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Your Dollar-per-Hour Proposition

The 800 Pound Gorilla
Behind Your Compensation Plan

By Dan Jensen & Johnny McIntosh

What is the $$ per Hour Proposition?

A distributor quickly 
learns whether their 
time spent on the 

business is worth it.
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Selling

Recruiting

Building
Managers

Building 
Leaders
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The
Five

Golden
Behaviors
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Direct Selling Business Models

• Internal Consumption Model:
Relies on distributors to personally buy and 
consume product

• Retail Biased Model:
Relies on distributors to find customers who 
buy and consume product

Internal
Consumption Retail Sales
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Selling: Retailing or Recruiting

Retail Selling Internal Consumption

Purchase Price $100

Wholesale Price $75

Profit to Seller $25

Paid to Upline $15 - $35

Total Compensation
53% - 80% of WS

$40 - $60

Retail Price N/A

Purchase Price $75

Profit to Seller $0

Paid to Seller & Upline $22 - $41

Total Compensation
30% - 55% of WS

$22 - $41
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Selling: Cause & Effect

� For new recruits, 
team overrides often 
take too long

� Attrition drops
� Passion to share
� Overcomes 

negatives
� Spousal pressure
� Discouragement
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The Retention Connection

Target at least
$25 - $35 / hour

The Target $$/Hour

• Time is our top competitor
– Other part-time alternatives
– Entertainment, chores, projects
– Time with family & friends

• What would be a compelling 
reason to join your opportunity?

• Target for North America:
– $25 to $35 per hour (minimum)
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Attrition Equilibrium

Recruiting 2 per month
Losing 20% per month

High Dollar-per-Hour

• Higher average sales / consultant
• Higher retention rates

– Compounding effect is significant
• One study:  +5% retention drove 20% sales uplift

• People advancing up the career path
– More Managers & Leaders

• Sustainable growth over time
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Low Dollar-per-Hour

• High attrition at all levels in career path
– Especially among new recruits

• 80 / 20 rule becomes the 95 / 5
• Less passion to share the opportunity
• Leaders hit a point of equilibrium
• Over reliance on incentives & promotions
• Poor bottom line performance

Low $$ per Hour Challenge
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Team
Commissions

must begin quickly
to keep them in

High Attrition

Months
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A Retail Bias Advantage
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Personal
Profits

Team
Commissions
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Comparison of Selling Methods

One-on-One
� 8 hours to talk to 8 people
� Not all buy
� Prospecting required
� $15 per hour is high 

during early building 
period

� Higher attrition for new 
recruits

Party
� 4 hours, 8-10 people
� Everyone buys 

something
� Bookings perpetuate 

your business
� $25+ per hour easier

� Lower attrition for newbies

� Strong recruiting source
� Fun to do
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Analyzing Your $$ / Hour
Commission or Profit Percent 5% 15% 25%

Sales Presentations per Week 2 2 2

Hours per Week 4 8 8

Average Sale per Presentation $500 $500 $500

Commission to Seller per Week $50 $150 $250

Gross $$ Income per Hour $6.25 $18.75 $31.25

Costs per Presentation $10 $10 $10

Net $$ Income per Hour $3.75 $16.25 $28.75

Workshop Exercise

Calculating Your 
Dollar-per-Hour Proposition

Download the free spreadsheet at
www.danjensen-consulting.com
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What Can We Do About It?

• Increase average personal sales volumes
– Improve the selling system
– Prospecting systems

• Increase personal sales commissions
• Decrease time spent on their business

– Improving the “system”

• Reduce their costs
• Training (from upline and corporate)
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What Can We Do About It?

• Competitive pricing strategy
– Easier to achieve higher product volume

• Party Plan
– Strong hostess rewards drives average party upward
– Improve the party format – make it fun and enticing
– More guests = higher sales = higher $$ / Hour

• Hostess coaching has powerful effect on guest count
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What Can We Do About It?
• Preferred Customer program (auto-ship)

– Builds personal sales volumes, commissions

• Distributor auto-ship program
– Builds first-level volume, commissions
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What Can We Do About It?

• Product packs
– Increases average guest buy amount

• Warm-Market to Cold-Market transition
– What happens when they run out of names on 

their prospecting list?
– Goal:  spend more time selling & less time 

prospecting
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Dan Jensen
Compensation Plan Specialist

www.danjensen-consulting.com
360-852-8300

dan@danjensen-consulting.com
Winners of the 

2007 DSA 
Partnership 

Award

Johnny McIntosh
Southern Living at Home


