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Foreword

IF YOU ARE IN THE network marketing business, start your own
book club and make this your first selection and discuss it! Mary
Christensen has created a clear, action-oriented how-to guide for
building and developing a successful sales organization and a
profitable business. Whether you are a newcomer to the network
marketing industry or an experienced pro, the book is chock full
of content that is easy to apply and works for anyone willing to
devote the time and discipline to implementing the ideas.

The principles and techniques work regardless of the prod-
ucts or services sold or whether they are presented in a one-to-
one selling situation, party—plan, or online. As promised in the
title, the book provides a fast track to building a pipeline of sales-
people and getting them inspired to follow your lead.

Mary clearly lays out for you the many advantages of a net-
work marketing business and the broad appeal it offers to a vari-
ety of market segments, from twenty-somethings to active
boomers and beyond. Recognizing that one size doesn’t fit all,
Mary helps you maximize your recruiting efforts by teaching you
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how to target the greatest number of prospects and how to build
relationships with them from the first encounter. She also pro-
vides many samples of language to use and scripts to help you
practice what you've learned.

Using Mary’s humorous examples of bird species as a way to
identify personality traits, you'll find yourself laughing out loud as
you start to analyze friends, family, and team members. Whether
prospects are peacocks, owls, doves, robins, or eagles, you'll learn
how they can fit into your business, how to approach them, and
how to keep them motivated. It's about learning what makes
other people tick and recognizing that diversity will make your
team stronger.

Ultimately, this book will help you identify what type of re-
cruiter you are and how to advance from a star-in-the-making to
a true recruiting superstar. Make this a must-read book to take
ownership of the type of life you want to build.

—Betty Palm, President, Dove Chocolate at Home®
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Introduction

DIRECT SELLING IS THE PERFECT WAY TO OWN A BUSINESS—and your
life.

You can work with any products or services you choose, with-
out worrying about production Costs, inventory, or where you
will source your goods. From skin care, nutritional supplements,
and gourmet foods, to jewelry, toys, and pet care, the choices are
overwhelming. Whatever your interests—gardening, wines, tea,
coffee, or fashion—you'll be spoilt for choice.

Thousands of direct selling corporations are lining up to part-
ner with you, with products and services including lingerie, lei-
surewear, telecommunications, health, travel, and legal services.

You can kiss good-bye demanding employers, office politics,
and endless commutes. No more hours cooped up with people
you may not like. You can choose when you work, where you
work, and with whom you work.

If you have a business that is draining you both financially
and emotionally, you can retire your loan, return the keys to the
landlord, and partner with a corporation that will invest in you.

1



2 BE A RECRUITING SUPERSTAR *

The corporation will subsidize your starter kit, provide sophisti-
cated support systems, and train you at every level of your
growth.

If you choose to work part-time, the income from your net-
work marketing business is a simple way to top up the household
budget for day-to-day expenses or for family treats. It can fund
your kids’ (or your own) college fees, pay for your family cruise
to Alaska, and finance your home remodeling project.

A full-time network marketing business can generate enough
income to support your family, pay off your mortgage, and build
a plump retirement fund. It comes down to how much time you
are prepared to work on your business and how willing you are
to learn.

Recruiting is the life force of any network marketing, multi-
level marketing, or party plan business. No matter how commit-
ted you are to promoting your products, there is a limit to how
many people you can reach. Even if you are the greatest salesper-
son on the planet, there is a limit to the number of hours you
can work. If you want to live a life most people only dream about,
you have to learn to recruit.

Recruiting lifts the ceiling off your income. The way to reach
the highest income levels is to find and train others to sell your
product or services—and to teach them to do the same. Income
generated from your personal sales, and the sales of everyone in
your downline, can be your fast pass to financial freedom.

Residual income gives network marketing its edge. Like the
royalties enjoyed by successful writers, singers, and actors, you
continue to earn income after the groundwork is done. Even if
you decide to cut back on your hours, the checks keep coming as
long as you remain active and your people keep producing.

There are many reasons why network marketing is more pop-
ular than ever.

Consumers are growing immune to the barrage of mass ad-
vertising, celebrity endorsement, and spam. While traditional
marketers are spending billions of dollars pushing their products
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through various media, network marketers are employing the
most effective channel of all—word of mouth. The advertising
budget is spent rewarding you.

As the pace of life speeds up, we all have less time to shop.
Network marketing takes the hassle out of shopping because
there are no crowded malls, jam-packed parking lots, or long lines
at the checkout. Customers can choose how they shop—from
a one-on-one consultation, home party, or business seminar, to
ordering online or by phone. Their products will be delivered to
their door, and repeat orders can be shipped automatically—with
a generous loyalty discount attached.

For retail shoppers, service is fast becoming extinct. Retailers
are cutting their overheads by hiring low-paid, low-skilled work-
ers. By contrast, the majority of network marketers are highly
trained and motivated. Their income and lifestyles depend on it.

The novelty of shoddy goods sold from tacky discount stores
and unsightly retail barns has worn off. More than a few scares
over safety issues have cooled our desire for cheap imports. Qual-
ity products that are backed by satisfaction guarantees are the
hallmarks of network marketing.

Customers are fed up with the “We don’t care, you don't
matter” approach adopted by so-called service providers. We dis-
like our calls being answered by robots. We resent being put on
hold while being assured, “Your call is important to us,” at the
same time. It's no wonder network marketers who compete with
high—end products and personal services are gaining ground.

Network marketing is an incredible opportunity for anyone
looking to start his or her own business. Your income is deter-
mined by how skilled you are at finding the right people and
giving them the support they need to build their organizations.
Your recruits immediately have the same income opportunities
you have. It's the ultimate equal opportunity business.

If you are serious about building a network marketing organi-
zation and reaping the high rewards earned by the stars of the
industry, recruiting must be your number-one priority. Less than
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1 percent of the world's population is currently involved in direct
selling. Spell that P-O-T-E-N-T-I-A-L!

This book will teach you the innovative approach to recruit-
ing I developed to fast-track my own business. I will help you
take the guesswork out of recruiting by showing you who your
best prospects are and where to find them. I will explain why
they are a perfect fit for your opportunity and how to make your
approach. None of it is complicated. Ask the right questions and
you will have your hottest prospects identifying themselves.

There are already well over 15 million people involved in
network marketing in the United States and more than 60 mil-
lion worldwide. One in every ten households has someone in-
volved in direct selling. New people are flocking to the industry
in staggering numbers. Every day, twenty-five thousand new rep-
resentatives join in the United States and more than eighty thou-
sand sign on worldwide.

There are countless reasons why those numbers will continue
to escalate in the years ahead, starting with technological advance-
ments that allow anyone to run a small, home-based business
with resources that equal any large corporation’s.

The Internet has transformed the business of direct selling.
It liberates network marketers from tasks that consume time,
such as sending customer newsletters, making deliveries, and
tracking personal and team sales. Greater efficiency at the back-
end of the business frees you to focus on front-end activities that
produce income.

As traditional jobs are swallowed up by automation or drift
offshore, workers are realizing the only security in life is self-
reliance. The term offshore is not a threatening word in network
marketing. It is an opportunity to spread your network into new
countries, especially the developing markets of Russia, India,
China, and Eastern and Central Europe.

Any savvy businessperson knows that bricks and mortar do
not make a business. People make a business. The greatest advan-
tage of a network marketing business is the minimal cost to start
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and maintain it. You don’t have to rent premises or buy inven-
tory. You don't have to borrow money. You pay as you go and
you earn as you learn.
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I started in network marketing with an abundance of confi-
dence in the vision of the corporation, its one-of-a-kind products,
and what to my eyes seemed to be an incredible opportunity.
Armed with an arsenal of superlatives I set out on a mission to
sell the business to anyone who crossed my path.

The mission failed. Sure, I sold a few products and signed up
a few friends and neighbors. But, like so many others who start
out with starry eyes and a flawed strategy, I wasn't earning
enough to survive full-time as I had hoped when I resigned my
teaching job.

Determined to be a stay-at-home mom and pay the bills, I
decided to give myself another chance. Clearly, I had to find a
better way to run my business.

I changed my strategy and the results were instantaneous. I
started tapping into people’s lives instead of subjecting them to a
torrent of information they may or may not be interested in. My
sales and recruiting skyrocketed.

I earned enough to repay my mortgage, buy a new home,
drive my dream car, and take my children on vacations halfway
around the world. T could afford to give them one of the greatest
gifts of all—a quality education without the burden of student
debt. At a young age, I was debt-free, with an investment portfo-
lio that gave me the freedom to live the life I chose—and the
money to pay for it.

If T can do it, so can you, because I know how few skills and
what little confidence I had when I started out. I saw myself as
the Thomas Edison of network marketing—learning a thousand
ways that didn’t work before I discovered one that did.

When you are ready to transfer your dreams from your wish
list to your to-do list, T will show you how to master the art of
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recruiting so that you can build a profitable network marketing
or party plan business. If you are willing to work and willing to
learn, you too can have the money—and your life.

Sell products and you will earn money for now. Recruit

and you will earn money forever.

—MARY CHRISTENSEN
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CHAPTTETR O N E

Why People Become Network Marketers and
Why They Don't

HERE ARE TWO SIMPLE QUESTIONS.

First, what is the number-one reason people start a network
marketing or party plan business?

The answer is that they started the business because someone
asked them. The overwhelming majority of people never consid-
ered the business before they were approached.

That is not surprising. Our business is word of mouth. We
don’t run media campaigns trumpeting our opportunity and we
don't advertise in the job opportunities section of the newspaper.
Unless and until you connect with your prospects, how will they
know how incredible the opportunity is?

Second, what is the number-one reason people don’t start a
network marketing or party plan business?

And the answer is that nobody asked them! People are not
going to come knocking on your door. You have to reach out to

9
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them—preferably before someone else does. Believe me, there
will be no harsher lesson than seeing someone you could have
approached, but didn't, turn up at a corporate event as someone
else’s star recruit.

Every day, thousands of people who never seriously consid-
ered a network marketing business sign an agreement. Luckily for
them, they were in the right place at the right time when the
right person came along. That person could be you.

Don’t prejudge, don’t hesitate, and don’t hold back. Approach
people and talk about the business at every opportunity you get.
If an opportunity doesn’t present itself, create one. The more
people you talk to, the more successful you will be.

All you need is a belief in your products, your opportunity,
and courage.

If you have not yet done so, choosing your products will be
the easy part. Just about every product now is sold directly. Iconic
brands like Avon, which has been in business for more than 120
years, are being joined by household brands like Dove Chocolate®,
Jockey®, and The Body Shop® that have traditionally sold retail.
Choose a product you can be passionate about and a corporation
with a genuine desire to serve you.

No matter how great your products or how much support
you get from your corporate partner, your success will be up to
you. So, here is the million-dollar question: How much success
do you think you deserve? If you don’t think you deserve success,
youll find a thousand excuses why it won't happen for you, such
as “I'm too young, old, busy, not confident or smart enough, not
a salesperson . . .

Read between the lines and what you really are saying is, “I'm
too (busy) so don't expect me to (try).” You're giving yourself a
free pass to fail, but “stinking thinking” always comes at a price.

Here is something else to think about. What if you do have
what it takes to create an amazing life from your network market-
ing business, and then give up without giving it your best shot?

There is no penalty for not reaching your goals, so what do
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you have to lose? Go for it and you may surprise yourself by
achieving success beyond your wildest dreams. Give yourself per-
mission to succeed—and to succeed spectacularly. Tell yourself,
a thousand times if that is what it takes to believe it, “T want it, [
deserve it, and I can do it.”

To put yourself out there every day takes courage, and you
will almost certainly face a few setbacks. This is when you have
to make a choice—to pull into an emotionally handicapped space
and stay parked or to drive on regardless. As the famed American
writer Mark Twain said in Pudd'nhead Wilson, “Courage is resis-
tance to fear, mastery of fear—not absence of fear.”

If you wait to become confident before you start recruiting,
you will waste your best opportunities. Confidence will come
once you see the positive impact you can make on others.

If you wait until you have an encyclopedic knowledge of your
compensation plan, it may be a long wait. Skills come from prac-
tice. The only way to learn to play the guitar is, well, to play the
guitar.

It takes courage to build a network marketing business. No
matter how nervous you feel, reach out to as many people as you
can. Encourage every person you recruit to do the same.

Don't buy into the fiction you don't have what it takes to
succeed. Or that it's difficult to find the right people. Or that
something may go wrong. If you want it—and believe you de-
serve it—you can do it.

There are 300 million people living in the United States. A
new person is born every seven seconds, and an immigrant enters
the country every fourteen seconds. Very few people are living
the life of their dreams. You may hold the key. Find the courage
to reach out to people every day, knowing you have the power to
change lives.

If you lack confidence at the start, turn it to your advantage.
Knowing exactly how your new recruits feel when they start out
will make you an empathetic leader. When you say, “I know how
you feel, I felt the same way,” you will be speaking from the heart.
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A leader who says, ‘I am still learning too,” is a more powerful
role model than one who appears flawless. The message you will
be communicating is, “If I can do this, you can too.”

Put yourself in a room of network marketing achievers and
you won't immediately spot an obvious common denominator.
Every socioeconomic background, education level, profession, job,
ethnicity, race, gender, personality, and age will be represented.
You have to look beneath the surface to see what they have in
common, which is a belief in the business, the ambition to succeed,
and the courage to make it happen.

You can be whoever you want to be, have whatever you want
to have, do whatever you want to do. What better way to realize
your dreams than to build a party plan or network marketing
organization by one person at a time?



CHAPTETR TwW O

Recruiting Principles That Will Transform
Your Business

THERE ARE TWO WAYS TO RECRUIT. The first is to approach every-
one you know and everyone you meet, hoping each will have
enough kindness, politeness, or patience to hear you out!

I call it the ambush technique. It is tough on your unsus-
pecting prospect and it is tough on you, because—surprise—the
rejection rate is high. That is because you come across like you're
trying to help yourself by convincing others to consider your
business opportunity.

The second way is decide before you start calling whom you
are looking for and why this person may be interested in your
opportunity. You're looking for a connect. When you approach
people you know are right for the business, your prospects will
see that you genuinely believe you have something to offer them.
Always be ready to say, “I called you because . . .”

Wil they join? Maybe they will, maybe they won't. Many

factors will influence your prospects’ decision. You can only con-

13
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trol how well you approach them, not how they respond. But one
thing is guaranteed: Approach prospects with a genuine desire to
help them and you will dramatically increase your success rate.
Even if they decline your opportunity, the door will stay open.
You will get a better response if you understand and adopt

the following key principles.

Principle Number One
Find a need and fill it.

Imagine your prospect is a target, and all the benefits of your
opportunity are arrows. Ready to start firing those arrows?

But wait—before you take aim, you’re going to be blind-
folded. Once you are blindfolded, your prospect can move any-
where he or she wants. If you don’t know where your prospect is
standing, you won't know where to aim. My guess is that none
of your arrows will reach their target.

You are probably thinking, “What a big waste of time!” And
you are right. There is no point in firing random arrows if you
can’t see your target. You have to know where your prospects
stand before you start trying to sell them on your opportunity. It's
called listening.

If you spend 80 percent of your time learning about your
prospects’ ambitions, experiences, personality, circumstances, and
priorities, you won't waste your time or theirs shooting arrows
that don’t apply to or interest them. The 20 percent of time you
spend talking will be right on target.

Principle Number Two

Duplication!

The way to fast-track your business is to reach out to as many
people as possible. The more people you approach, the more
people will join and the faster you will build your organization.
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Imagine you want to recruit a thousand people into your
downline (the people you recruit and train and from whose sales
you also earn a commission). What if you recruit one person a
month? How long will it take to recruit one thousand? It will
take eighty-three years! At best, you'll be enjoying the rewards of
your labor from a motorized mobility scooter.

What about one person a week? You'll be busy, but in just
about twenty years, you'll reach your target. That's a little behind
schedule if one of your goals is to fund your kids" college educa-
tions. Theyll have joined the 30 percent of students who are
forced to drop out due to financial hardship or who graduated
with a hefty student loan long before you reach your college fund
target.

What if you taught every person you recruited to recruit, and
each one did the same? How long would it take to bring a thou-
sand people into your downline? It would take ten months! Not
eighty-three years, not twenty years, just ten months!

If you want to build your organization fast, your approach to
recruiting has to be easy to learn, remember, and repeat. You
may have superpowers or a unique strategy that works for you
personally, but the more you stray from the tried-and-true sys-
tem, the harder it will be to replicate your example. If you want
to be duplicable, you can't afford to do anything others can't

COPY.

Principle Number Three

The more you say, the less they will hear.

Words will not convince people to buy your products or your
opportunity. The more time you spend talking, the less time they
will spend listening. The faster you talk, the more desperate you
will sound.

Information overload has become a national epidemic. The
volume of information we must process every day is staggering,
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with researchers suggesting we are bombarded with five thousand
messages a day. We cope by filtering out unnecessary, irrelevant,
or unwanted information, tuning in only when we're interested,
and tuning out when we're not. If you want your message to be
heard over the clutter, you have to make every word count.

Politicians, lobbyists, and business leaders know that the
punchier the sound bite, the more likely it is to be picked up
by the media. Marketers know they have mere seconds to reach
consumers in commercials. There is a direct link between simplic-
ity and impact—the more you say, the less they'll hear.

People are a little like water. We tend to follow the easiest
route. Every complication, every unnecessary detail, gives us an
excuse to say, ‘No,” or “Not now.” Don't be heavy-handed. Make
it easy for prospects to make a positive decision by keeping it
simple.

The clearer your message, the better the odds that your re-
cruits will relay it intact to the people they recruit. It takes disci-
pline and practice to be brief, but it works.

Principle Number Four

It’s not about you.

Imagine that you've had a tough day and the pressure is mount-
ing. Friends are coming to dinner and you have two hours to
drive across town, collect the kids from Little League, and fix a
meal before they arrive.

The traffic is heavy, the thermometer is pushing 90 degrees,
and the kids are tired and fractious. You restore harmony with
the promise of pizza and a DVD (now you're feeling stressed
and guilty) and head for the supermarket.

You've performed this drill many times. A quick circuit of the
market and you will emerge with everything you need to be the
perfect host.
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The parking lot is packed. A car guarding a pending space is
blocking an entire line of trafhc. The clock is ticking. You finally
nab a parking space at the far end of the lot and race in the heat
to the market. As you head for the carts, you come face-to-face
with the store greeter.

“Thank you for choosing to shop at Walker's fresh food mar-
ket!” she says brightly.

“Thanks,” you repiy, tugging at the cart.

She continues, “We hope you enjoy your shopping experience
with us today.”

You're wasting precious seconds, but you don't want to be
impolite. You force a smile.

“It’s our tenth anniversary,” the greeter says, “and we are cele-
brating with some fabulous specials. Here are your coupons.” She
thrusts a pamphlet into your hands.

“Thanks.” You force a smile and reach once more for the cart.

“You're very welcome,” she says, oblivious to your only
wish—a record-breaking circuit of the store. “We have some in-
store promotions today that may interest you.”

You decide to bypass the cart for the handbasket, but your
escape route is blocked.

“Our founder’s vision . . .”

You sense your kids are about to start World War III behind
your back.

“. .. 1is to stock only the freshest meat and produce.”

“Sorry,” you interrupt, as your blood pressure rises, “But I'm
in a rush.”

If your tormentor hears you, it doesn't register. “Make sure
you drop by the delicatessen,” she smiles “and sample our deli-
cious new cheeses.”

Aargh! The greeter is bursting with enthusiasm—and being
totally insensitive to your needs.

The store has one agenda, which is to capitalize on its anni-
versary to promote the store. You have another agenda, which is
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to complete your shopping experience in as short a time as possi-
ble. Had the greeter read your signals, she would have stepped
back to allow you to sprint past.

When it comes to promoting your business, it must always
be about your prospects. Their agendas will be different from
yours and different from the prospect you talked with yesterday.

One size doesn't fit all. You have to approach every call, every
interview, and every presentation from your prospect’s perspec-
tive. Haranguing your prospects about the founder’s vision or
company mission will slash your chances of turning them into
recruits.

I can only begin you tell you how many times I've watched
from the back of an opportunity meeting as the audience
switched off halfway through a lecture on the compensation plan
or visuals of the home office. I've attended countless parties where
an eager but misguided distributor fired random shots over the
heads of guests who may have been hot prospects.

It's easier to talk about your products and opportunity than
to venture into uncertain territory—your prospect’s unique cir-
cumstances—but it is a huge mistake.

The time for details is at training. Prospecting is the time to
connect with your prospects and for them to connect with you.
The fastest way to connect is to show a genuine interest in your
prospect’s life. Ask about the person’s family and friends. Find
out where the person’s passions lie, or what the person does in
his or her spare time, or where the person works and where he
or she went to college. When you show you are interested in the
prospect, he or she will be interested in you.

Principle Number Five

Emotion carries more weight than logic.

People are driven by emotion, not logic. We base our decisions
on our feelings, and then we _justify them with reason. If your
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approach is too theoretical, rational, or dry, you will drive people
away. Belief and passion will inspire your prospects.

Here is how one former nurse who became a party planner
tells her story at parties:

I was at work when the phone rang. It was my son’s baby-
sitter and she said, “/Your baby just turned over for the first
time.”” All I could think of was that | wasn’t there when it
happened. In that second | decided to resign my job to be
home with my son.

After hearing her story, every parent in the room experiences
an immediate, emotional, instinctive reaction. If you want to
touch hearts, then you must speak from the heart.

Principle Number Six

Build relationships.

The day you started your network marketing business, you
started a career in the relationship business. Take away the rela-
tionship aspect of network marketing and nothing separates you
from any other retailer, direct marketer, or online seller.

Your products or services may be superb, but it’s naive to
believe yours are the only quality products on the market.

Your remuneration plan may be amazing, your home office
staff willing to go to any lengths to serve you, but there are other
corporations with a great plans and great staff.

Your training programs and support system may be state-of-
the-art. But with fast-moving advances in technology, any corpo-
ration can develop outstanding support materials.

The only thing that cannot be copied, or imitated, is your
relationship with others. You will waste all the time, effort, and
energy you spend on finding prospects if you neglect to build
relationships with them. Prospects sign with people they like and
they stay with people they like.
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Take advantage of technological innovations to build and
manage your organization, but never become so high-tech that
you neglect the high-touch approach that is the magic of network
marketing.

Principle Number Seven

Work the numbers.

Not everyone you approach will join, and not everyone will stay.
Most will join with small goals; others will join because they are
intent on reaching the top ranks of the business. A few will have
what it takes to make it happen, while others will be dreamers
who lack the determination and discipline required.

You need to approach lots of people. Work your business like
a numbers game if you want to join the top income earners,
because that is how it works.

Principle Number Eight

It’s never too soon to start.

The sooner you start recruiting, the sooner you will get results.
You may struggie with the thought of recruiting when you’re
new. But think for a moment about when you are most excited
about anything. When it’s new, of course! Enthusiasm carries
more weight than details. Don't waste that positive energy. Chan-
nel your excitement into recruits by telling everyone what you are
doing and why you are doing it, right from the start.

If you are thinking, “I don't know enough yet about the busi-
ness. I don’t want to make an idiot of myseif if someone asks me
a question I can’t answer,” then my advice is to relax.

There is nothing wrong with answering, “I don’t know, but
I'll find out,” to questions you can't answer. It gives you a reason

to call back. Or you might say, “I'm still getting the hang of it.
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Why don’t you come to a training meeting and take a first-hand
look at the business?”

There are many ways to introduce a prospect to the business
and a wealth of resources you can call on for help. Some compa-
nies encourage new representatives to involve their sponsors or
managers in the interview. Others recommend three-way calls,
DVDs, CDs, telecasts, or webcasts to tell the story.

Whatever you do, don't let inexperience or insecurity stop
you recruiting from day one. The sooner you start, the sooner
your first person will sign. Nothing builds confidence like success,
and you will have more credibility when you challenge your new-
comers to overcome their recruiting-reluctance roadblock.

Principle Number Nine

Recruit with integrity.

Hype is the number-one enemy of this business. Have you ever
been tempted by an advertisement for a product that seemed
almost too good to be true? When it turned out to be a dud, you
felt annoyed and betrayed. But the last laugh is yours because
you will never do business with that company again and you will
broadcast your disappointment out loud.

If you tell me I can make $20,000 a month within six months,
you will have one disillusioned puppy on your hands when it
doesn’t happen.

Enthusiasm is no excuse for exaggerating or misrepresenting
the effort required to build a business or the rewards that can be
earned. It takes time, commitment, and a willingness to learn to
become a top income earner.

If you back your belief in your opportunity with realistic ex-
planations and a genuine desire to help your prospects, you will
build a stable organization of people who understand that re-
wards follow results. Your value-packed opportunity does not

need embellishing.
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Principle Number Ten

Lead by example.

You can’t expect others to do what you do not. The highest
income earners in the business are pacesetters. They sell and re-
cruit consistently and they expect the people they recruit to do
the same.

After they build impressive organizations, they avoid the trap
of managing rather than leading. They know the activities that
took them to the top will keep them there.

Make a commitment to recruit more people than anyone else
in your organization—and do this every month. Shoot for every
recruiting incentive your corporate partner offers. Not only will
you enjoy more rewards and more recognition but you will also
earn respect as a leader who leads from the front.
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How to Connect with More People

YOU ARE EITHER A GOOD or a bad advertisement for your business.
People judge you by your appearance, and their response can be
positive or negative. There is no neutral. If they don't notice you,
that is a major negative. You want to make an impression that
invites people to spend time with you talking about the business.

Imagine you are an actor auditioning for a role. You have only
a few seconds to warm the casting director to you, so you must
think carefully about what you will wear and how you will walk,
talk, and act to make an outstanding impression the moment you
walk on stage.

Imagine you are a doctor. Winning your patients’ trust is a
critical part of the doctor/patient relationship. Wearing the man-
tle of your profession takes you a long way toward earning that
trust.

Every day we play a variety of personal roles—mother, father,
wife, husband, son, daughter, grandparent, neighbor, and friend.
We go to work and become a manager, employee, service pro-
vider, representative, assistant, adviser, supervisor, teacher, or

23
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caregiver. We switch from one role to another several times a
day, and in most cases we do it instinctively.

Network marketing is no different. The roles you will play as
your organization grows almost certainly will include talent scout,
headhunter, trainer, coach, mentor, cheerleader, seller, and ad-
ministrator. If you think like a professional, you'll stand out as a
professional.

The better your image, the more likely it is you will attract
the right people. Think about the qualities you want to convey.

First, you want to look successful, because you are promoting
success. If you are starting out, project an image of the success
you will become. Don't let money stop you. When I started out,
I lived in one suit until I could afford a new one. My car was
ancient, but it was clean.

Do your clothes convey success? Are they in style? Is your
handshake firm? Is your grooming immaculate? Is your voice con-
fident?

You want to look approachable so that people feel comfort-
able around you. Do you smile frequently and make eye contact
easily? Do you hold the door for the person behind you? Are you
courteous to people you meet regardless of who they are, how
well you know them, or how “important” they are? Do you take
every opportunity to say, “Thank you? Are you a generous
tipper?

You want to look happy and relaxed because if you radiate
pressure, tension, and stress, you portray a negative image of
yourself and the business. No one will want to join a business
that adds to his or her stress level. Do you turn off your cell
phone when you are with company? Do you give people your full
attention, instead of allowing your eyes to dart around the room?
Do you laugh often? Are you always on or can you switch to off
when you are not working?

You never know when or where you will meet your next pros-
pect, so always be prepared. Advertise your pride in your prod-
ucts by using them at every opportunity. Make sure your home
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is brimming with evidence of your passion. Give your products
as gifts. Your sincerity will be reflected in what you do, not what
you say.

If you are selling healthcare products, you will have more
credibility if you project an aura of well-being. If your products
promise weight loss, do you have before-and-after photos to
show? If you are a work in progress, do you walk tall and wear
clothes that complement your body shape?

If your business is skin care and cosmetics, does your skin
glow with vitality? Is your makeup fresh and fashionable? Is it
appropriate for your age?

If you represent clothing or jewelry, do you dress to impress?
Do you wear colors that suit your skin tone? Do your accessories
attract compliments?

Your voice communicates a powerful message to prospects.
Do you convey enthusiasm and credibility or insecurity and insin-
cerity? Does your speech rate come across as stressed and anxious
or calm and confident? Are you concise and clear or rambling
and long-winded? Will your prospects sense your genuine interest
in their opinions? Do you listen to their answers without inter-
ruptions?

When you look, talk, and act the part, wherever you are in
your business development, you will both look and feel more
confident. Your prospects will pick up on your self-assurance.

Image is more than your personal demeanor. You have a com-
petitive advantage in the first-class business materials produced
by your corporate partner. Work that advantage. Don't produce
your own materials or make copies to save a few dollars, and
don’t deface brochures with shoddy personalization.

Buy the best-quality business cards and stationery you can
afford and use simple, contemporary graphics. A simple, clean
business card will look more professional than a cluttered one.
Never be caught out having to say, ‘I don’t have any cards with
me right now.”

Get the basics right. Avoid fancy typefaces that can look ama-
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teurish. Spell-check and proofread your communications before
you click “send.” Carry your demonstration products in profes-
sional carry-cases and discard worn stock. Handle and display
your products with pride.

Above all—and I cannot stress this point enough—take every
opportunity to demonstrate pride in your business. When people
ask about your job, make sure the first words out of your mouth
express your pride.

“I'm a network marketer. I work from home selling top-of-the-
line herbal supplements.”

“I sell pure essential oils at home parties.”

“I'm a party planner. I demonstrate and sell chocolate at home
parties.”

“I'm in network marketing. I have my own business marketing
a range of leisurewear.”

“I am an independent distributor for a party plan company that
sells natural body-care products.”

Your confidence and enthusiasm will be infectious. Even
when you become a manager, describing your job from a distribu-
tor’s perspective will make it easier to start conversations with
potential recruits.

You have made it easy for them to say, “I have a friend who

9,

works with . . .” or “What company do you work with?”

Too many network marketers offer confusing or glib explana-
tions about the business they are in, such as, “I'm in the business
of empowering people.” Say, what? Or worse, they say, “I help
people make money!” Tacky.

If you are not excited about what you do, how can you expect
others to be?
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How Much Do You Know About Network
Marketing?

MYOPIA IS A NICE PLACE TO VISIT, but you can't afford to live there.
Perhaps your company is the greatest ever, but you will connect
with more prospects if you have a wider knowledge of the busi-
ness and can answer questions confidently. Here are the must-
know basics of the business:

*  Whether you are a party planner or a network or multi-
level marketer, you are in the business of direct selling. Direct
selling describes the sale of goods and services direct to the con-
sumer rather than from a fixed retail location.

* The global direct selling market exceeds $110 billion in
sales per year.

#* The United States is the largest at over $32 billion, with
Japan in second place at $25 billion. Mexico and France exceed
$3 billion. Direct selling is strong in Canada, Australia, Europe,
and South America. With their massive populations, Asia, India,
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Russia, and China are emerging markets with mind—boggling po-
tential.

# Just about every product or service imaginable is available
through direct selling channels. Home products—such as clean-
ing, cookware, home decor, foods, and pet care—account for the
largest share at 33.5 percent. Personal care products—such as
skin care, cosmetics, fragrances, and jewelry—come in second
place at 28.2 percent. Services—such as financial, travel, and
communications—contribute 15.5 percent. Wellness products,
which include nutritional supplements, beverages, and weight~
loss products, add 15.4 percent. Leisure and educational products
contribute 7.4 percent.

* Four out of five direct sellers are women, and 10 percent
of businesses are run as partnerships, primarily by married cou-

ples.

* From a business and tax perspective, direct sellers are clas-
sified as independent, self-employed operators or contractors, al-
though they use a variety of titles such as representatives,
distributors, associates, stylists, coordinators, consultants, special-
ists, advisers, or business owners. Their income comes from com-
missions, bonuses, and overrides on personal and group sales,
typically on an escalating scale. The higher their sales, the higher
the percentage they earn.

#* Network marketing (also known as multilevel marketing)
is an extension of direct selling. While direct selling refers to how
products are sold, network or multilevel marketing refers to how
you are paid for building your organization.

#* In addition to being paid on your sales, you earn income
on the sales of people you recruit (or enroll, introduce, or spon-
sor) into the business. This includes both direct recruits (people
you personally recruit) and indirect recruits (people recruited by
the people you recruit). Both direct and indirect recruits belong
in your downline organization.

% The term width is used to describe people you personally
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recruit (your first levels), and the term depth is used to describe
people recruited by your first levels (and your second levels, third
levels, etc.).

% The term leg describes the genealogy of your recruits—
that is, the people recruited downline from each of your first
levels.

# The higher your rank on the compensation plan, the
higher the percentage you earn on your recruits.

* Every contractor who signs a direct selling, network mar-
keting, or party plan agreement is paid directly by the corpora-
tion. The payments are outlined in a compensation plan
(sometimes known as a marketing plan). Most of these plans
are written by brainiacs more skilled at calculating numbers than
communicating them. If you find your plan confusing, don’t as-
sume you are stupid. Do what the rest of us do and ask someone
to translate it into English for you.

* But here is where it gets exciting: approximately 50 per-
cent of the revenue from products sold is available as commis-
sions—to you and the people you recruit and train.

* How can network marketing corporations afford to redis-
tribute half of their revenue while maintaining the quality and
integrity of their products? That's easy. Whereas traditional mar-
keters rely on media advertising, sponsorships, and celebrity en-
dorsements to promote their products and services (think
$2,500,000 for just one thirty—second commercial during the
Super Bowl), network marketing corporations pay you to share
your experience, belief, and enthusiasm in your products with
others.

# There is more. Unlike hapless retailers who must buy
and store products to sell, network marketers carry little or no
inventory. The corporation takes care of production, packaging,
inventory, and shipping. Many corporations ship directly to your
customers, freeing you to spend more time doing what you are
paid to do, which is to sell products and recruit and train others
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to do the same. Many corporations auto-ship to customers on a
regular cycle. You still get paid for these sales.

# Direct sellers do not have to worry about the cost of re-
turns or exchanges. If a product is unsatisfactory or damaged, the
corporation is responsible for refunds or replacements.

Occasionally you will come across a prospect who is confused
about the difference between network marketing and pyramid
selling. In a nutshell, network marketing is a legitimate business
activity, while pyramid selling is not.

Pyramid schemes (or Ponzi schemes) encourage and reward
people for recruiting when there is little or no value in the prod-
ucts and services. They are illegal because they entice the unwary,
unwitting, and unwise into a scheme that will most likely lose
them money. Nevertheless, they pop up from time to time, so it
will help if you can identify them.

Some schemes are presented as games to trap the unwary.
For example, there is the airplane game, where participants were
encouraged to sell “seats” in an imaginary “airplane.” Once you
fill your “airplane,” you collect the money, while those who
bought “seats” have to fill their own planes. It sounds nonsensical,
and it is, which only proves some people are suckers.

The offering of so-called collector items that are priced much
higher than their true value is another scheme designed to make
the originators rich at the expense of everyone else.

Any scheme that encourages participants to buy large
amounts of product (called front-end loading), which usually end
up in basements and garages unsold, is considered a pyramid.

Pyramid schemes tempt greedy, lazy, and naive people with
high commissions and bonuses, which is often based on how
much product is bought at the entry level. If it seems too good
to be true, it probably is. Both the originators and the partici-
pants of these Ponzi schemes can expect to end up in jail.
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In a genuine network marketing or party plan business, all
rewards are based on sales. If someone you recruit doesn't sell,
you earn nothing. Regardless of how many people you recrui,
you won't get paid unless—and until—they sell products.

What you earn on the sales of your recruits is your reward for
finding, training, and supporting them, just as any professional is
paid for leadership responsibilities. This does not affect what
your recruits earn, and they have exactly the same opportunity as
you to build their own organization.

The more you know about your products and your business
opportunity, the better equipped you will be to promote them.
Your corporation will have a wealth of print copy or download-
able information on your products and opportunity. You will
have access to conventions, meetings, and seminars, as well as
tele-training and Web training. Your upline (or sponsor)—that
is, the person who recruited you—also may be a rich source of
hands-on knowledge.

This book focuses on recruiting. If you are looking for help
in building your organization, I recommend reading Be a Network
Marketing Superstar, which offers a step-by-step guide to success.
You can order it from my website (www.marychristensen.com),
where you can also find information on live seminars coming to
your area, conference calls, and how to sign up for my e-zine.

Knowledge brings credibility. When your confidence in your
unique opportunity is based on a wider perspective of the indus-
try, you will connect with more prospects.

If I had to live my life over again, | would elect to be a trader of goods

rather than a student of science.

—ALBERT EINSTEIN
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Assemble Your Tools

YOU NEVER KNOW WHEN you will meet your next prospect, so
always have sponsoring tools with you and make sure you are
ready to seize every opportunity that presents itself.

Don't be heavy-handed. Sort through the materials your cor-
porate partner offers before choosing what you relate to best.
Dumping a surfeit of information on prospects will not help your
cause.

You should carry the following basic tools with you at all
times:

* Business cards. These are essential. Make them simple
and make sure they describe what you do—for example, Indepen-
dent distributor of [. . .] home spa products. You may like to add a
conversation starter if you have the personality to carry it off,
such as, “Free consultations on how to turn your spare room into
a profitable business” or “Be paid to lose weight/train as a fashion
coordinator/herb specialist/chocolatier.”

* Copies of any newspaper or magazine articles featuring
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your company. These third-party support materials such as mag-
azines, newspapers, CDs, and DVDs add to your credibility. Sev-
eral independent publishers specialize in creating support
materials for network marketers. Preview them before you invest,
because the style, content, and quality can vary.

* Brochures advertising incentives such as a cruise to the
Caribbean. Enticing promotions introduce an element of urgency
and can turn a wavering prospect into a committed recruit.

#* An overview of the compensation pian. An abbreviated
version is better than the full plan, as a plan chock-full of confus-
ing industryspeak can frighten prospects away.

% Details of upcoming opportunity meetings or training
seminars. Have invitations printed that specify to bring a part-

ner/friend. Include an RSVP.

* Agreements Wlth your name and representative ID num-

ber filled out and ready to sign.
* A starter kit unpacked from its shipping box. A drab

cardboard box will not excite a prospect, nor will layers of recy-
cled paper and foam chips. Display your starter kit in an attrac-
tive container, and bind your literature in a folder that you can
easily flip through.

* A pack of your key products so that interested prospects
can try the products immediately. Say, “Would you like to try
the products? These are the most popular and they normally
retail for $60. Because I appreciate your meeting with me, I will
give them to you for $50.” (Now you have created a reason to
stay in touch, by asking prospects, “How did you enjoy the prod-
ucts?”)

% An up-to-date bullet-point list detailing the benefits and
current incentives your new recruit will receive on signing. Create
it on your PC so that you can update it as new promotions and
incentives are introduced. Every benefit will increase the per-
ceived value of the starter kit, and different benefits will appeal
to different prospects, so list them all.
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Here's an example you can adapt to ﬁt your needs.

1.
2.
3.

. A full-day seminar on how to start your business.

o U1 N

~

A selection of our best-selling products worth over $600!
A comprehensive training manual.
Enough literature and stationery for your first month in business.

. Training telecasts or (Web seminars) every month.
. A free gift valued at $50 when you place your first order within

thirty days!

. A gift worth $75 for introducing a friend in your first sixty days!

8. A subscription to a monthly magazine.

9. Your own website—the first month is free and after that you pay

10.

11.
12.

13.

14.

just a $[. . .] service fee a month.

Direct online access to the company website for news, updates,
events, and special online-only offers.

Direct access to your own personal sales and recruiting results.

An invitation every year to the annual convention (this year it’s in
Las Vegas).

The chance to receive a free vacation (this year it's in the Ba-
hamas).

Your own personal business coach. That’s me! I'm here to give you
all the support you need.

. . . All for an investment of $300!

F

P.S. Don't forget your planner. No appointments,

business!

no
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Develop Your Personal Success Story

THE BEST TOOL YOU HAVE to promote your business is you. Every-
one prefers real-life experiences to lectures, and when you share
your story, people will listen. These true stories are testimony to
the power of personal experience.

David's Story

When a driver ran a red light and smashed into his car, David’s hands
were so badly burned, his career as a graphic designer was destroyed in
an instant.

Although doctors advised skin grafts to repair the damage, a friend
recommended David first try a new range of healing skin products.
Facing months of expensive, painful surgery, David decided he had
nothing to lose.

Several times a day he massaged the balm into his hands. To document
his progress and to keep his spirits up, his wife took photos. As the
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wounds healed and new skin grew beneath the scars, it became obvious
surgery was unnecessary.

The photos created an outstanding testimonial for the products. David
was so impressed that he started selling the products himself and soon
developed a thriving business. To introduce new people to his opportu-
nity, he shows the photos and lets the evidence speak for itself.

Angela’s Story

An avid beach volleyball player, Angela practically lived in the sun in
her teens and twenties. By age forty, she was paying for it. Depressing
brown blotches were appearing on her face, chest, and arms.

At first Angela tried covering the spots with makeup, but that made
her skin look dull and masklike.

Angela’s dermatologist recommended a skin-care program to fade the
blotches and protect her skin from further sun damage. Within weeks,
the blotches had disappeared and Angela’s skin looked fresh and glow-

ing again.

Angela is now a leading distributor for the products.

Catherine’s Story

When Catherine heard about her high-school reunion, her excitement
quickly turned to dread. When she last saw her classmates she was a
size six and captain of the cheerleading team. Now she weighed 180
pounds.

After a sleepless night, Catherine decided if there was ever a time to
do something about her weight, this was it. She called a friend who
had recently become a weight-loss consultant and signed up on the
spot. Every day, she replaced two meals with a nutritionally balanced
shake and most days she walked for at least thirty minutes. As hard as
it was to stay focused, she lost ten pounds in less than a month.
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When friends saw how great she was looking, everyone wanted to know
her secret. Catherine quickly spotted the potential in sharing her expe-
rience and decided to start selling the program herself. Not only could
she buy her own products cheaper, she made enough money to buy a
whole new wardrobe.

Catherine attended her high-school reunion weighing thirty pounds
lighter and wearing clothes she never dreamed she could afford. Several
former classmates commented on how great she looked.

To promote her business, Catherine carries three photos with her—the
"fat” photo she took the day she started the program, her class reunion
photo, and a photo taken in Hawaii on a trip she earned for her sales,
wearing a bright red size-six swimsuit.
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Real-life experiences always are more persuasive than facts,
ﬁgures, and statistics. The more vivid the picture you paint, the
more powerful your story.

If your story is not dramatic, you can create a powerful testi-
monial with thought and preparation. Start developing your story
by answering the following questions:

*  Why did you start using the products?

* What changed when you started using the products?

* What were you doing before you started your business?
*  What prompted you to start your business?

* What doubts did you have?

* How were they resolved?

* What challenges did you have?

* How did you overcome them?

* How has your life changed since you started your busi-

ness?
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* What experiences have you had as a direct result of your
business?

#* How has your business affected your family?

If it seems too soon to build your story, perhaps the following
questions will help:

*  What difference do you hope your products will make in
your life?

What do you hope your business will change in your life?

Who will benefit from your business besides yourself?

* % b

How will they benefit?
What has been the highlight of your business so far?

What is the next goal you are working toward?

* X %

What is your ultimate goal?

If you are setting out on a skin-care, weight~loss, or nutri-
tional program, take photos to document the change. Capture
special events on camera to support the story of your business.

We all have a story to tell and we all love listening to stories.
Use your experiences and your imagination to create a story that
brings your products and your business to life. Your sincerity and
enthusiasm will shine through your words.
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Get Ready to Connect!

YOU ARE READY TO START WORKING on the most exciting part of
the business—matchmaking! Matchmaking is about finding peo-
ple who are perfect for your business because your business is
perfect for them.

The more people you approach, the more will sign. But it
doesn’t stop there. Not every recruit will become a producer. If
you sign ten people, how many will end up producing little or
nothing? These people may not have what it takes or they may
have signed up for the wrong reasons. A realistic goal is ending
up with three producers based on my experience.

That leaves seven. How many of the seven will end up work-
ing the industry average of less than five hours a week? Five is a
reasonable estimate.

That leaves two. After six months, will both people become
top producers? Probably not. A high percentage of representa-
tives run out of steam after nine months or so because they are
unable to make the transition from selling to friends and family
to the wider community. At this point, they either leave the busi-
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ness or become minimal producers. Let’s say one of our hopefuls
leaves within that time frame.

That leaves one lone star a year, from ten new recruits! This
means you have to recruit a large number of people to find the
superstars who will grow your organization as you help them
grow theirs.

Hope is not a business plan. You will set yourself up for
disappointment if you expect every new recruit to shine. Some
people can talk up a storm, but when it comes to doing any-
thing—they’'re a washout. Others have heads so filled with
dreams that there is no room for the discipline needed to succeed.

The more leads you have, the better your odds of finding
the right people—whether they're hot leads, warm leads, or new

leads.

Hot Leads

Hot leads include your current list of friends, family, colleagues,
customers, neighbors, and the people you interact with regu-
larly—your hairdresser, personal trainer, banker, doctor, delivery
person, and dentist. They are hot leads because you already have
a relationship, and you can specifically target their circumstances.
These are the people to call first.

Warm Leads

To build your business beyond your inner circle, you need to
reach new people. Everyone in your inner circle has his or her
own inner circle, and you have to find a way to enter it. The
more circles you successfully enter, the more warm leads you will
generate. Party planners have an advantage in the hostess pro-
gram, which rewards hostesses for introducing you to their
friends.
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New Leads

Aim to generate fresh leads all the time to keep your business
growing. One new person a day is a minimum if you are serious
about building your organization. If you wake every morning
knowing you have to find a new contact and keep your antenna
up, you will learn how to spot them.

And here is where to start. The millions of representatives
who already have a direct selling, network marketing, or party
plan business, and the thousands who start one every day provide
a wealth of information as to who is most likely to be attracted to
business, why they joined, and how to approach them to increase
the likelihood of a yes response.

Can you predict who is most likely to start a direct selling
business? Absolutely! The information I have gathered over
twenty-five years across a wide range of companies paints a very
clear picture of prime prospects.

I am about to explain why they are hot prospects and what
to do and say to turn them into recruits. I will even show you
how to ask questions that will have hot prospects identifying
themselves.

Sometimes you will come across prospects so perfect for your
business that the “hot prospect alert” will blare loud and clear in
your head. The catch is that they are such prime prospects you
may not be the only one to recognize their potential. How well
you connect on a personal level will determine whether they sign
with you or another sponsor.

At other times, you will encounter prospects whose potential
is less obvious, or even hidden. Don’t be deterred. Just because a
prospect is sending out weak signals doesn't make the person a
poor prospect. The fact that other less-skilled recruiters may
overlook the person’s potential makes him or her a great prospect
for you.

Of course, every corporation is different, with a unique vision,
culture, product range, and plan. However, there are enough
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common denominators to take the guesswork out of recruiting.
You are about to learn these denominators.

As you look for people to connect with, aim for balance.
Businesses need leaders and followers, enthusiasts and moderates,
cheerleaders and thinkers. Any business that leans heavily on a
narrow base is unstable.

Network marketing is no different. Cast your net beyond
familiar, easy, or obvious targets. When you broaden the range
and the number of people you recruit, your business will be less
vulnerable to the performance, behavior, and whims of a few.
The more diverse your organization, the more welcoming it will
be to a wider demographic.



CHAPTETR EI GHT

Recruiting Your Customers

THE FIRST PLACE TO LOOK for recruits is among your existing cus-
tomers. More than half of all new recruits come through the door
marked customers. They used and loved the product before they
started selling it.

Shoppers are spoilt for choice. Whether they are looking for
quality, quantity, or a bargain, there is a product and a price
to suit. They’re more knowledgeable, more discerning, and less
susceptible to spin.

You can safely assume when someone chooses to buy your
product that he or she likes it. You can also safely assume the
person likes you or he or she wouldn't be buying from you.

The best promotion for any product is word-of-mouth en-
dorsement from people who have used and liked the products.
And network marketing is no different—except for one signiﬁ—
cant detail. Traditional marketers do not pay people who pro-
mote their products, but network marketers do. Where better to
look for people to sell your products than among the people
already using them?

45



46 IDENTIFY YOUR BEST PROSPECTS *

Not all will become movers and shakers, but you need loyal
users as much as you need business builders. Industry statistics
indicate that seven out of ten representatives will always be small
players. Don't let this deter you from signing up your customers.
Small players account for a high percentage of sales in most net-
work marketing organizations. Because you are paid on the total
sales generated by your organization, it doesn’t matter how many
representatives contribute to your volume. The more the merrier.

Network marketers fall into five categories:

1. Home buyers. They join to purchase products for their
own use at wholesale prices. Home buyers are motivated by the
discounts they receive for buying directly and the convenience of
home delivery. Enhancements such as the auto‘shipping of orders
direct from the corporation to the customer have dramatically
increased the number of home buyers.

2. Cheerleaders. As well as buying products for their per-
sonal use, cheerleaders service a small circle of close friends and
family members. Cheerleaders are motivated by a love of the
product and by the opportunity to buy their own products
cheaper or to get them free.

3. Representatives. These active sellers are motivated by the
income they earn selling to a regular base of customers through
parties and networking.

4. Managers. These star representatives earn regular income
and rewards, including cars and vacations for servicing their own
customers and for recruiting and training other representatives to
do the same.

5. Business Builders. The focus of these top income earners
is ﬁnding and developing managers. Business builders are moti-
vated by the recognition, income, and rewards they enjoy from
the large volume of products sold through their downline organi-
zation. They are the role models who inspire others to aim high.
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Although customers join for different reasons and with differ-
ent aspirations, what they have in common is a love of your
product. This makes every customer a hot prospect.

The following seven steps will turn more of your customers
into your recruits:

1. Service them consistently. The big payoff for servicing
your customers is gaining recruits. Be proactive. Don't wait for
your customers to call you. When a product your customer likes
comes on special or a new product is launched, contact the person
immediately. Be sure to let the customer know he or she was first
on your list.

If you have too many customers to call every month, stay in
touch by post and e-mail. If your company offers an automated
customer newsletter service, subscribe to it. Anything that keeps
your name in front of your customers is good value. Spontaneous
gestures such as birthday cards and thank-you notes tell your
customers they are appreciated. Never underestimate the power
of a personal note or a free sample to show you appreciate their
business.

The more contact you have with your customers, the easier
it will be to decide when to approach them and to tailor your
approach to fit their circumstances. Because you have established
a relationship, they will be more receptive to your business call
when it comes.

2. Take every opportunity to sow seeds about the busi-
ness. Use a well-timed sentence or two in every call. Don't be
heavy-handed. You can say a lot in a few seconds. Every seed
should address a different aspect of the business, such as the
following examples:

“I love helping people buy their products direct and [company

name] is such a fun company to work with.”

“I was looking for a part-time job and never imagined I would
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find a career as rewarding as this. I love the freedom of
working when I choose and with whom I choose.”

“Working from home means I can deduct my expenses off my
income tax.”

3. Keep your antenna up for champions. Ask your custom-
ers for feedback. If they say, “I love the products,” you should
respond, “I love them too. That why I chose [company name]
when I started my business. I can't believe I get paid for recom-
mending products I love using myself.”

Keep in mind not everyone likes to shout from the rooftops
about their favorite products. Only by inviting feedback from all
your customers will you find your cheerleaders and your quiet
enthusiasts, and start the process of bringing them into the busi-
ness. You can afford to take it gentiy. Your customers’ intentions
when they start may not indicate their true potential. Industry
surveys suggest as many as 90 percent of direct sellers start with
small or short-term goals in mind. Customers who intend to be
home buyers may blossom into productive sellers or even manag-
ers once they have had a taste of the business and the benefit of
your inspiring leadership, training, and support.

4. When pou gauge the time is right to make your ap-
proach, don’t rush in. Start the call with a simple, “First of all, I
want to thank you for being one of my favorite customers,” and
you will set the right tone.

Continue with a genuine, sincere compliment, such as, “I al-
ways look forward to talking with you. You are so enthusiastic/
approachable.”

Be direct when you explain why you're calling. You might ask,
“Have you ever thought about becoming a representative? Of all
my customers, you are someone I would really like to work with.”
Or, “T am always looking for role models/enthusiasts like you.” If
the answer is yes, you are on your way.

5. Listen carefully. If the prospect says, “Yes, but . ..,” or,

“Not me,” you are about to learn valuable information. Listen
without interrupting so that you know what the sticking point is.
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A response of “I couldn’t do that” may signal a lack of confi-
dence. Avoid the temptation to dismiss the prospect’s concerns.
“Yes you could!” is a poor answer, as it tramples on his or her
feelings, and that is not going to win you any points. Asking,
“What makes you think that?” shows genuine interest.

A response of “It's not my thing” is an opportunity to turn
the conversation to your prospect’s past jobs. You might ask the
following questions:

“What is the best job you've had?”
“What did you like about it?”
“What was the worst? Why?”
“What's your perfect job?”

6. Tailor your approach to suit your customer’s personal-
ity. For example, if your customer is a bright spark, you may like
to try a creative approach.

You might try this approach: “How would you like to come
to Maui? The company just launched a promotion and anyone
who qualifies gets to go free! A few of us are working toward it
and having a live wire like you along would be great.”

The objective of the call is to set up an interview, not to sell
the business, so don't get so carried away with enthusiasm that
you start overselling. If the conversation is going well—stop it.
The peak of the conversation is the perfect time to say, “Let’s
meet for half an hour so we can talk more. This business isn’t for
everyone, but I have a feeling you would be a great fit. We cer-
tainly need people with your credibility/passion. But you'll know
in a few minutes if it is for you.”

You have complimented your prospects and taken the stress
out of the approach by making it clear you are not going to
pressure the person. Even if the person declines, he or she will be
flattered to have been singled out.

7. Don'’t sign your customers up as home buyers and stop
contacting them once they start ordering direct. When your
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customer signs, a completely new relationship begins. Once they’re
on the first step of the ladder, you can take them up step by step.

To turn a customer into a home buyer, you might say, “You
are one of my best customers. How would you like to buy your
products wholesale?”

To turn a home buyer into a cheerleader, you might say, “Did
you know you could earn enough to get your products free, just
by servicing a few customers?”

To turn a cheerleader into a representative, let the person
know you are impressed by his or her sales. After a few months
of consistent orders, you might say, “You are a natural seller,” or
“Your enthusiasm is contagious. How would you like to earn an
extra $500 a month?”

From representative to manager is a short step up the ladder,
because the only difference is learning to share enthusiasm and
skills with others. You can say, “Let's meet up next week. I want
to talk to you about taking your business a step further. You
would make a great manager.”

You won't have problems turning managers into business
builders. Expose them to the benefits enjoyed by the top income
earners, and the cream will rise to the top.
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Recruiting at Parties

IF YOU ARE A PARTY PLANNER, there is no better place to find new
recruits than at parties. Whether you call them shows, classes,
presentations, group consultations, experiences, or demonstra-
tions, parties are a prime location for ﬁnding new people. Regard-
less of how much effort you put into it, you will never have a
better opportunity to recruit.

Parties are great recruitment opportunities because the people
who go to parties are the same people who host parties and who
start their own party plan businesses. Your prospects have already
qualified themselves by attending the party. And here is the best
part. You'll earn income on your sales while you prospect for new
recruits, so you can't lose.

If you are not a party planner, don't skip this chapter. Service
clubs, church groups, community organizations, and professional
associations all need speakers with an interesting, topical story to
tell. You can adapt these ideas to any group situation.

There could be any number of reasons why your guest is at

the party, including:
51
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* She loves going to parties.

# She is your hostess’s best friend.

* There was nothing on television.

# She is the victim of emotional blackmail (“I came to your
party ...").

# She is interested in your products.

# She is already a customer and wants to reorder.

# She wants a night away from her husband and kids.

* She couldn’t come up with an excuse.

#* She is thinking about hosting her own party.

* She is looking for a part-time job.

* She is considering a full-time business.

* Everyone else in her circle was going.

All you can count on is that there will be as many reasons as
there are guests. It doesn’t matter why she is there. You have a
captive audience and an incredible opportunity to interest people
in your business. Every guest is a potential recruit, from your
prime prospect the hostess to the accidental prospect who never
considered the business until you planted those seeds.

Follow these twelve steps to turn every party into a recruiting
fest.

Step One

Approach every party with a prospecting mind-set. From the mo-
ment you make the booking, as you coach your hostess, prepare
for your party, drive to the house, unload the car, and walk up
to the door, focus on your goal: “I will identify three prospects
and one of them will become my next recruit.”
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Step Two

The more guests in the room the better your chance of finding
prospects, so do whatever it takes to increase numbers. Use your
Host Rewards program to motivate your hostess, help her with
the invitation list, and tempt her with extra gifts—do whatever
it takes to fill the room.

If numbers are small, encourage your hostess to think of peo-
ple she may have overlooked.

“Have you invited your son’s teacher/boss’s wife?”
“What about your children’s friends? Perhaps their parents may
like to get to know you a little better.”

“Is there someone at the golf club/book club/church you espe-
cially like?”

Keep your hostess motivated by asking, “Have you chosen the
free products you want? I want you to have as much as possible.”

Small numbers are better than none, so if your hostess is
struggling to get numbers or suggests postponing, say, “Don’t
worry. I reserved the date for you and it would be hard to book
another party at short notice. We'll have fun even if numbers are
small. Have you thought about inviting your hairdresser, doctor,
or sister-in-law? Has a new neighbor moved into the area? Is
there someone at the gym who seems friendly? What about the
receptionist?”

Offer last-minute incentives to encourage your hostess to pull
out all the stops, by saying:

“If you find two more guests, I will give you [extra gift or a

discount voucher]
“Let guests know I have a gift for anyone who brings a friend.”

The number-one reason confirmed guests become no-shows
is that they forget to attend. Reduce that risk with an e-mail to
guests the night before your party along these lines:
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Hi Grace,

Thank you for coming to Samantha’s party. I am looking forward to
meeting you. You are about to experience [add a sentence that high-
lights the best part of the party].

See you on Thursday at 7 p.m. I know your time is valuable, so we will
be finished by 8.30 p.m.

Sarah

P.S. Bring a guest who has not already been invited, and I have a special
gift for you.

Call guests without an e-mail address, leaving a voice mail
message if they do not answer.

Step Three

Prepare to recruit. Take at least three business packs to the party
with information on your opportunity and a gift that will increase
the eye appeal, such as an inexpensive novelty item (scoot around
your local discount store and you'll spot some bargains) or your
own products purchased when they were on special. Display the
packs in a colorful bag, basket, or gift box and make sure you
position them prominently at the party.

Not only will the packs be a powerful visual reminder that
your top priority is to identify prospects to give them to, they
also will attract the guests” attention.

Step Four

As you set up, ask your hostess which guests she thinks would
make great party planners. The more information you have, the
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better your chances of making a connection. For each name she
mentions, you should ask, “What made you choose her?”

Step Five

Start recruiting the moment the first guest walks through the
door. As you greet each arrival think, “Is this my next prospect?”

We all like people who like us, so be warm and interested.
What you learn will be the basis of the seeds you plant through-
out your presentation and cultivate during your one-on-one time

at the end Of the party. ASk yourselfz

“Who will I enjoy working with most?”

“Who looks the most interesting?”

“Who looks the most interested?”

“Who is the friendliest?”

“Who looks like he or she needs to change jobs?”
“Who is pregnant?”

Step Six

After you have thanked your hostess and welcomed guests, play
this icebreaker game to identify your hottest prospect—the ulti-
mate partygoer. When you explain the winner will receive one
of your eye—catching gift packs, you can guarantee everyone will
participate.

The game takes only a few minutes to play, and you can
adapt the questions to suit your audience. Make sure all guests
have a pen and paper, and invite them to award themselves points
as follows:

#* One point for each party you have been to in the last two
years.
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* Two points for each party you have been to in the last six
months.

# Three points for each party you have hosted.
#* Five points for parties you hosted in the last six months.

* Three points if anyone has ever approached you about a
direct selling business.

#* Double those points if you seriously considered it.

#* Five points if you have been a representative for any direct
selling company.

The guest with the most points wins. When you give the
guest the gift pack, be open and enthusiastic about what is in it.
Tell the winner, “Congratulations! You have won [this amazing
body scrub] and I have popped in some information about our
company that I think you will find interesting.”

You have identified your first prospect: the social person who
loves to attend and host parties. It's a short step from hosting to
selling, and you can pursue that track the next day. Two to go.

Step Seven

Make the party a compelling commercial for your business. No
one will complain if the commercial is entertaining and informa-
tive! You are there to showcase your products, but that is the
easy part. Recruiting takes a little more skill.

Pepper your presentation with a variety of minicommercials
for your business. Introduce the commercials smoothly into the
fow of your product presentation, keeping each one short and to
the point.

“I love this business because everybody wins. Our customers get
great products at great prices, our hostesses get free prod-
ucts for hosting the party, and I get to work with these
amazing products.”
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“The company backs us all the way. The training is incredible

and we all get together once a year at our annual convention.
I've never had a job that’s so much fun.”

“Most of us work part-time; some of us on top of a regular job.

But we're finding more people are looking for a complete
change of career and want to work the business full-time.
Everyone is different, and that is the beauty of being self-
employed—you choose the hours that suit you.”

Make sure your commercials address different aspects of the
business. We all have different hot buttons. The more buttons
you push, the greater your chances of connecting with more

guests.

*

*

A college student may be eager to earn money over the
summer or to pay off a student loan.

A business complementing an existing business—for ex-
ample, nutrition products for a health practitioner or
skin-care products for an aesthetician—will make sense
to an entrepreneut.

A monthly car allowance will start someone who needs a
new car thinking about the advantages of her own busi-
ness. “Who gets to drive a company car? Who wishes she
did?”

Anyone who loves to travel will be excited by free vaca-
tions. “I am working toward a free trip to the Bahamas
and my husband gets to come along as well. Does anyone
here work for a company that pays for her annual vaca-
tion?”

A part-time job will appeal to someone with cash-flow
problems (think holidays, tax time, school fees, or unex-

pected bills).

“When my son Mason was born we had over $8,000 on our

credit card. It was costing us $1,600 a year in interest! I
managed to pay off the card doing just two parties a week.”
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You can cover an endless number of benefits when you keep
your commercials short:

“The best part is being able to spend time with my family, and
have time to myself, doing what I love doing.”

“My skin has never looked better.”

“I lost five pounds in the first week.”

Support your stories with facts:

“Everyone receives training in the basics to help them get
started, but the training never stops.”

“Please feel free take a look at my training manual.” Take your
manual to every party to give you a lead-in to the person
who is the most interested. “I noticed you looking through
my manual . . .”

Don't shy away from talking about money. All workers are
paid for their efforts. Instead of earning a salary, you have chosen
to be rewarded for your results. People will applaud your initia-
tive and someone in the group may think, “Tt sounds fabulous—I
wonder if I could do what she is doing?”

Step Eight

In the following chapters, you will discover how wide-reaching
your prospect base is and the best recipients for your packs.
However, a quick and easy way to encourage a hot prospect to
identify herself is to ask, “Who tried out for the cheerleading
squad?”’

Here is a promise. Your cheerleaders will volunteer the infor-
mation faster than you can say “pom-pom.” Think for a minute.
Party planning fits the fun-loving, attention-seeking cheerleader
personality like a glove. If she’s a mom, you can bet she is missing
the fun and the thrill. One simple question and a red-hot pros-
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pect has just identified herself. You'll have no problem identifying
prospects if you stay focused. Don't forget to note which guests
receive the business packs, as you explain why you chose them.

“When Tayla starts school next week, this could be the ideal job
for you. I started when my son Brayden went to school so I
could pick him up every day.”

“This is for you for asking such great questions.”

“You look amazing in that outfit. I wish all my customers could
see you modeling it.”

“You have helped us all have such fun tonight.”

Step Nine

Close with an invitation to consider the business, adding specific
information about how the business works. “If you've had fun
tonight, you should think about doing what I do. All it costs to
start is $[. . .] and you are in business! You choose how much
you earn. Whether you want to earn a few dollars doing one
party a week or work toward a six—ﬁgure income is up to you."

Step Ten

Use your one-on-one time to connect with the guests who show
the most potential.

“Catherine, have you ever thought about doing this? Of every-
one here tonight, you would make the best [consultant/represen-
tative/distributor].” You can bet Catherine will ask, “Why do you
say that?”

Your sincere response might be:

“You have a great way with people. Everyone seems to like you.”
“You have such fabulous skin.”

“You have such an enthusiastic personality.”
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“You obviously know a lot about health.”
“You have always been a successful businessperson.”

“I can really see you doing this. You are such fun.”

Don't neglect guests who didn’t come up on your radar dur-
ing your presentation.

“Thanks for coming tonight. It has been great getting to know
you. What do you usually do Tuesday nights?”

“I can’t wait to hear what you think of our products. May I call
you next week?”

“Thanks so much for coming tonight. Samantha told me how

busy you are. Where do you work?”

Don't hesitate to approach anyone who qualifies. I cannot
begin to tell you how many times a new recruit has said to me,
“T've been to lots of parties but no one ever asked me before.”

Step Eleven

As you total up the party sales, invite your hostess to join and
say, “You did a great job tonight. What interesting/lively friends
you have.” When she replies, “Thanks,” you should ask, “Do you
know what the hardest part about tonight was?”

You can guarantee she'll ask, “No, what?”

Tell her, “The part you did. Getting people along is the hard-
est part and you did a great job. All I did was show up and have
a great time meeting a bunch of interesting people.” Hand her a
pack. “I saved this one for you. Did you know if even half the
people who came tonight gave you a party, you would [pay off
your starter kit, for example]? Our average sale per party is $[. . .]
so you would make around $[. . .] and your sales would count
toward that free cruise to the Bahamas I was talking about. Can
you imagine it?”
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Step Twelve

When you call the people who received the packs, try these
phrases guaranteed to impress your prospect openers:

“Hi Grace. Thanks for coming last night. It was great to meet
you and I have to tell you, if you hadn’t won the pack I would
have given you one anyway.”

She will almost certainly ask, “Why?” You should respond,

“Because . . .” and have a sincere reason ready, such as:

“. .. I think you would be fun to work with.”

“. . . being a teacher gives you instant credibility.”

“...Ilove your energy/enthusiasm. Who wouldn’t want to work
with you?”

‘

‘. . . you did most of my job for me. I think you are a natural.”

Follow with, “Have you had a chance to read the information
I included in the pack?” to help get the conversation flowing.

The objective of the call is to get the interview, not to sell the
business, so keep it light and offer your prospect an escape route
so she doesn't feel pressured. You might say, ‘1 would love to
meet you for half an hour so I can tell you more about it. It's
your call, but you'll never know if you don’t hear me out. It would
be great to see you again, regardless of what you decide.”

If you keep it light, compliment your prospects, and make it
clear you are not going to pressure them, they will be fattered
you approached them, even if they decline.
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Approaching People Who Need the Money

THERE IS A DARK CLOUD over the American dream, and it is getting
darker. The gap between what most people have in life and what
they need is widening, and that makes almost everybody a hot
prospect. The U.S. Census Bureau publishes alarming figures of
homeowners defaulting on their mortgage payments. Forty-seven
million Americans have no health insurance and eighteen thou-
sand die every year because of it.

Americans without a college education are struggling to ad-
just to lower wages, harsher working conditions, and reduced
benefits.

Retirement is a bleak outlook for many Americans. Far too
many retirees will depend on Social Security as their only source
of income, which will deny them a decent standard of living.

Even people saving for retirement could be in for a harsh
reality check. Half a million dollars invested at 5 percent yields
only $25,000 a year—before tax! At best, that will fund only a
modest lifestyle. A million dollars on top of a mortgage-free
house is closer to the mark when you factor in escalating living
expenses.

62
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Need isn't the only angle to consider. Greed is another. Mate-
rialism is rampant in our society. Marketers tempt us with an
endless flow of new styles and designs, and we fall for it hook,
line, and sinker. No sooner do we buy the latest gadget than a
better model catches our eye. We pay off our home, only to start
dreaming of a vacation home. We return from the trip of a life-
time and an enticing travel offer in the mailbox starts us dreaming
again.

Even people who appear wealthy may need money more than
appearances suggest. The impressive house, late-model car, and
golf club membership may be stressing someone who has run up
considerable debt to acquire them. Millions of Americans are
living in a fool's paradise and are about to find out how much
easier it is to get into debt than out of it.

The dark cloud has a silver lining! It's your business opportu-
nity. Most people could dramatically change their financial situa-
tions with a small home-based business to supplement their
household income.

How do you find and approach prospects who need money?

You expose their poverty gap. No one is going to buy an
aspirin unless he has a headache. If you can get your prospects
thinking about what they don’t have, or what they could have
with a few more dollars in their wallets, you have a good chance
of recruiting them.

Our fear of loss is greater than our desire for gain. Fears of
never owning their own home, not having enough to live on when
they retire, even having less than their friends and neighbors, can
all prompt people to think seriously about a business.

The number-one reason people start a business is extra in-
come. If you want them signing with you, find out what is miss-
ing in their lives and offer a way to provide it.

Your message has power. Ask, “Why max out your credit
cards or use your home as an ATM when a part-time business
could provide what you want, debt-free?”

Network marketing is the perfect vehicle to earn funds for
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college or retirement, pay for expensive indulgences, or reduce
debt. Most bankruptcies could be avoided with an extra $50 a
week. Starting a network marketing or party plan business, even
if it is only to service a few friends and family members, could
save your prospect from hitting rock bottom.

Swamping your prospects with predictions of financial melt-
down is not the answer. Let your prospects discover for them-
selves they need more money, by asking the right questions.

“How much difference would an extra $50 a week make to your
life?”

“How much difference would an extra $500 a month make to
your life?”

“Does your job pay enough for you to live the life you want?”

“If you had $10,000 to spend, what would you buy?”

“What's your ideal annual income?”

“What difference would that income make to your life?”

“What do you want to do when you retire?”

“How much do you need to maintain your current lifestyle when
you retire?”

Of course, you are not going to ask all the questions. Asking
a twenty-year-old to think about retirement is as smart as asking
a sixty—year—old if he yearns for an iPhone. The more skilled
you are at asking questions that match your prospects’ current
priorities, the better your chances of exposing their “poverty gap,”
or the difference between what they have and what they want in
their lives.

You will increase your chance of your new recruit performing
if you focus on prospects with the desire and the drive to succeed.

If you line all 300 million Americans in a row, with the rich-
est at one end and the poorest at the other, here is what you will

find:
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* Approximately 5 percent are wealthy. We'll call them
Group One.

* Approximately 20 percent are reasonably well off. We'll
call them Group Two.

* Approximately 50 percent are average earners. We'll call

them Group Three.

*

Approximately 20 percent are struggling. We'l call them
Group Four.

* Approximately 5 percent are poor. We'll call them Group

Five.

Which are your best prospects?

Not Group One. Even if they want more money, they have
almost infinite ways to get it.

Group Two? Possibly. They may have ambitions to move
into the highest echelon of income earners. However, industry
statistics suggest few of our producers start from that group (al-
though many enter Groups One and Two through their network
marketing or party plan business).

Group Three? Absolutely. The real income of the average
hardworking American is slipping. They are working harder, but
the rising cost of living is keeping them from reaching financial
security.

They'll be interested in how to supplement their incomes and
how to take advantage of the tax breaks that come with running
a home-based business. This group is upwardly mobile, and you
have the perfect vehicle for them to get where they want to be.

What about Group Four? These low-average earners are
struggling to make ends meet. They share many characteristics
with those in Group Three, but they may lack the education or
skills to get a better job. Some have been dragged into debt due
to misjudgments or misfortune. Healthcare costs are the leading
cause of bankruptcy.



66 IDENTIFY YOUR BEST PROSPECTS *

These low-paid workers deserve a chance to live a better life,
and you have a way to help them achieve it. Regardless of prior
education, skills, and experiences, anyone with the courage, deter-
mination, and drive to succeed can build a proﬁtable business.

Few network marketers come from the 5 percent of income
earners in Group Five. When you prospect based on income
needs, set your sights on the 70 percent of the population who
fall into the middle and lower-middle range of income earners.



CHAPTETR ELEVEN

Turning Parents On fo Your Business
Opportunity

IF THERE IS A MATCH MADE IN HEAVEN, it is parenting and network
marketing.

Children may be priceless, but they also are expensive. From
diapers, food, and clothing to education, sports, and vacations,
there is no cheap way to raise a family. The U.S. Census Bureau
reports it costs between $140,000 and $300,000 to raise a child
to the age of eighteen, with an average price tag of $200,000. And
that is before college fees, weddings, and coming-of-age celebra-
tions kick in.

The majority of households are two-income families because
few single incomes stretch far enough to provide for a family. But
working when their children are young puts many parents in an
emotional tug~of~war.

Too many think their choices are narrow—either go to work
or be a stay-at-home mom. It doesn’t have to be that way. “Mom-
preneurs” can blend both roles. Network marketing is an ideal
way to supplement the family income when it is not feasible for
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both parents to work outside the home. Here are reasons that
attract parents to the business.

Family First

Children thrive with their parents at home. The first years shape
the rest of a child’s life. School-age children who come home each
day to a mom or dad are happier and more secure. It is also
important to be around when children hit the chaﬂenging teen
years.

Believe me when I say it's impossible to leave children in day
care while you work outside the home and not feel guilty. There
are no second chances when it comes to parenting. The precious
years when children are young can never be relived.

The Pew Research Center reports only 28 percent of working
moms surveyed think they are doing a good job of parenting.
Although 60 percent said a part-time job would suit them best,
only 24 percent actually have part-time jobs. The last census
showed 70 percent of women with children under the age of
fifteen worked outside the home. Is that opportunity I hear
knocking?

You have a lot to offer parents. Outside of network market-
ing, few _jobs offer the Hexibﬂity that allows parents to juggle work
and family. Employers who accommodate their workers’ family
schedules are rare. Most jobs with flexible hours fall into the
minimum- or low—wage category.

Network marketing parents can give children their full atten-
tion without sacrificing extra income. Mompreneurs can schedule
time for family activities before their business and can always re-
schedule when the need arises. “Family first” is the creed of a
network marketing or party plan business.

Earning What You Deserve

The reality is that “work” doesn’t work for most mothers. Becom-
ing a mother means taking a lifetime pay cut. Surveys reveal tak-
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ing as few as three years off from work will be penalized by a 37
percent reduction in income.

Not only is the workplace prejudiced against anyone who
takes a break from work to raise kids, but it can be harder to find
work. A recent investigation revealed résumés hinting at mother-
hood, such as being active in the Parent Teachers Association,
cut the chance of getting the job by 44 percent.

It's not just about mothers. It's dawning on many absentee
fathers that their children are growing up without them. The
daily commute on top of long working hours means some fathers
see their children only on weekends.

Network marketing is different in every way. It does not in-
trude on family time, costs almost nothing to start, and is self-
funding as it grows. Network marketers don't have to pay exorbi-
tant daycare costs, so the money stays where it is earned.

Once you have built an organization of productive people,
you continue to earn even when you're not actively working. You
could be watching your daughter star in her school play or cheer-
ing from the sidelines when your son scores a goal, while your
downline distributors are out working,

A Confidence Boost

As rewarding as parenting is, it demands a dramatic change of
lifestyle. Your most-read book becomes The Very Hungry Caterpil-
lar, and you are pushed to find a skirt without tiny greasy finger-
prints on it.

Giving up activities you used to enjoy can lead to a drop in
self-esteem. A network marketing business can help parents re-
gain what may be missing in their lives—the chance to make new
friends, master new skills, and for some housebound moms, the
opportunity and income to dress up once in a while!

Parents who work from home are great role models. Who
doesn’t want her kids to learn independence and self-reliance?
Children who experience how a business works from the inside
will have a head start when they start their own businesses.
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Life After Kids

The U.S. Census Bureau claims that most of us can expect live
till we're seventy—eight years old, so many parents will have half
their lives ahead of them once their children turn eighteen. That's
a long time to play tennis, golf, or bingo.

Network marketing accommodates all ages and backgrounds.
You can start small when the kids are young and fire up the
business up when they leave for college.

A good friend once told me, “There are two gifts you can
give your kids. The first is a good education and the second is to
ensure they're not worrying about you when they leave home.”

Empty nesters with few outside interests may place unrealistic
expectations on their kids at a time they are preoccupied with
raising their own families. Do we want our kids to visit because
they want to—or because they feel they should? Parents with
adult children could discover a whole new world when they start
their network marketing business.

No two parents will have the same priorities. For some, it
may be as simple as paying for a college education. For others, it
will be the high price they're paying for allowing their children to
grow up while they are tied to the office. You will come across
parents who don’t need the money but are looking for a social
outlet or the stimulation of a fresh challenge.

The secret to turning parents on to your opportunity is to
push all the buttons and see which ones are hot.

Network marketing is discrimination-free. Whatever their
family circumstances, parents will find their niche. The whole
family can make a contribution and everyone can share in the
rewards.

Parents are joining the business in droves. Capitalize on the
trend by positioning your opportunity as the ultimate family
business.



CHAPTETR TWETLVWVE

|dentifying Hot Prospects by Their Careers

MANY OF YOUR PROSPECTS already have careers. Those careers not
only are excellent pointers to great prospects, but also will tell
you how to approach them.

Prospects whose existing careers match the training and skills
needed in network marketing or a party plan business have a
higher—than—average chance of succeeding. All they have to do is
apply the skills they have already learned in their other jobs. No
retraining needed!

The following jobs are already overwhelmingly represented in
this industry, so make them the first place you look for prospects.

Teachers

The fact that teachers are highly represented in the industry
comes as no surprise. Teachers are organizers and self-starters.
They know how to set goals and plan a strategy to produce the
outcome they want. Teachers are comfortable in front of an audi-
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ence, and it's where they like to be. Their above~average commu-
nication skills make them persuasive marketers.

What would switch a teacher to your opportunity? Teaching
is highly demanding. There is increasing pressure on teachers’
time. Many have to cope with crowded classrooms, students
needing help with basic skills, and behavioral problems. Health
and safety compliance issues are adding more to their workload.

Many teachers chose teaching for the flexible hours and vaca-
tions that suited them and their families. Network marketing
offers even more flexibility.

Ask teachers if they think they're overworked, undervalued,
and underpaid and you will get a resounding “Yes!” No wonder
they look for a life after the classroom and find it in our industry.

Artists

Artists aren’t typically thought of as great businesspeople, but
this is an unfortunate stereotype. Creative people are attracted to
and embrace the creativity of the business. They think outside
the box, and they love to express themselves. There’s more than
a little showmanship in being a party planner or network mar-
keter, and this is an area at which artists excel.

You can count on a willing ear when you approach artists,
because they probably need the money, and they certainly need
flexibility so they can pursue their creative talents. Artists are
passionate about what they do, and they love the recognition that
goes with success.

Take a broad-brush approach to ﬁnding artistic prospects.
Think painters, craftspeople, singers, landscapers, performers,
sculptors, florists, chefs, dancers, actors, writers, poets, photogra-
phers, scrapbookers, and musicians. Anyone whose full-time job
or part-time interest is creative expression will bask in the entre-
preneurial, encouraging, and supportive environment of network
marketing.
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Nurses

Nurses are drawn to network marketing for good reason. Anyone
who represents the caring profession is nurturing, supportive, and
hardworking, Their genuine desire to help others indicates a per-
fect fit for this business.

Nurses are under incredible pressure—a healthcare system in
chaos is not a healthy environment to work in. Erratic hours,
chronic staff shortages, the risk of contagious diseases, and in-
creasing demands on their time can easily lead to stress, exhaus-
tion, and burnout.

Network marketing is an opportunity to make a worthwhile
contribution without sacrificing your own sanity. Their natural
empathy helps nurses build strong relationships, and their genu-
ine desire to help others makes them nurturing leaders.

Engineers

Engineers have the best of both worlds when it comes to network
marketing. They are both creative and disciplined.

Visionary engineers are quick to spot the potential of the
business, and their focus and discipline makes them natural busi-
ness builders. Network marketing offers them more scope for
social activities and more recognition for their talents. No wonder
engineers are attracted to and prosper in network marketing.

Salespeople

People in sales will be ripe for your approach. Their charismatic,
persuasive personalities are a great fit and they are motivated by
the reward-for-results nature of the business.

Naturally competitive and motivated, salespeople love the rec-
ognition that comes with success. Their enthusiasm, energy, and

drive will rub off on the people they work with.
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Why network marketing? Car, realty, insurance, and other
sales professionals’ average earnings don't come close to matching
your high-income, high-reward opportunity. Don't be afraid to
openly compare compensation plans and earnings, not just for
the average performer but also the highest achievers.

Health Professionals

Across the board—from doctors, dentists, chiropractors, psy-
chologists, and therapists to dermatologists, naturopaths, homeo-
paths, and physiotherapists—health professionals have the
credibility and the confidence to build successful network market-
ing businesses.

The most glaring shortcoming of healthcare jobs is time. In-
come is pegged to the number of hours worked or appointments
held. When the last patient walks out the door each day, the
income stops. Another shortcoming is the rising cost of liability
insurance, which is cutting deeply into the profits of health pro-
fessionals.

Network marketing is different on all counts. It costs little to
start and run, and there is no major liability insurance required.
Although it takes time and dedication to build a business, the
rewards continue to flow through the residual income you earn
from your downline organization.

Health professionals enjoy high levels of respect and admira-
tion. That credibility carries over into their network marketing
business. They can blend both careers. Nutritional and even skin-
care products can complement an existing health business, espe-
cially as the focus moves toward preventive health management.

Support Professionals

Career counselors, service professionals, and human resource
managers feature high on the list of professions represented’
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Their training gives them a head start when it comes to under-
standing and mentoring their recruits. They are hardworking.
They have advanced interpersonal training and skills. What bet-
ter qualities could you have to start your own business?

Now that you know which jobs indicate skills that suggest a
perfect fit for direct selling and the circumstances that indicate a
change may be on the cards, how do you approach people based

on their jobs? Try these ideas for starters:

* Keep your antenna up for people who work in jobs that
best fit your opportunity. Make it a habit to ask everyone you
meet, “What do you do?” Asking someone about his or her job
Is an easy conversation starter.

If the person responds, “Nurse [or artist, or . ..],” say, “That’s
interesting, [Nurses] do very well in my business.” You can al-
most guarantee the response will be, “What do you do?” and you
can take it from there.

* If you are a party planner, ask every guest at every party
to say what he or she does. Find a match and consider that guest
a prospect. Either hand the person one of your business packs or
say, “You're a realtor? I have something to talk to you about
later.” At the very least, the person will be intrigued to hear you
out when you call and say, “I'm very interested in your take on
my business.”

# Scroll through your contacts list looking for people who
work in one of the promising jobs. Call and say, “I just discovered
something that may interest you. Did you know we have more
teachers in my business than most other professions?" You can
bet the response will be, “Why is that?” and you have your invita-
tion to explain.

* You have a dream opener if you and your prospects have
or had the same job. You already talk the same language and the
person will be interested in your reasons for switching or for
choosing to supplement your career with a network marketing
business. You can say, “I used to be [your past job] before I
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started my business—now I earn as much in two hours as I used
to earn in two days. Plus, I hated the office politics. Everyone is
so supportive and friendly here.”

#* Consider running an opportunity event or business semi-
nar that targets a specific group of professionals. Make sure your
speakers come from careers respected by your target audience.
We relate to people who share our background, and there is
no better testimony than from someone who has walked in our
shoes.

# Make it easy to test the waters. Your prospects don't have
to give up their regular jobs if they are interested. Teachers can
start a business during their summer vacation. Health profession—
als can test the products” appeal to existing patients. Most people
can find a spare hour a day if the motivation is high enough. If it
goes well, there may come a time they decide to switch jobs and
work the business full-time. And there’s your next superstar!



CHAPTETR THIRTEEN

Connecting with People Who Have Been in
the Business Before

HERE IS SOME GOOD NEWS. Every single day twenty—ﬁve thousand
new representatives start a direct selling business in the United
States, and approximately eighty thousand sign up worldwide.
Such an impressive number will give you a huge confidence boost
when you are prospecting.

The news gets better. Half of these new recruits will leave
the business in the first three months.

And the news gets even better: Four out of five will be gone
by the end of the first year.

How is this good news? It's good news because it shows there
is a vast reservoir of people who were excited enough in the busi-
ness to give it a try.

There could be any number of reasons why it didn't work for
them the first time, or even second time around:

* They didn't have clear goals.

* They weren't motivated enough to give it their best shot.

77



78 IDENTIFY YOUR BEST PROSPECTS *

#* The company they chose wasn't right.

* They couldn’t summon enough enthusiasm for the prod-
ucts.

#* The training didn’t meet their needs.
#* The timing was wrong.

# They didn't survive the transition from selling to family
and friends to selling to the outside world.

# Their sponsors didn't give them the support they needed.
* They moved to a new town.

# They were overcommitted or too many distractions got
in the way.

# They got ill, or pregnant, or preoccupied with a new baby.

Perhaps, much like 90 percent of the people who start a direct
selling business, they joined with a short-term goal and drifted
away once they had achieved it.

The point is that it doesn’t matter why they left. What mat-
ters is they joined in the first place. Most people do not investi-
gate a range of companies before they sign. Many sign
impulsively, with little thought as to whether the company or the
products are right for them.

It is easy to get it wrong the first time—choosing the wrong
company or failing to get the business off the ground.

The good news for you is the mistake cost them nothing. The
value of the products and support new representatives receive far
outweighs the cost of the starter kit. There is no reason why your
prospects will have bad feelings about the business, and no reason
they should not try again, with a different company, a different
product range, and a different sponsor—you.

Circumstances change, and they can change dramatically. A
spouse may lose a job, a car may need replacing, or the house
may need remodeling.

Some people reach a point when their priorities change. More
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and more road warriors are questioning the toll that traveling
takes on their health and personal lives.

Now consider how many were approached, but declined. Ten
times the number of those who start is a realistic estimate.

How many of the “no’s” were 100 percent convinced the busi-
ness wasn't for them? Many factors may have influenced their
decision—the credibility, likeability, or skill of the person who
approached them; the appeal of the products they represented;
and their personal circumstances at the time they were ap-
proached.

“No” may have meant, “Not with you,” “Not with your com-
pany,” “Not now,” or “Not enough information.”

The decision will not have been black or white, but some-
where in the vast realm of gray.

Nothing stays the same. That was then, this is now! Everyone
who has been in the business before, or even considered it, is ripe
for re-signing. These five steps will help you bring them into your
organization:

1. Ask every person you meet if he or she has ever been in
direct selling or has known anyone in the business. If a person
was interested enough to sign up once, your support and experi-
ence could make all the difference this time around. Everyone
deserves a second chance, so don't hesitate to offer someone an-
other shot at owning his or her own business.

Be prepared to prompt a little. People may be reluctant to
tell you about their previous brush with direct selling if they feel
they failed. Make it easy for them. Ask direct questions.

“Have you ever been in direct selling?”
“Have you ever been approached?”

“Do you buy any of your products from a direct seller?”

2. Make sure you show empathy with your prospect by say-
ing, “Many people try different companies before they find the
right fit.”
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3. Find out when they joined, what they liked about the
business, and what they didn't like. Ask how long they stayed
and why they left. Once you break the ice, you will find most
people are more than willing to share their experiences. Don't be
nervous about hearing something you don't like. Turnover is a
fact of life in most jobs. A typical McDonald’s unit has a 100
percent staff turnover every year.

4, If you are in the business for the second time around, say

so. Share your experiences and explain why it is different for you
this time.

“I know how you feel. I only lasted three months with the first
company I joined.”

“I am so happy I heard about this company. It just felt right.”
Share your enthusiasm for your current business.

“The training is incredible.”

“The products practically sell themselves.”
Be specific about what is different.

“I loved selling but I hated doing the deliveries. This company
ships all orders direct to my customers so all I have to do is
sell.”

“I get so much more support.”

“This company pays for the hostess rewards, so I keep more of
my earnings.”

“The plan is so much simpler.”

“I used to feel guilty because I never found enough time to ser-
vice my customers. This company helps me by sending a
monthly newsletter direct to my customers, with my name
on it.”

5. H: you are calling someone Wl’lO has been referred to you,

try this approach:
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“I met your sister Kori at a computer class, and she mentioned
V4
you used to be in direct selling, I'm in the business, too!”

A word of caution—don't be so eager to recruit that you
ignore red flags that pop up. If your prospect has genuine con-
cerns about a previous company or sponsor, listen for clues as to
how you can do better, but resist the temptation to agree. Critic-
izing a competitor is a cheap shot, especially as you are hearing
only one side of the story.

Someone who has been with several companies also may not
be a good prospect. You don’t want to sign a Debbie Downer
who will poison others in your organization. The previous com-

pany may have been delighted to see the back of her.
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Failure is not a chronic condition. Millions of people in the
business are in it for the second or third time. Many are succeed-
ing spectacularly. They have learned from past mistakes and are
better equipped to succeed this time around.

Not everyone is right for this business, and there are many
valid reasons why some people leave it. However, the vast major-
ity left because of problems that can be overcome by a change of
product, company, or sponsor.

They are prime prospects, they are ﬂooding back into the
recruiting pond every single day, and they are yours for the

asking,
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Embracing Ethnic Diversity

WHEN MY HUSBAND, WAYNE, and I first arrived in the United
States, we traveled around every state to experience our new
country firsthand. It took three years, and apart from the awe-
inspiring landscape, the rich culture, and the wonderful people
we met, our adventure was more fun and more exciting than we
had ever imagined.

As Americans in training, our first challenge was learning the
language. Emigrating from New Zealand, an English—speaking
country, we hadn’t expected so many words and phrases to be
different or to carry different meanings. More than a few times
we would be chatting happily with someone before realizing they
didn’t have a clue what we were talking about. Friends now
kindly tell us if we say something odd or “un-American.”

Surprised? Even the Harry Potter series of books written by
English author J. K. Rowling have been translated into Ameri-
can—including the titles. Every country, and every ethnic group
within that country, incorporates aspects of its culture and devel-
ops a unique dialect. It's part of the magic of diversity.
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Your business, and your life, will be enriched if you move
beyond your comfort zone to embrace diversity. There is a huge
talent pool in the 100 million Americans who are Hispanic, Afri-
can American, or Asian.

Ethnic minorities will play major roles in the growth of this
industry, not least because their numbers are growing faster than
the general population.

The Asian population is growing at a rate of 3 percent and
African Americans at 2 percent. Half of all babies born every
year are Hispanic, making it the fastest-growing minority group
in America. At 44.5 million, one in seven Americans is Hispanic.

Here is where it gets really interesting. Although the median
age of all Americans is 36.2, for non-Hispanic Whites the median
age is 40.3, Asian Americans 33.2, African Americans 30, and
Hispanics 27.2 years.

These young people are our future. If you want to build a
diverse organization, incorporate the following steps into your
prospecting strategy:

*  Widen your circle of friends and acquaintances. The fast-
est way to build your business will always be through people you
know. Breaking into any group without personal connections will
be a tough road. Actively seeking out friendships from a variety
of backgrounds will open up a whole world of possibilities for
you.

* Try to learn as much as you can about cultures that are
different from yours. It’s not only insensitive to ignore the core
values of people whom we hope to work with, it’s a recipe for
failure.

# If you do not live in an area that represents a broad spec-
trum of society, venture out to broaden your circle of contacts.
Here are a few places to start:

% Restaurants and shops that cater to specific ethnic

g]:‘OLlpS
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# Malls in areas where there are large concentrations of
minorities

* Community centers, gyms, and clubs catering to spe-
cific ethnicities

* Parades, exhibitions, and festivals marking traditional
ethnic celebrations

* Ethnic-specific newspapers and magazines
# Professional associations run by ethnic groups

* Adult education programs such as “English as a sec-
ond language” classes

* Sports and youth programs in ethnic neighborhoods

Look for specific reasons why your business will appeal. For
example, less than 2 percent of management jobs in Fortune 500
corporations are held by Hispanic, African, or Asian women.
Encourage anyone whose education and skills holler “manage-
ment” to question the wisdom of working in an environment
where the odds are stacked against her. Show her how investing
her skills in starting her own business offers much better odds.

* Respect cultural differences. For example, if you want to
involve Asians in your business, be aware that food is ingrained
in every aspect of their lives. Show your hospitality by serving
food before getting down to business. Always acknowledge older
before younger people. Accept the respect Asians show for the
head of the household, and don't be surprised when they say they
wish to discuss your proposal with a parent or spouse before they
commit,

# Demonstrate a genuine desire to connect. For example, if
your prospect primarily speaks Spanish, take the time to learn a
few words before you approach the person.

you app P

# If English is your prospect’s second language, make it easy
for the person to follow you by doing the following:
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* Speak slowly and clearly.

# Use basic words and simple sentences.

* Avoid jargon, slang, or industryspeak.

* Pause often to give the prospect time to absorb what

you are saying.

* Watch for signs the person understands you, such as
maintaining eye contact, nodding, smiling, or asking
questions.

If your prospects aren’t receiving what you're transmitting, you
are wasting your time and theirs.

* Make sure your products, training materials, and support
programs meet your prospects’ needs. For example, ensure that
your cosmetics are suitable for darker skin tones and that your
company literature features African American models before you
approach African Americans.

* If you are not sure about the correct protocols to follow,
ask! Trying to do the right thing will be appreciated by any pros-
pect.

It will take time and effort to reach out to prospects from all
ethnic groups, but the rewards will be worth it. Not only will
you dramatically increase the pool of talent you have to draw
from, you and your business will benefit from the perspective and
contribution of a diverse range of recruits.
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Helping Business Owners Switch

FIFTEEN PERCENT OF AMERICANS are self-employed, and according
to the U.S. Census Bureau, the number of Americans working
from home is growing at twice the rate of the U.S. workforce.

Privately owned businesses are the backbone of the U.S.
economy. Small businesses account for half the country’s total
output and employ half the private-sector workforce. Half of all
small businesses are home-based.

The spirit of entrepreneurialism is alive and kicking. Look at
the number of day care centers, niche retailers, florists, cafés, spas,
nail and hair salons, gyms, home services, and business support
centers in your town.

Many of these entrepreneurs are shackled by long lease agree-
ments, increasing compliance costs, hefty loan payments, and
stafﬁng woes. Long hours working for little reward is the norm.
Often the profits go straight into the coffers of lenders and land-
lords. Few business owners have a funded retirement plan or
health insurance.

Less than half of all private businesses survive to celebrate
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their fourth anniversary, according to the American Small Busi-
ness Administration. That adds up to a lot of broken dreams.

It doesn't have to be that way. A network marketing or party
plan business is an opportunity to own your business without
taking on the burden of going it alone. It costs almost nothing to
start and very little to run. There is no upfront capital investment
required, apart from a small outlay for a starter kit, so you can
own your own business without capital behind you or having to
borrow to get started. There is no ceiling on what you can earn,
and you don't have to sacrifice family and friends to join the
highest echelon of achievers.

How do you position your opportunity to an existing busi-
ness owner or someone looking for one?

The numbers are already on your side. Fifteen million entre-
preneurs currently have a network marketing or party plan busi-
ness and the momentum is building.

Here are the messages you need to share:

% Bricks and mortar do not make a business. People make
a business. If your prospect needs the reassurance of a
building, forward him or her photos of the corporate
home office.

*

If your prospect has big dreams of financial freedom,
quote Warren Buffet, who called direct selling “an inves-
tor’s dream.”

* Drop a few names to impress your prospect. Warren Buf-
fett, one of the richest men in the world, and Virgin entre-
preneur Richard Branson both own network marketing
companies.

As great as it is to have the confidence of these credible ﬁg—
ures, your best recruiting tools are your own experiences. How
could any business owner fail to recognize the synergy in a part-
nership where one party takes care of the back end of the busi-
ness and the other concentrates on the front-end activities that
produce income?
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Imagine! No business plan, no inventory, no bank loan, no
premises, no landlord, no staff, and no pressure. If it doesn't work
out, your prospect can walk away having risked nothing and lost
nothing. A network marketing business offers all the benefits of
being self-employed and none of the fear factors.

Another avenue to explore is the interest people have in in-
vesting in a business model that to me defies belief—franchising!
Why would anyone invest in a costly franchise when network
marketing offers a better business model? Franchisees typically
pay start-up costs of $100,000 and higher, annual franchise fees
averaging $25,000, and ongoing royalties and marketing contribu-
tions that wipe out around 10 percent of revenue. If that is not
scary enough to put anyone off buying a franchise, consider
this—the franchise industry is largely unregulated!

Quite frankly, your business is better and if you don’t market
it, no one is going to know. The more widely you promote your
opportunity, the greater your chance of attracting the attention
of someone who currently owns, is thinking about, or actively
investigating a business.

Network marketing is a no-risk opportunity to own a busi-
ness that has low ongoing overhead and high returns from day
one! Strict regulations protect both you and your customers.

Apart from a small outlay for the starter kit, your corporate
partner invests in you. If it doesn’t work out, you don't have to
untangle yourself from a contract. You can walk away anytime
you want, and for any reason, having lost nothing.

There are millions of people out there who don’t know about,
or don't understand, our industry. Think of it as a people’s fran-
chise. We offer all the benefits of a franchise—the products, the
marketing, the expertise, and the support—with none of the
costs or restrictions.

Every business owner is a prospect. Long hours, low returns,
late payers, and clients who default on their bills foil too many
entrepreneurs’ dreams. Seek them out, and invite them to switch
to your incredible low-risk, high-reward business opportunity.
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Peacocks and Other Hot Prospects

EVERY BUSINESS LEADER KNOWS that the smartest way to build a
great team is to hire personality and train skills. That is because
you can't create great personalities, but you can teach the skills
needed to get the job done.

If personality didn’t matter, employers would hire staff from
their résumés alone. But they don’t. An impressive résumé only
gets you the interview. The interview—where the employer gets
to evaluate the real you—gets you the job!

Network marketing is no different. Every single skill needed
to succeed can be learned on the job. Finding the right personali-
ties to build your organization is what counts.

We all like to think of ourselves as unique, a one-of-a-kind
model. And we are. There are as many different personalities as
there are people on this planet. It is also true we share character-
istics with other people. These shared personality traits enable us
to be grouped into personality types.

Although my goal is not to turn you into an amateur psychol-
ogist, you'll create more opportunities to build your organization
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if you learn to recognize and respond to different personalities.
Not only will it help you identify prospects, but you'll know how
to approach them and how to mentor them when they join.

Clues to our personalities are written in the way we walk,
talk, and listen. More clues come from where we live, how we
furnish our homes, and the cars we drive. We send out signals
with the clothes we wear and the jobs we do. We reveal a lot
through whom we choose as friends and the relationship we have
with them. Clues to our personalities can be found in what we
read, the programs we watch on television, and how we spend
our leisure time. Every single aspect of our lives, even how we
respond to pressure, reveals our true personality.

Perhaps recruiting superstars do have a secret after all. They
develop the art of reading people and communicating from their
perspective. They know the fastest way to create empathy and
trust is to identify and adapt to their prospects’ personalities.

When you step into the other person’s shoes it will be easier
to start relationships. You will know which buttons to push to
excite people about your opportunity. So, how do you learn to
read other people’s personalities?

To help you develop your people skills in a way that is simple
to learn, fun to practice, easy to remember, and easy to use when
training recruits, I have linked each personality to a well-known
bird.

Start by making a list of people you are closest to, as it will
be easier to analyze people you know:

*  Yourself

*  Your partner

*  Your children

* Your siblings

*  Your friends

* Your current team members
* Bosses and coworkers
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* People you admire
* Someone you don't have a great relationship with

% Someone who intrigues you, or someone you can't quite
work out

Have fun matching the people on your list to one of the birds
described next. All you have to do is fit their personal characteris-
tics to the birds they most resemble. You don’t have to do this
solo. Invite friends, family, and team members to analyze them-
selves and others. You can do this around a dinner table, in the
work cafeteria, or at a training meeting.

Once you feel you have mastered the technique, apply it to
every person you meet. Your prospect base will expand dramati-
cally when you reach out to a broader spectrum of people. If you
teach your new recruits to master the art of personality-based
prospecting, the potential is limitless.

Comparing personalities to birds will also help you to become
a more empathetic communicator. When you appreciate their
perspective, you will find it easier to make people feel good about
themselves—and you! What better foundation can there be for a
strong relationship?

Peacocks

Peacocks are driven by attention. They love the limelight.

Peacocks are larger than life. They are colorful, spontaneous,
and passionate. They radiate warmth and they make friends eas-
ily. Peacocks love socializing, especially when they are the center
of attention. They are enthusiastic and extroverted, and they love
to talk. We count on them to let us know about the latest movie,
restaurant, or celebrity gossip. We invite them to our parties to
dazzle us with their sparkling wit and bubbly personalities.

You are a peacock if you are fun to be around, even if you
often grab more than your share of the conversation. You are a
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peacock if you talk fast and often. You are a peacock if you pick
up the phone as soon as you find yourself alone and if you can't
imagine life without your cell phone. You are a peacock if you
have been known to exaggerate or embellish a story for effect.
You are a peacock if you love clothes and can’t wait to try the
latest fashions.

Peacocks are interested in others but they can be fickle if
their attention is distracted by something new. There is never a
dull moment around peacocks, although they can be exhausting
company. Extreme peacocks will do anything to get attention.

How Peacocks Fit the Business

Peacocks are natural networkers. Their vitality and spontaneity
are ideal for this business. Their enthusiasm is infectious and
their magnetic personalities easily attract customers and recruits.
They tend to be undisciplined when it comes to mundane tasks
such as record keeping, and they sometimes leave a trail of unfin-
ished projects behind them as they switch from task to task.
They have difficulty remembering dates and details and can be
unreliable at times. But they brighten every room they enter and
we soon forgive them their forgetfulness.

How to Approach Peacocks

Sell the sizzle and stay way from detail, or you risk losing your
peacock’s attention. They are easily distracted. Let them do most
of the talking. Peacocks will not be interested in the finer points
of the compensation plan, but they will be excited by the trips,
rewards, and conventions—especially the chance to glam up at
the awards banquet. Peacocks are impulsive, so don’t be surprised
if they decide to join on the spot.

How to Keep Peacocks Motivated

Peacocks will work hard for recognition and rewards. Dangle lots
of carrots in front of peacocks to keep them focused.
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Encourage peacocks to take advantage of every automated or
time-saving tool the company offers, so they can spend their time
at the front line where they are the most effective. Let them bask
in the glow of frequent praise and keep them working by remind-
ing them they may get to take the stage on awards night. Stay in
contact by phone and in person. Chances are they will forget to
open their e-mail or respond to your voice-mail message.

I—Iigh‘maintenance peacocks have short attention spans and
are easily bored. They need constant stimulation to stay moti-
vated but with the right leadership will deliver outstanding re-
sults. They love to mentor others, especially when they are

publicly acknowledged by their protégés.

Doves

Doves are driven by the desire to make a worthwhile contribu-
tion. They want to be valued.

Doves are sensitive, nurturing, and kind. True friends, they
will go out of their way to help others. You can count on doves
to be there when you need them. They may appear reserved until
they know you, but they will stay loyal once the friendship is
established. Doves are drawn to jobs where they can help others
ina meaningful way.

You are a dove if you’re a good listener or if people ask for
your help and confide in you. You are a dove if you avoid conflict
and try to be a peacemaker. You are a dove if you prefer to
keep your opinions to yourself, but you are tolerant of different
perspectives and viewpoints. You would rather turn away from a
disagreement than hurt someone’s feelings. You are a dove if you
enjoy giving and receiving gifts, you remember birthdays, and you
ask what you can bring if you are invited for a meal.

The dove’s empathy, generosity, and selflessness earn them
the affection and respect they deserve, but their kind natures
make them vulnerable to being taken advantage of. Although they
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may resent it, they have difﬁculty saying no, so they often end up
taking on more than their share of commitments. Extreme doves
sacrifice their own goals to serve others.

How Doves Fit the Business

Doves truly care about others and enjoy helping them reach their
potential. Doves are attentive to their customers, although they
have to overcome their reluctance to approach people about their
business. Supportive and intuitive, they make great mentors once
they learn to stop mothering and start managing their people.

Doves take their responsibilities seriously and are proud when
their protégés earn praise and recognition. They do not seek pub-
lic acclaim but like to know their support is appreciated.

How to Approach Doves

Make sure you don't overlook a dove because she is not putting
herself forward. Doves can be quiet, especially when they are in
large groups. Approach them first, but don’t push. Doves are
conservative and they like to take it slow.

Doves will appreciate hearing about charitable causes your
corporation supports (direct selling U.S. corporations donate
more than $100 million to charity every year).

Once they have given you the courtesy of their attention, give
doves space and time to make a decision. They do not like taking
risks and will want to be certain before they commit. Doves will
turn away if they feel you are pressuring them.

How to Keep Doves Motivated

Give doves lots of re