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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



% WHY PEOPLE BECOME NETWORK MARKETERS 11

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



18 PREPARE TO RECRUIT *

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.



CHAPTETR THREE

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?



CHAPTETR F O UR

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,

27
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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