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Women On Fire!

Have you ever come home from a convention full
of excitement only to lase your momentum a few
weeks later? Find out what a group of Networking
women Is doing to keep that motivation—week
dfter week after month after month. Page 14.

How To Make Your
Business Irresistibly
Attractive

Karen Justice, author of Barracuda In Bunny
Slippers, shows andells you how to make an
all-natural presentation that creates an irresistible
attraction between your prospect and your
opportunity. Don't buy it? Well, just try it. Page 19.

Getting People Started

A 12 Month Plan That Really Works

Russ DeVan'’s simple system for getting
people started in the business the right way
makes sure your new distributors will still be
in the business a year from now—and they'll
be making money too. Here's a proven,
easy-to-do success plan that works for
everyone who works the plan. Page 8.
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Getting People Started

A 12 Month Plan That Really Works

How do you keep your people motivated?

That's like a good news, bad news joke: The bad news is—you don't and you can't. If they're relying
on you for their motivation, then you have to continually crank them up, and who's going to crank them

when you're not around?

The good news—it isn't your responsibility in the first place. It's better to be a leader and keep peo-
ple in action, moving towards a goal and a reward they're committed to. That is the philosophy behind

this 12 Month Plan.

By Russ DeVan

The First Step

The very first step in creating an
effective 12 Month Plan with |
your new distributor is to ask
him, "Why are you doing
Network Marketing® What rea-
son is it serving® Have him real-

ly think about those questions, and be specific with
his answers.

| know that he wants to make money. That's
great, but why exacthy? Is it because his job's a dead
end? Is it because he wants a choice?

| believe that's what it's really about for
people—being able to choose what we want to do.
That's how 1 understand the term “financial free-
dom_" This business can buy people a choice.

If you're helping someone in your group
devise a 12 Month Plan, you want to find out where
they‘re committed to going—and why. What they're
committed to having—and why.

Page 8 / FEBRUARY 1598

How To Set Goals

In the last year or so, I've come to the
conclusion that people don't really
work for goals. Instead, 1 believe that
people work for the rewards that goals
represent, and that's an important dis-
tinction in creating goals that will
actually motivate people.

For example, Olympic athletes
dont work for the gold medal. They're
driven lo get what it represents. It rep-
resents being the best, the winner,
maybe even the Olympic and/or
World Record Holder. In some countries it repre-
sents a house, a better way of living and more
income. In the United States, it represents endorse-
ments, the possibilities of getting into pro sports,
and perhaps even movie and television opportuni-
ties. The value is not in the little piece of metal, it's
the honor, the glory, the recognition, the endorse-
ments and the money that the gold medal repre-
sents,

In Network Marketing, we often make the mis-
take of working for a goal rather than a reward.
People can't work for goals. | mean, $10,000 a
month may be a goal, but so what? So you've got
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$10,000 a month. What's the $10,000 a month for?
Does it represent being able to afford a better
house? Does il mean that now you can leave the
$60,000 a year job that you don't like? Does it rep-
resent better education for your children?

People need to think about what rewards their
goals represent.

Then, you can set two kinds of rewards with
them: A long-term reward, something they will
enjoy long-past attaining the goal; and you set a
reward they give themselves as soon as they reach
the goal.

Have you ever noticed how hard people work
for prizes? Even if the prize is nothing more than
recognition. The intention here is to have every
step, every income goal, in the entire 12 month
project be directly linked to a prize.

Structuring the 12 Month Plan

Because income is the most tangible measure of
progress, | always set income goals first. In any
compensation plan, you can figure that X amount
of volume at Y percentage equals Z amount of
income. So, income goals provide the backbone of
your distributor's plan.

Another benefit of creating income goals is
that it clarifies people's expectations. Many people
come into Network Marketing with visions of sugar
plum dollars dancing in their heads. They rarely
have matching visions about what work they'll
need to do to get those plums. Vague but shiny
expectations set people up for disappointment.

So, you begin by doing the math, starting with
the 12 month mark. Decide how much income your
distributor's going for, and associate that number
with the amount of volume needed to create it.

Next, divide that figure by a number of key
leaders. | plan for five key leaders since that num-
ber works well in almost any plan.

Let’s assume that 3200000 of volume a
month, divided by five key leaders, equals $40,000
per leader per month in volume. That $200,000 of
volume at, say, five percent pays $10,000 a month.
(Fit this model to your own compensation plan.)

Once you calculate 12 months of income in
terms of volume and leaders, then you go all the
way back to the beginning, to the first 30 days.

Setting the 30 Day Goal

In my system, there are seven components to a 30
day goal: Intended Result, Reward, Conditions of
Salisfaction, Milestones, Single Daily Action, Hot
Team, and What's Next. You'll notice that some of
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these components are ways to break the journey
toward your goal into smaller and smaller steps. |
call it eating the elephant one bite at a time.

Intended Result

Look at the years goal and ask, “What are you
going to put in place this month that's going lo
advance you towards that goal?"

Note that the first couple of months are pre-
dominately structural, they're not really for earning
income. Your distributor is laying the foundation
for what they're going to be building over the
course of the next yvear. A good example of an
intended result for the first 30-day goal would be to
have two of your distributor's five key leaders in
the business.

Each 30-day goal needs to put them one step
closer to the 12-month goal. Each month builds on
the one before. A person's intended result must be
specific and measurable, so they'll know exactly
what to build in the next 30 days.

Reward
She's set her goal, so what's the reward?

Every 30 days, you have a reward attached to
a goal. The reward doesn’t need to extravagant,

isions of sugar
incing in their

2ly have matching
at work they 'l
those plums.
ectations set
dointment.
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Getting People Started

but it needs to be significant to your distributor,
and she needs to be as committed to the reward as
she is to the goal. Maybe even more so.

Set a reward so that she has this little prize at
the end: an outfit she picked out because it looked
fun to wear, a romantic dinner with her spouse, 24
hours of guilt-free loafing, a marathon manicure.
Just make sure it's something that really is a treat,
something that she's going to look forward to that's
worth the commitment.

Conditions of Satisfaction

The next component—il the goal is to find two key
leaders in the business by the end of the month—is
to determine the conditions of satisfaction. What
are the criteria for a key leader? What does a key
leader look like? Does your new distributor meet
the criteria? Do you?

I have people articulate their conditions for
somebody to be considered a key leader. You might
define it by whether or not they purchase a certain
amount of product when they start the business, or

maybe they already have an idea of where they
want to go. s their altitude right? Are they com-
mitted? Do they know people, and have they made
a list of contacts and prospects?

If your distributor is clear on his conditions of
satisfaction, then when he's going through the
sorting process, he can make decisions based on
each prospect's characteristics and how they fit his
strategy for success. The purpose is not to put any-
one down, but to make it easier for your people to
determine when they actually have the kind of
leader they're looking for.

When | put someone in the business, the first
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thing we do after they've done their paperwork is
set up what | call "orientation.” Orientation is
where | coach them though this entire system in a
one hour call. During the orientation, | tell them
that most of this system has come from what |
think has been missing in Network Marketing.
People don't have much structure to what they're
building, and they don't know why they're building
it. 1 think that's why people get caught up in the
get-rich-quick, no work, lottery mentality.

I teach them 1o see this as methodology that
requires work and discipline. 1 tell people up front
that if you want productivity and you want income
in this business, | haven't found a way in 17 years
to do it without hard work. One of my conditions of
satisfaction for someone in my organization is that
the person must be willing to work. 1 also look for
commitment. If someone lacks those two qualities,
then they make a better friend than a business
partner.

Milestones
Milestones are “by whens.”

Using the same example, if my distributor is
going to get two key leaders in the business in the
first 30 days, by when will she have her list of can-
didates? By when will she have talked to at least 10
people on the list? By when will she have selected
the best five? By when will she have put two of the
five in the business?

You see, this way, in a four-week structure,
your distributor can have her prospect list and
make contacts knowing which milestone she'll
need Lo reach each week—"This is what I'm going
to do this week. This is what I'm going to do next
week.” And so on. IU's a natural progression
towards the end.

Single Daily Action
The next piece is the single daily action which, for
these purposes, is defined as something you com-
mit to do each and every day that is easy, fun and
contributes to the intended result of the month.
For instance, your distributor has a prospect
list with 20 names on it. A good single daily action
would be to speak directly to one person on the list,
| don't care if it's the same person two days in a
row. Just speak to someone on that prospect list
about the business every day, five days a week. You
know he may have to make more than one call to
reach someone directly, but have him keep calling
until he does, because answering machines don't
count as conversations.
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If you find that your distributor's single daily
action is something he dreads doing, or an action
that doesn't move him towards his goal, then
change it. A single daily action is a tool, not a pun-
ishment or chore.

Hot Team

The Hot Team concept is something that | think is
badly needed in Network Marketing, because most
people have only their sponsor for support, and 95
percent of the time they don't get what they need.
| request that everyone develop a Hol Team—a
four- or five-person structure for support. Team
members can be in the business or not. Upline,
downline, doesn’t matter.

Now, these are five people who your distribu-
tor enrolls in what she's doing and who agree to
be available to her when she needs support. She
has to make being on her Hol Team as a request
people can decline without offending her, too. You

Getting People Started

can't force people to support you—it won't work.
Once people agree to be on your distributor's Hot
Team, their responsibility is to be there for her and
not to criticize. Their job is to cheerlead, be sup-
portive and listen.

A Hol Team gives people a place to go for
support when their sponsor is unavailable for
whatever reason. However, you may want to be on
your distributor’s Hot Team, and that's fine, too.

What's Next?
The last component is What's Next?

For a long time I've believed that goals need to
live as inevitabilities, that the more inevitable they
are, the more surely they will happen. 1 feel that
defining What's Next? after the goal is achieved is
a great way to reinforce that idea: "I'm committed
to reaching this goal in this time frame, therefore,
what's the next step after I've accomplished that?"

When people are setling their first 30-day goal,

PROSPECTING

Remember Junior High To Be a Belter Prospector

Idea of the Month

Do you remember those dances back in Junior High School? All the boys lined up against one wall,
and all the girls on the other side of the dance floor? Tell me, if a girl really wanted to dance, which
would be her best method of getting to dance?

Method #1: Ask the first boy in line to dance with her, and if he declines her invitation, enroll in a
different school.

Method #2: Ask the first boy in line. If he refuses, try to convince him. If he still refuses, try to pull
him onto the dance fNoor. If he still refuses, get some friends to help pull him onto the dance floor.

Method #3: Ask the first boy to dance. If he refuses, ask the second. If he refuses, ask the third,
fourth, fifth, and as many boys as it takes to find one boy who wants to dance.

Take pride in your efforts! Too many people become discouraged much too soon, because they fail
to get the desired result from a minimal number of actions. Methods #1 and &2 are the methods used
by 95 percent of the people in Network Marketing. They have never leamned thal it is a sorting busi-
ness—to be successful, we need to be looking for people who want to dance with us.

And which boy would be the best dancer? Even if Method #2 works, it is unlikely that the boy
who needs to be convinced would be a better dancer than the boy who wants to dance. Even if nei-
ther boy knows how to dance, the boy who wants to dance will learn quicker because he won't be
afraid to get out on the floor and make the mistakes that are a part of the learning process. The best
MLM distributors want to leam to dance, and won't quit because of a few mistakes.

Thanks to Marty Pinkard, who receives a free one-year subscription to Lipkine® for contributing this idea of tha month.
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Getting People Started

I ask them to also be thinking about what the 60-
day goal is—but only as a sketch. When this is
complete, what will the next step be? That way,
when they get close to the end of the first month,
they're already clear about what they're going to be
doing next, and it makes it easier for them to set up
the next 30-day goal.

Six Month Check Point

Afler six months, we do a comprehensive evalua-
tion. "What do you think about your 12-month goal
now that you're at the halfway point®”

To prepare, have your distributor note, in the
very beginning, where he needs to be in six months
to be on track. It's his Six Month Check Point. You
can tell very quickly whether a person's ahead or
behind the pace for reaching their goal.

If I'm putting my own team in place, my sec-
ond month's goal is the next two key leaders in the
business plus helping the first two get their first key
leaders. Then | know what | have to do to ensure
that I'm on track when my Six Month Check Point
comes around.

If your distributor's goal is to make $10,000 a
month at the end of a year, what does his level of
income need to be at the end of six months?

For that goal, most people need an income
somewhere between $3,000 and $5,000. If it's a lit-
tle lower, it's probably still okay because of how
effort duplicates—if you have five people eaming

$2,000 a month and it takes you six months to eamn
$2,000 a month, you could spend the next six
months getting there, and that's going to cinch
£10,000 for you.

The Results

To me, the most exciting part of this 12 Month Plan
is the way it makes lights go on all over the place
for people. For once they can actually see how their
success is going to happen.

Usually in this business, too much is left to the
imagination, too few steps are mapped out
between the starting line and the goal. Most people
get into Network Marketing o make more money,
no matter how enthusiastic they are about a prod-
uct. But when you get right down to it, most peo-
ple never stop and think about what “more money”
really looks like, or what they're willing to do, daily,
to make “more money” happen.

I've noticed that there are a ton of people in
Network Marketing that spend a lot of money and
work very hard on their businesses without getting
anywhere. | think that's because, when people
don't have a structure for what they're building,
they don't know what they're committed to accom-
plishing or how to do it—and neither do the people
they're putting in the business! Everybody's excit-
ed, but the steps to reaching their goals are vague
at best. When they write out a monthly course of
action loward a specific result, and the tasks along

T e e e e S S T
TRAINING Idea of the Month

Keep The Business Simple

If you've ever felt overwhelmed in your business and confused about the next step to take, you might
want to try using this easy-to-remember system for staying on track while keeping the business as
simple and duplicatable as possible.

My process begins with inviting, whether that be by phone or letter. My next step is the R.S.V.P.
| am looking for:

1) Their RESPONSE Lo my call or letter.

2) The opportunity to SHARE my excitement and a bit of my story.
3) The occasion to VERIFY their interest in the product or business.
4) The chance o get our next meeting time in my PLANNER.

Thanks 1o Mannatech distributor Candace L. Nelson, who receives a free one-year subscription to Lipine® for contribut-
ing this idea of the month.
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the way are rewarded, they win every month!
They're never disappointed by an $800.00 check,
because that's an expected milestone in the plan.

Once people feel like they're on track to attain
the rewards represented by their goals, they stay in
the business.

Communication, support and follow-up are
the keys to making the 12 Month Plan really work.

There are many ways to skin the multilevel cat
and make money, and this isn’t the only way. But it
is a way I've found works 100 percent of the time if
it's done consistently. There's almost no way to do
it wrong either—except not to do it.

I've learned that people have a very deep need
to contribute, and this is a way for them to not only
succeed themselves, but effectively teach and
coach others to be productive. That's a wonderful
gift to be able to give. It's part of what makes this
system so powerful and effective.
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Getting People Started

When you give somebody something that
holds them accountable, they start to hold them-
selves accountable and discover their own
strengths and abilities. You reach something deep
in people by looking for all that they can be and
giving them the gift of themselves. People have a
need to give and contribute and to be loved as a
result, and this 12 Month Plan is a simple, proven
system for achieving that. Q

RUSS DeVAN
is @ successful entrepreneur, coach, trainer, consultant and
Network Markating sales leader. He's the founder and
prasadent of Success By Design, Inc., a premier Network
Markgting consulting firm based in Scottsdale, Arizona. Russ
is a presanter for the Upling® Masiers seminars and a
Contributing Editor to Lipfine”.
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