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About Your Instructor:
Lisa Robbin Young
Creator: DirectSalesClassroom.com 
Direct Sales Speaker, Coach & Trainer

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.

Today you'll find Lisa coaching and training 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, Pampered Chef, Thirty-One Gifts, 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 102: Income Producing Activities
Lesson 3 –  Playing The Numbers Game

Looking at the numbers of your business can seem so unsexy, right?

Who wants to spend all day tracking the dollars and cents of the business? Not even the CEO's or the 
accountants in major corporations do that, so why should you?

The answer is found in a simple 15 minute “pulse check” that you're going to learn in this lesson.

Before I get there, though, let me share this research with you.

The Power of Three
A few years ago, a direct sales company reviewed the sales statistics from their entire sales force. Their 
findings were surprising, and led to a new campaign to increase sales at their shows. In reviewing their 
consultant sales figures, they determined that the average spend per customer was higher when there 
were more guests in attendance at the party. What's so fascinating is that not all those extra bodies in 
the room were buying guests. Here's the example this company shared:

At a party with 4 guests, the total average sales were approximately $200, or about $50 per guest.
At a party with 7 guests, the total average sales were approximately $500, or about $70 per guest.
At a party with 10 guests, the total average sales were approximately $1000, or about $100 per guest.

That means that with just three more people in the room, your show average can more than double.

Having been on the inside of that company, I can tell you that those reports show the total number of 
guests – and we all know that it's rare for every guest at a party to buy something, which means that the 
people who are spending money are spending more money just because there are more people in the 
room.

This isn't a course on sales psychology, but I wanted to illustrate the importance of tracking numbers 
like this. Yes, it's crucial to know how much money is coming in and going out each month – that's 
what your budget is for, but it's also important to know what's causing those numbers to materialize.

Simply put, you're going to work twice as hard to get $5000 in monthly sales doing $250 shows than if 
you're consistently doing $500 shows. If you keep an eye on some key metrics, you'll be able to predict 
with more clarity how profitable your month will be before it even begins.

The Money Meeting
In all fairness, I have to give credit where credit is due for this concept. Elizabeth Potts Weinstein 
developed a concept called “Money Meetings”. It's a valuable way to check the pulse of your business 
in about 15 minutes per week. Elizabeth doesn't teach this material anymore. This tool has been 
invaluable to me as I keep growing my business, so I felt it crucial that I share this concept with you.
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It's kind of a misnomer, actually, because while you do look at the income and/or expenses of your 
business, you're also looking at the indicators for your business. Financial indicators are flags, signals 
that help you see the direction of your business. Indicators are kind of like a crystal ball. They allow 
you to see a bigger picture in your business.

For example, if you typically have 10 guests at every party, and you average $500 per show, then your 
average sale per guest is $50. Let's say your guest count starts to slide, and you're now averaging 8 
guests per show. Based on your sale average, you can predict that your total show sales will likely drop 
to $400.

But what if your average show sales drops to $350, and you discover, as that direct sales company did, 
that the total number of people in the room – whether or not they buy anything – is a key indicator of 
your financial success. Just by having more bodies in the room, you can increase your average sales per 
person, and possibly double your income at each show.

Wouldn't you want to keep track of that kind of information?

A Money Meeting is a short review of those key indicators in your business. Each week, for about 15-
20 minutes, you're going to sit down and take a look at where your business is going – and a very brief 
glance at where it's been. Then, once a quarter, you're going to look at quarterly trends. You'll do the 
same thing twice a year with semi-annual and annual trends as your business continues to endure 
throughout the years. The process is the same at each meeting, but the specific items you track will be 
different at each kind of Money Meeting.

Note: The first few times you do this, it will probably take you closer to an hour to track the data and 
figure out what is important for your business. Once you've “flexed the muscle” a bit, you'll get more 
comfortable and be able to review the information much more quickly. It may feel like a hassle at first, 
but the results you'll be able to generate will more than outweigh the learning curve. Plus, if you've got 
an assistant, you can have them pull up the numbers for each meeting and input them in a spreadsheet. 
Then all you have to do is review the numbers and make decisions about what your next steps are to 
maintain or improve your book of business.

What do you track in your money meetings?

At first, you want to start small. It's easy to get inundated with all kinds of numbers to track. Pick 3-5 
key metrics outside your income and expenses to start. Here are a few suggestions:

• Average total sales per show
• Total guests in attendance
• Total buying guests in attendance
• Average spend per buying guest
• Total friends (not invited guests, but the friends brought by guests)
• Average bookings per show
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• Total shows held 
• Total cancellations/reschedules

If you're a leader, you'll want to add a few team metrics to the list:
• Average team sales (if you have an organization)
• Total active consultants (submitted a show this period)
• Total new recruits (personal or organization)
• Total attendance at team training
• New attendees at team training

Again, don't feel compelled to do all of this your first few months. I strongly encourage you to pick no 
more than 3-5 metrics and work with them for 2-3 months so you can see how the trending works for 
your business. Then, if it appears that one metric isn't changing much from period to period (weekly, 
quarterly, etc.), you can drop it, or add a new metric to track. 

The idea is to continually improve the information you're getting about your business so that you can 
make better decisions about your business.

If you're at a loss where to begin, start tracking the total guests and total sales numbers first. These are 
leading indicators for your success. If your total guests number is on the rise, but sales are flat, it helps 
you to know that there's no problem with your invitation, but there may be an issue with your 
presentation. If your sales numbers are steady, but your guest count is falling, you know your 
presentation is solid, but you need to get more butts in the seats at your events.

If you're a leader looking for a starting place, track your team training attendance and active recruits. 
These are your leading indicators. If your team training attendance is low, and your active recruit 
number is also low, you now you're dealing with a disengaged team. If your team training attendance is 
high, but your active team count is low, there may be an issue in the content that you're training.

What do you do with all this data?

The sooner you start tracking these metrics, the sooner you'll be able to spot trends and pre-empt issues 
before they become big problems. One client had great show sales, but lousy attendance. Once she 
started tracking the guest count, she implemented a “bring a friend” special for her shows. That one 
strategy doubled her attendance and nearly tripled her average show sales. But she wouldn't have 
known to do it if she wasn't playing the numbers game.

As you get more familiar with the numbers of your business, you'll start to identify correlations. When 
one thing correlates to another, you can triage your business issues before they become significant 
problems. Like the example I just shared, when you can pinpoint anomalies or trends in your numbers, 
it becomes easier to correct problems.
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Each number you track correlates to not only a goal for your business, but also an activity that you can 
control to improve that goal. When you spot those relationships, you can start to see what areas of your 
business need your attention  or perhaps additional training or professional help. Attendance generally 
correlates to sales. Bookings generally correlates to sales and recruits. Number of shows held correlates 
to sales, bookings and recruit leads. Number of recruiting appointments held correlates to total recruits. 
Number of shows canceled/rescheduled is an indicator that correlates to your host coaching skills. 

If you have areas you KNOW need help, start tracking the numbers for those areas, and ask yourself (or 
your upline or coach) what actions you can take that will impact that number.

Make it a Game!

Tracking these numbers doesn't take long, but for some people it's not very fun. I hear people all the 
time say things like “I'm not a numbers person” or “I don't like to do the bookkeeping.” If you don't 
take care of your business, your business can't take care of you. However, you can make this more fun 
if you add an element of play to it.

Once you've been tracking your numbers for a few weeks, set a small stretch goal. Say for example, 
your average show sales is $400, set a stretch goal of $450 or $500, and implement something new in 
your presentation to get that increase. You can't just set a goal and do nothing to reach it. You have to 
change something if you want to see improvement.

Experiment a little, play with the process, and see what kind of results you can generate. That said, 
don't be careless or foolish. The goal is to have a profitable business. What good is it to increase sales, 
but give away the store? Remember to strike a balance in your experiments. Your Profit and Loss 
Statement will help you with this.

The P&L

“P&L” is the shorthand term business owners use to talk about their profit and loss statement. Simply 
put, the P&L tracks the money coming in and out, and categorizes it so that you can see where you're 
earning and spending that money.

Remember when we talked about your budget in the last session? Hopefully, you've spent some time 
ironing out what your monthly expenses are for your business – including the annualized costs that 
don't occur every month. You'll use this to determine the categories for your P&L.

Creating Your Categories
As a very basic place to begin, the least you can do is create two line items in income: 

• Sales (your gross commission, if the company pays you)
• Other income (like bonus checks, etc.)

I would strongly encourage you to break out your types of sales (individual orders, show sales, etc), 
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and maybe even your product lines, if you have some product types that you'd like to track individually, 
but like the Money Meeting, you don't want to get too detailed too early. It's best to start small and add 
new categories at the next period, than to try and do it all your first time out.

For your expenses, you'll want to create categories that are appropriate for your business. If you are 
responsible to collect your profit from your clients and then order the products, you'll want a “costs of 
goods sold” line item for your expenses. If, on the other hand, your company sends you a commission 
check each month, you won't need costs of good sold, because you'll only be tracking your gross 
income, not sales. Remember: sales is everything you sold. Gross income is your commission from 
those sales BEFORE any deductions, taxes or fees are taken out of it.

For example, if you have a $500 show, and are a consultant that gets a 20% commission check from the 
home office each month, your income side of the statement would show $100 for the commission 
check you get at the end of the month. There would be no “cost of goods sold” line item. However, if 
you have a $500 show, and work for a company that lets you retain “instant profit” from your shows, 
and only submit the total due for the show to the company, then you'd input your total $500 in the 
“income” side of the statement, and place the $400 in the “cost of goods sold” column of the expense 
side of the statement. Either way, you're showing $100 as gross profit, but you're also showing where 
that money is going. That's very useful come tax time.

Here are some expense category suggestions:
• Fuel & car maintenance
• Replenishment products
• Kit additions
• Catalogs, stickers & consumables
• Postage
• Office supplies
• Returns, exchanges & refunds
• Meals & entertainment
• Travel
• Training (team)
• Training (personal)
• Awards & Incentives
• Host Gifts
• Other gifts & prizes (marketing)
• Advertising

Again, these are just suggestions, based on what I've seen in my own business and that of my clients. 
Feel free to create your own categories that better suit your business.

Stick with your categories for 2-3 months before adding/changing them. And when you do add/change 
categories, make a note of it on the P&L, so that you'll know what's different when you go back and 
review the old statements at a later date. You won't be looking at the P&L every week, but you should 
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review it at least semi-annually, if not quarterly. You'll also compare these numbers to past performance 
year-over-year. So the numbers you track this year will be the foundation for next year's planning and 
comparison.

You'll find a sample P&L form in the resource download area for this lesson.

The Budget, Part Two

Keeping track of these numbers is the best place to start. Especially if you're new to budgeting. Like I 
said before, budgeting is a guessing game when you first get started, but as you start to recognize 
trends, you'll have a more accurate reflection of what's going on in your business.

As you plan your budget, look to your P&L for areas where you may need to tighten up, or give 
yourself more credit. The P&L reflects what's already happened in your business, your budget helps 
you lay a foundation for the future. The budget and the P&L are two documents that work together to 
help you solidify the financial footing of your business.

Moving Forward

Once you get the hang of tracking your numbers, you may decide to get more detailed. There are many 
other financial documents that can be helpful to a growing business. For now, though, get used to 
having fun with your numbers. And remember: the more you learn, the more you earn!


