar empire here, so it's not like this 
has to take all of your time. When you read a post, share it with a thoughtful comment. Do this a few 
times a week, and you'll have not only a list of growing followers, but also a list of growing friends – 
who will eventually become evangelists for anything you do.

These concepts aren't just for direct sellers. I hope you can see how they would apply to any kind of 
business relationship. Remember, these are tools, and just as sure as one tool will eventually be 
replaced because it's outlived its usefulness, you can be sure that relying on any one method of 
marketing your business is suicide.

In our next lesson, we'll look specifically at video marketing, and how you can get massive exposure, 
credibility, and, most of all, leads by adding videos to your marketing mix.


