EUMMARY
Iit's simply an in-
trinsic part of hw-
man nature: Wa

love to buy, and

hate to feel “sold.”
What's
most of us hate 1o
“gell” — and the
mogt effective ap:
proach to the

morg,

sales dimension
of Network Mar-
Heting is to ap-
proach it as pro
mation which

wa all LoV to do.

THE ULTIMATE
SPOMNSOR (p. 3)
Huss DavVan has
croaated an MLM
superhers. This
fantasy of sponsor
a8 truly making
and taking re-
sponsibility has
much tooffer your
MLM success,

Don't Sell — Promote!

[t's a better way — and you're already very good at it.

Fuss DeVan

ALES AND SELLING A5 WE KNOW IT ARE UNCOMFORTABLE for a great many I".'Ll].ll.L'. In
Network Marketing, a business powered by duplication, we've got to develop a simple
aystem to accomplish sales that nearly everyone can do. If people are uncomfortable

with something, they won't do it,

That's why we need an alternative to traditional sales.
It's not that selling is had, Developing sales skills can be very useful. But the sales
process itself — learning cloges, handling objections, distinguishing features, advantages and benefits

— i8 too hard for moszt people.

Buying iz one thing. Being sold is another, Sell-
ing tends to be manipulative and people have a
built-in resistance to being pushed or pulled to do
things.

People love to purchase, but hate to be sald.
Theres another way to accomplish the goal of
gales without the old paradigm conflict of buying
and selling.

It called promoding,

WHEN YOU'RE SELLING, THE RESULT you're af-
ter is to ge! the order. When you're promoting,
the result is fo suecessfilly commanicate value,
Do you see the difference? When yvou're promot-
ing, your job iz done onee people understand the
value of what you're offering.

Saelling is a learned technique, You're not born
8 sales person, it's something you become after
studying and developing the use of the tools and
techniques of the trade. But you are a born pro
mioter. We all are.

Think of something you're exeited about. Did
yvou read Men Are From Mars, Women Are from
Verus and think it was great? Did you love the
movie Forest (fump? s there a car that turns you
on? ... & restaurant with great food you enjoy?

When people et excited about something, we
have a natural commitment to share that with
somebody else. The more valuable the product or
experiencs, the more committed we are to telling
other people about it.

The Japanese have a word for this — giri, It

means obligation. The wisdom behind it is that
onee vou've been given something of value amd
from which you get benefit, vou're oblipated to
return the favor, to give it away to other people.

This sharing of your enthusiasm [ eall proweed-
ivigg. It mot gales per se — but a lot of things get
gold by people's promoting them. In fact, it's the
way most things “get zold.”

[ MADE A MOVIE AND [ KNOW film companies and
producers count on word of mouth to sell tickets,
That's promotion — and it a more powerful and
effective “sales”™ method than advertising or pre-
views in getting people into theaters.

When Jurassic Park came out, it was pro
moted for a short time with advertising, People
went to see 1t, Those people came away from the
miovie jumping up and down: “You gotta’ see this!
Thiz movie is incredible! There's a Tyrannozan
riug Rex that eats this lawyer who's hiding in an
outhouse. . .” Bemember?

Az a result of that initial response, the film
company stopped all thetr advertising! Jurassic
Park is the most suceessful movie of all time —
over $750 million in sales worldwide, It projected
that by the end of 1995, over two hillion people —
firn fifths of the world — will have seen it!

But when was the last time vou saw it adver-
tised? The ad budget for Arncld Schwarze-
negger's Last Action Hero was muck bigger than
Jurassic Parks, but it was a box office dizaster!
Why? People didn't promote it. Well, actually they




People love to pur-
chase, but hate to
be sold. There's
another way to
accomplish the goal
of sales — it’s

called promoting.

did — they promoted the rest of uz ol going to
CER
We promote all the time.

IN NETWORE MARKETIMG, a2 s00n a3 people get
caught up in the proeess of selling, they loze their
ability to promote effectively. The more people
get into having to zell, tryving to sell, the further
they get from the natural, contagious enthusinzm
of promoting.

Imagine taking a course on “How to sell people
on going to see Jurassic Park.” Firat, vou'd learn
how to qualify your prospects, the pre-approach
steps, how Lo initiate a conversation, build rap-
port, discover their needs and wants as far az en-
tertainment is concernad. You'd pet trained on
how to distinguish the film's
features firom its benefits, how
to lesd with those benefits and
weave them into an effective
pregentation. The course
teaches you how, when the
prospect says something nega-
tive, vou o positive; when she's
positive, you go negative with
a “take away.” You practice
handling & series of commaon
objections and learn how to
overcome each of them. You're
given a seript to follow. You
learn the Assumptive cloge, the Ben Franklin
dloge, the Colombo elose,

Mow, go zell somebody on going Lo that movie,

Do you ses the dramatic difference between
selling and promoting? Do you like to sell? Do yon
like to be thought of az a zalesperaon? When
people ask vou what you do, doe you zay, “I'm in
sales?" How many men and women in your orge-
nization think of themselves as sales people?

Bome people are great ealesmen. Moat people
aren’t. But most people are great promoters,
Watch children when they want something,

Which iz easier to duplicate:; sales or promot-
ing? When you're gelling, the issue ia you as a
galesperson, When you're promoting, what’s im
portant is the value of what you're offering,

With sales, the messenger and his or her abil-
ity to sell is the bottom line. With promoting, it’s
the message — not the messenger,

When you gell, you have to be a good sales per-
gom, When you promote, all you have to be 18 ex-
cited about what you're talking about, The prog-
pect isn't judging your sales ability. He's judging
the value of the product you're so enthusiastic
about for hineself

When you're selling, it's about you. It's per-
sonal. If they eay “Mo,” they're saying “No" to
you pergonally. They're rejecting you, because
sales is about you petting them to buy what you're
selling.

When you're promoting, it's about them. It's
personal all right — for them. If they say “MNo,"
they gay “Mo” for themeelves — not for you.

In sales, you want them to give you something
—the order. In promoting, you want bo give them
aomething — the valus.

Hales ia teking.

Promoting is giving.

When you want something and somebody sayz
“Mo," how do you feal?

When vou give something to somebody and
they refuze the gift, how do you feel? You may be
disappointed, but it's their losz iznt it?

Next....

ROMOTING STARTE WITH recognizing the

value for yourself, What's the value of

vour product for gou? What's the real
value of the opportunity for gou?

Ask yvourself: What has this product done
for me? What benefits have | gotten from using
these producte? How have they contributed to
me? . . . changed me for the better? . .. made a
positive difference in my life?

Agk yourself about your opportunity: How has
being invelved made my life better, more fun,
more exeiting? What new things have T learned?
What new skills have [ developed? How has it
contributed to my life. . . to my family and friends?
What are the posgibilities for my future!

Then, share that, That's your Jurzesic Pork,

Instead of counting how many retail sales
you've made this week, count the number of
people you've told about your products. Instead
of eounting how many progpects you've signed g,
count the number of times you've enthusiastically
shared your opportunity.

That’s what really connts, #3

Riss DEVan s a founding partner of Phoenix-hased Sueeess By Design, a conaalting and training
firm serving the Network Marketing industry. Along with partner Steve Spaulding, Fusa has
developed some of the most powerful and practical business building strategies in the esiness,
Russ is also a Contributing Editor for Upline
Reporta, The Criticel Facter and The Power af Teane-Building,

and the suthor of some best-selling [pline”
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The Ultimate Sponsor

Powerful and practical fun with Russ DeVan's MLM superhero
Russ Delan

The Uliimate Sponsor

From the first moment you sign your name on the
application, the Ultimate Sponsor does everything
he o1 ghe promized in the prospecting interview,

Clear divection is provided, all essential questions
answered before they're asked. “Where to go s
all mapped out. “What todo?” is explained ina simples
geries of eazy to follow, step-by-step diagrams,
“What tozayT" is a proven, powerful, seripted stise-
ture you eould easily and naturally master and then
improve upon by making your own. The challenges
to be expected are detailed right up front — and
how to handle them iz shown by example and
conehed effectively and contimuously,

After reviewing yvour resources, the Ultimate
Sponsor projects an action plan and time line that
you eould use ag a standard to measure Your per-
formance, The Ultimate Sponsor helps you estab-
lizh a budget for vour business and develop a eazh
flow projection for one to three years, based on
reasonable goals vou both set together

The Ultimate Sponzor 2 a virtual “wall of sup-
port” — a never-ending wellspring of encomrage-
mient, appreciation and recognition. With unwaver-
ing belief in the product, in the opportunity and in
youd, the Ultimate Spongor always picks up the
check and goes the extra mile, not just because he
or she 5 being paid to, but because that is his or
her sworn mission, his or her duty — his or her
deeply felt and gladly embraced responzibility.

Where ean you learn more about this herole
fipure? The best place is in the mirror. The best
way to find out exactly what the Ultimate Spon-
gsor wiitld be like — ig to become one!

Real Numbers, Real People - Really

There's lots of lip serviee paid to how important a
sponeor’s responsibility is, Truth be told, most are
“Recruiters” playing a numbers game, The opera-
tive principle is 8W, BW, BW, N - Bome Will, Some

E SPEND 50 MUCH TIME in this business searching for the “Ultimate Distributor.”
Juzl thinking about it brings up a comic book image, Or better vet, a professional wres-
tler: Here's the huge, mega-muscled blonde guy with a Mowing cape, "MLM"
monogrammed on his tights, polden dollar signs on his boots, strutting around the ring
throwing out commission checks to the sereaming fans . . . But let’s give equal time to the
Ultimate Sponsor, Now, there’s a super-hero I'd watch on video any time!

Won't, B0 What — Nexl, Sooner or later enough
fish will bite and the pames can begin in earnest.

The larger the number of people, the larger
the volume, The larger the volume, the larger the
cheek, The larger the cheek, the larger the num-
ber of people . . . and 0 on. There's o better way
— the way of the Ultimate Sponsor.

Take any given MLM commission structure.
Then, equate how much volume five personally
spongored and thoroughly trained individuals
would need to earn 85,000 a month each. MNow, fig-
ure the sponsors earnings on the appropriate per-
centage of that combined volume. Beats fishing.

If a aponzor spends all of his or her efforta fo-
cusing on the individual suecess of just o few
people — people he or she carefully selected, sup-
ported and trained — what do you think the
chances are for real and lasting M LM succeas? I'd
gy the odds were exeellent for producing a posi-
tive and predictable outeome, And I’ alzo say
doing it again, and again, and again . . . 15 a pretty
predictable poasibility as well.

Lighis, Camera, Action!

Ag the Ultimate Sponsor, you are the director of
a great movie. Your job is to provide all the play-
erg with direction. Without such direction, the
best you ean hope for iz 20 seconds of fame on
America’s Funniest Home Videos.

For example, take proapecting, which is one
dimension of the Ultimate Sponzor's training.

The Recruiter sends the neophyte into the
fuzzy security of the “warm market” — that cushy
first-name arena of friends, neighbors and rela-
tives chock full of loving support, Wirong!

These folks seem to believe that its their sworn
duty to rain on the new distributor's parade. Even
kindly Aunt Bea? Yup, she’s the worst! Remem-
ber, these are the folks that looked at you in the
eradle and saw a doctor, lawyer or Indian chief, A
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Network Marketer doesn't quite fit their pictures,
After your gixth six-figure check — mayhe, but not
in the beginning,

Friends? Naw. They're bent on telling you
those things only a friend would dare say. It's their
job to protect you from risk and harm, Better safe
than gorry. Meighbors? “If he's 2o smart, how come
he lives next door to me? Nope, neighbors are
fun to take the trash out with — not as business
partners. So, who? Where!?

The Ultimate Sponsor gives the new distribu-
tors proven oategories of suceessful people, with
which they ean associate individuals they already
know. Theze eategories generate more tremendous
“gquality” names than a digtributor will ever use,
without advertising or other kinds of foolin® aroumnd.

1. Busivess ASSOCIATES. This group is made up of
anyone who has ever worked with you. Rule of
thumb: If one of these prospects chose you to
share an opportunity with — would you listen?
Then the reverse iz probably true,

2, PEoFLE WiHoSE Busivess You PATRoNTzZE. Who val-
e your patronage? How many businesses do you
eupport mainly out of trust? Insurance, medicine,
financial and legal advice, mechanics, carpentors,
hair dressers, all porveyors of poods and services.

Now don't mistake me. These prospects do not
“owe" you anything, They may not want your
product or anything to do with your epportunity.
But if they walue your business, they alrendy have
an interest in you. Truat already exists, All you
are asking for is their time and ears — and your
relationship with them has already earned that.

3. E. F. Hurrens. You know the type. When they
talk, lots of people listen. They embady the phrase
“Center of Influence,” Moet of these guys and gals
seeim unapproachable, And you know what? That's
why 98 out of 100 people do not approach them.
You get to be one of the few. The humble approach
works beat with these folks:

"Mr. Carnegie, you don’t knoe me siv, but [
knome you, For some time now, Uve adwived your
selfless combributions to our community and your
obiious suceess in business, Nve come to ask you
a favor. Fee recently started my own business, and
betng a little inexperienced, I wonder if you'd
grmd e 30 minstes of your Hoe for some ad-
vice and guidanes?™

“Maw, I cant do that!" saye the distributor,
And the Ultimate sponsor replies,

“Swre grou ean. L do, And you'd be amazed how
often I not only get in the door, bud stay for howrs,
learn a tremendous aweount, and get @ more than
rensonable number of distributors in the process,

FPage 4

“Remember, most ighly successful people ave
not approached beenuse people erosa them off the
st without even asking. Come on, give these folks
it chance. And do this one in person — this one
ol works in pergon, Use the phone omdy to make
an appotrbment, o to i — here, U go with gou!™

GLreat

Onee a direction has been established, reasonable
goal setting and budgeting are required to pre

vent lofty expectations from deatroying a new
distributor's confidence. Also, the ability to mea-
sure your distributor's progress is essential, Nei-
ther of you will know if expenses are too high or
ineomé i too low unlese you can measure perfor
manee against a standard. And without the abil-
ity to make adjustments in how you're approach-
ing your buginess, vou're sunk.

The person with the biggest check in the short-
et period of time doesn't “win™ in this business,
This game is about enduring residual income, The
illusion and allure of “easy money™ is so pervasive
m our induatry, the Ultimate Sponsor is more care-
fuul than ever to emphasize patience, ethics, and
proven methodologies to insure long term suceess.

How many sponsors actually prepare new dis-
tributors for the operating expenses encountereid
in building a suecessful Network Marketing busi-
ness? Very few. But the Ultimate Sponsor does,

Compared with the start-up costs of any other
kind of business, ours are nominal — but they are
there. Compared to the “something-for-nothing”
free-lunch philozophy of the slick promoter, the first
few MLM phone bills alone are enough to put a
new distributor in severe cost-culture shock!

S0 the Ultimate Bponsor feels (and fulfills) a
reaponsibility to keep the new distributor’s ex-
pectations and the commitment of resources in
reasonable proportion. Disappointment is the
very real experience of unhappiness which results
from very unreal expectations. And that one dis-
appointment kills more people in this buzsiness
than a thousand “MNos" ever will,

Success by Design

Ag the Ultimate Bponsor, your primary tools are
ereativity, integrity and common senze, You are
intent on creating success on purpose, what 1 eall
“success by design.” It is a business orientation,
because this is the Network Marketing business,
It requires goals, resources, time frames, cash
flows, plans and actions, direction and implemen-
tation. Like true suceess in any field, it requires
enough wnconventionel wisdom, just enough “do-
ing things differently,” to make it both innovative
and exciting. And that's where the Ultimate Spon-
sor shines brightest! #
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