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Module One: Getting Started 

For many business people, the thought of multi-level marketing can 

seem kind of scary.  It is often misrepresented as a ‘pyramid scheme’, 

which can make some business owners weary.  Others may simply 

not have any information about it.  But with a little education and 

training, many people find multi-level marketing a great tool for their 

company  

 

 

 

Workshop Objectives 

Research has consistently demonstrated that when clear goals are associated with 

learning, it occurs more easily and rapidly. With that in mind, let’s review our goals 

for today.  

At the end of this workshop, participants should be able to: 

• Know how multi-level marketing works 

• Build contacts 

• Recruit new agents 

• Be familiar with social media and marketing 

• Provide training for recruits 

  

Never forget that only you have one 

opportunity to make a first impression. 

Natalie Massenet 
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Module Two: How Does Multi-Level Marketing Work 

Multi-level marketing, also known as MLM, is a business marketing 

strategy that many companies use in order to encourage current 

agents to perform while at the same time growing the team by 

recruiting and training new agents.  This tactic of marketing helps 

boost the company’s sales force not only from the sales of the 

primary agent, but also from the sales and profits of the agents they 

have recruited. For many companies, it can prove to be a valuable 

tool for not building revenue, but also for building their marketing 

and networking circles. 

 

Networking Marketing 

Network marketing is a type of business that is known for its part time and flexible 

business practices.  It is typically based on the recruit’s effort and how far they can go 

with the product or service.  Recruits are required to supply a low, upfront 

investment, which usually covers some sort of starter kit as well as product samples.  

From here, recruits are trained how to sell the product or service on their own, but 

are then encouraged to recruit other sales representatives and create a “downline”.  A downline is a 

process in which the original employee is paid for their sales, and then receives a portion of the sales 

from the people they recruit as well.  As the recruited agents gain business, they can recruit 

representatives as well as earn revenue on their sales, continuing the downline. 

Common network marketing companies: 

• Avon 

• Mary Kay 

• Scentsy 

• Tupperware 

 

 

Marketing is designed to bring people into 

something. 

Sue Naegle 
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Independent Agents 

In multi-level marketing, an independent agent is a non-salaried employee that is 

authorized to distribute and sell the company’s business or service.  Because the 

independent agent can sell directly to the client, they are paid their immediate profit 

from the sale and will typically also earn some sort of commission from the company.  

If desired, independent agents can also recruit agents to work under them and sell 

the company products and services as well.  However, unlike network marketing, independent agents 

earn their profits from direct sales, rather than downline agents. 

Common names for independent agents: 

• Distributors 

• Dealers 

• Franchise owners 

• Owners 

 

Commission-Based 

Commission-based marketing is a common tool used in many sales and distribution 

companies.  Commission-based marketing means that the agent will receive a pre-set 

portion, typically a percentage, rather than a regular salary or hourly pay.  Although it 

is often the most controversial form of marketing, it can prove beneficial in many 

ways.  Commission-based marketing can allow the agent to have flexible hours and 

clients, which can help them maximize their earning potential.  These agents are able to build a more 

loyal and personal client base, which optimizes that the clients will return to the same agent.  It also 

puts pressure on members of management, because if the agent does not make a sale, not only does 

the agent not get paid, but the company doesn’t get paid!  Many businesses dislike using commission-

based marketing because it requires a lot of pressure and stress from the employee, which can lead to 

poor performance and low sales. 

 

Agents Recruit New Agents 

Similar to network marketing, one method of marketing is for currently trained 

agents to go out and seek new agents to join the team.  When current agents recruit 

new agents to join the team, it is known as creating ‘downlines’.  As these new 

agents become part of the team and begin to succeed, not only do their profits 

benefit the company, but they also go to the agents who recruited them.  In 

downlines, the recruiting agent receives some sort of stipend, usually a percentage, based on the sales 

of their downline agents.  Then, the new agents become part of the sales and marketing team, each 

agent with his own unique talents and skills. In time, as these new agents become veteran employees, 
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they too can be trained in recruiting new members, and will be able to bring new agents to the team 

and keep the cycle of recruitment going. 

 

Case Study 

Joseph was talking with Amy about joining his firm and becoming one of their new 

agents.  Joseph was telling Amy that his company was wanting to hire ten new 

agents before the end of the year to build their team.  Amy expressed she did not 

want to work for a company that had commission-based agents or was only 

interested in creating ‘downline’ schemes.  Joseph assured Amy that they were not 

that kind of company and in fact they preferred to have current agents recruit new 

agents in order for everyone to work together.  He added that everyone made their profits and salaries 

and it wasn’t shared through a network of agents.  Amy was pleased to hear about that, and asked 

Joseph to tell her more about the company before she signed on. 
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Module Two: Review Questions 

1. Which of the following is a common network marketing company? 

a) Avon. 

b) Google. 

c) JC Penney. 

d) Sony. 

2. Network marketing companies are known for creating what? 

a) Return policies. 

b) Downlines. 

c) Hassle-free sales. 

d) Contact lists. 

3. Independent agents are also known as what? 

a) Free agents. 

b) Distributors. 

c) Lone operators. 

d) Rebels. 

4. How do independent agents typically earn their income? 

a) From an hourly rate. 

b) From a set salary. 

c) From freelance work. 

d) From direct sales. 

5. According to the module, commission-based marketing usually allows agents to have what? 

a) High stress. 

b) Holidays off. 

c) Flexible hours. 

d) More paid time off. 

6. Commission-based marketing is often known as the most _______ form of marketing. 

a) Controversial. 

b) Lucrative. 

c) Depressing. 

d) Exciting. 
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7. When agents recruit new agents to the company, it is said to create what? 

a) A high turnover rate. 

b) A recruitment cycle. 

c) A large office environment. 

d) A buddy system. 

8. Based on the sales of the ‘downline’ agent, the stipend the recruiting agent receives is typically: 

a) Less than $200. 

b) No more than $100. 

c) A percentage. 

d) Received three months after it is earned. 

9. Amy said she did not want to join the company if they used what? 

a) MSG in the food. 

b) Commission-based marketing. 

c) Undocumented workers. 

d) Low hiring wages. 

10. Joseph’s company wanted to hire how many agents before the end of the year? 

a) Four. 

b) Eight. 

c) Twelve. 

d) Ten. 
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Module Three: Building a Contact List 

One of the most powerful tools of the marketing industry is an 

employee’s list of contacts, or their ‘black book’.  A contact list should 

include a wide range of people, including current and former clients, 

managers, coworkers and even former employers.  Keep your 

contacts up-to-date and check in with them periodically to ensure 

they can become a great help when needed. 

 

 

 

Leverage Personal Networks 

In marketing, it can be hard to continuously come up with warm leads and 

opportunities.  This can cause the agent to become stuck at a road block, and may 

think of giving up altogether.  But one of the best ways to network is to use your 

current contacts in order to reach out and gain new leads.  Chances are that your 

clients and coworkers know someone, as the old saying goes, “that knows someone 

who knows someone”.  Of course the agent must realize that not every person will be willing to help, or 

some simply may not have any information, but that doesn’t mean they have to give up.  Build your 

contact list with many different people from your personal networks so that you will always have 

different angles and options to use when seeking help or business leads. 

  

You must develop personal contacts if you 

want to be successful. 

Armstrong Williams 

 

http://www.pdclipart.org/displayimage.php?album=29&pos=265
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Warm Lists 

A warm list is a lead list created by the agent and typically consists of every person 

they know and have some sort of personal contact with.  After creating this list of 

prospects, the agent can better tell who would be interested in what they have to 

offer because they know a little more about the person’s situation and background.  

By classifying your contacts in this manner, the agent is better equipped to offer them 

a product or service that is in their specific interests and needs.  Warm lists are designed to give you an 

edge on clients that are interested in what you have, rather than just asking a random group of people. 

Warm lists can include: 

• Parents 

• Siblings 

• Friends 

• Neighbors 

• Church members 

• Personal trainers/instructors 

 

Internet Lead Generation 

Internet lead generation is a marketing terms that describes the process of gaining 

marketing leads through the internet, such as by ads, surveys or e-mail. Common 

examples include customer reward programs, loyalty programs and other discount 

membership programs.  Clients voluntarily sign up for special programs, surveys, or 

simple ‘information requested’ forms.  These tools are used to build a contact list of 

clients that are interested in the company’s product or service.  From this point, the potential client is 

sending word to the agent saying they want more information and want to be contacted by the 

company.  These types of lead generators are a great tool for agents to gather warm leads and gain a 

head start when contacting potential clients. 

  

http://www.pdclipart.org/displayimage.php?album=29&pos=52
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Purchasing Lead Lists 

One of the oldest marketing tools used is for an agent or company to purchase a 

third party lead list, which is created with a list of random names and contact 

information.  Companies create the list and sell them by size – anywhere from 50 

leads to over 1,000 at a time.  They were first created as mailing lists and offered 

consumer name and home address to which companies would mail cards or letters.  

In our age of technology, lead lists have grown from including mailing addresses to 

including e-mails, cell phone numbers and even some online websites.  Companies can purchase these 

lead lists and attempt to ‘cold call’ these consumers to see if they are interested in their service or 

product.  However, since these purchased lists do not notate if the consumer is interested or not, much 

of the contact from these lists can be unwanted and is often labeled as ‘spam’ from the consumer.  Any 

company purchasing a lead list should proceed with caution and consider other methods of building 

their contacts first. 

 

Case Study 

Jeffrey and Beth were busy discussing new ways to add to their current marketing 

contact lists.  Beth commented that her list was running low on leads and Jeffrey said 

his contacts were very outdated.  At first, Beth suggested they could purchase a lead 

list online, but Jeffrey said that idea would likely produce little results, and resulted 

in a lot of spam.  Jeffrey then said they could try some form of internet lead 

generator, but Beth said that could take a lot of time and doesn’t create a personal 

relationship with the potential client.  Finally, Beth said they should re-vamp their contact lists and start 

from there.  She told Jeff she would begin speaking with other people in her network, such as some of 

the other employees and agency members to see if she had a contact that could refer her to new 

prospects.  Beth then told Jeff he should create a warm list of all the people he knows in his life and see 

if he could update his small contact list.  Jeff thought that was a great idea and said he would begin 

working on his list right away. 

 

 

  

http://www.pdclipart.org/displayimage.php?album=79&pos=13
http://www.pdclipart.org/displayimage.php?album=92&pos=1
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Module Three: Review Questions 

1. Personal networks can include which of the following? 

a) Coworkers. 

b) Past clients. 

c) Managers 

d) All of the above. 

2. Agents must be aware that not all of their contacts will be _________. 

a) Very profitable. 

b) Exciting to talk to. 

c) Willing to help. 

d) Speedy. 

3. A warm list is a lead list that typically contains what? 

a) Names of people the agent knows. 

b) Names bought on a third-party list. 

c) Names of people their coworkers know. 

d) Names of clients found on the internet. 

4. As per the module, what is one benefit of the agent creating a warm list? 

a) The agent can create a contact list for a coworker. 

b) The agent does not have to buy a third-party list. 

c) The agent has more time to practice their presentation. 

d) The agent already knows the potential client. 

5. Internet lead generation can be completed through which of the following? 

a) Email inquiries. 

b) Online surveys. 

c) Contact forms. 

d) All of the above. 

6. Internet lead generators allow the consumer to directly do what? 

a) Request information from a company. 

b) Buy products directly from a website. 

c) Watch videos without visiting the company website. 

d) View marketing presentations. 
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7. Using a purchased lead list can cause the company to create what? 

a) Warm lists. 

b) Spam. 

c) Excessive leads. 

d) Lead generators. 

8. Purchased lead lists typically include what client information? 

a) Home address. 

b) E-mail. 

c) Cell phone numbers. 

d) All of the above. 

9. What did Beth say was wrong with her current contact list? 

a) It was running out of leads. 

b) It was deleted on her last computer. 

c) She had to share it with another coworker. 

d) She was bored with it. 

10. What did Jeffrey decide to do in order to improve his contact list? 

a) Ask a coworker for help. 

b) Buy a lead list offline. 

c) Speak with other people in his network. 

d) Create a warm list. 
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Module Four: Recruiting New Agents I 

One of a marketing company’s greatest tools are their employees and 

agents.  The key to successful marketing is being able to recruit new 

agents and build the company.  Although the task can seem 

intimidating, there are certain tips and processes to follow in order to 

gain new members for your team. 

 

 

 

 

 

Draw on Personal and Professional Network 

When recruiting new agents, most hiring managers always recommend hiring from 

within.  Of course, this does not mean they have to come from within the company 

itself.  They can also come from somewhere within your personal or professional 

network.  When looking for new agents, begin speaking with friends, family, 

coworkers and even managers and department heads.  Chances are someone in this 

large group either knows someone directly that would be interested or would know someone else to get 

in contact with for further searching.  Don’t be afraid to draw on your network of contacts – both 

personal and professional.  After all, they already have some idea of what you’re looking for and can 

provide you with a head start in finding it! 

  

Recruiting talent is no different than any other 

business challenge. 

Vivek Wadhwa 
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Recruit Satisfied Customers 

In many cases, your satisfied customer can be your greatest resources.  Satisfied 

customers can offer honest input about what does/doesn’t work about the product 

or service and can give feedback as to their experience dealing with the company’s 

staff.  In many instances, the agent can recruit their satisfied customers to become 

agents with the team and use their experiences to help build or alter marketing 

processes.  In other cases, the satisfied customer can be recruited as a consultant or 

network agent, who would assist the agent in finding further leads and potential clients that would also 

enjoy the product or service.  In either case, the customer’s satisfaction can lead to a wealth of 

information regarding the company and its marketing practices.  Use this satisfaction to lead agents to 

more clients and more opportunities for advancement. 

 

Recruit Those Who Seek Work Flexibility 

As many people know, the marketing industry is anything but predictable.  The hours 

are not the standard 9am to 5pm and the work week can include seven days a week 

or more.  So one of the biggest points to stress when recruiting new agents is the 

need to be flexible – in both their time and their job duties.  Marketing agents must 

be able to be flexible in their schedule and work hours, since marketing work can be 

scattered and spontaneous.  Agents must also be flexible in their job duties and responsibilities, since 

they can either work in groups or be reassigned to a different project at a moment’s notice.  When 

looking to recruit new agents, look for these agents that seek this type of flexibility, since they will be 

your candidates that will adapt well to the job and more likely to succeed in a chaotic environment. 

 

Stress Benefits of Being Agent 

Of course one of the more important points of recruiting new agents is to let them 

know what is in it for them!  Many candidates may not ask about pay and other 

benefits in initial consultations or interviews, so it is up to the recruiting agent to 

make them aware.  When recruiting new agents, stress the benefits your marketing 

company has to offer.  Take time to discuss benefits such as pay options, for example, 

whether it is commission-based or salaried, health or medical insurance, stock options, travel pay, 

bonuses or even any form of retirement plan.  If your company does not offer certain benefits the 

candidate is looking for, be honest with them and tell them what you can offer them.  The candidate 

should sign on as an agent based on the job and if it is something they would want to do, but the 

recruiter can always use the benefits as a little extra push. 

 

  

http://www.pdclipart.org/displayimage.php?album=92&pos=13
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Case Study 

Brad and Susan were reviewing several candidates they had chosen during their 

recruitment time.  Brad liked his candidate, Casey, who was recommended from a 

colleague.  Susan liked her candidate, Dennis, who was recruited from a recent 

presentation.  When they reviewed the candidates, Brad noted that Casey was a 

beginner in the marketing world, while Susan added that Dennis was already used to 

the flexibility and chaotic scheduling they typically had.  Finally, Susan said that 

Dennis was already informed of the many benefits he could have, after watching her full marketing 

presentation.  Brad admitted that Dennis would be the better choice for recruiting and told Susan to 

give him a call back. 

 

 

  

http://www.pdclipart.org/displayimage.php?album=29&pos=1
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Module Four: Review Questions 

1. In most companies, one of the first steps of recruiting for positions is to do what? 

a) Hire from within the company. 

b) Place an ad in the newspaper. 

c) Host a job fair. 

d) Retrain existing agents. 

2. A personal and professional network can include which of the following? 

a) Friends. 

b) Colleagues. 

c) Trainers. 

d) All of the above. 

3. A satisfied customer can be a great tool as a what? 

a) Free agent. 

b) Product tester. 

c) Consultant. 

d) Devil’s advocate. 

4. One benefit of recruiting satisfied customers is that they can do what? 

a) Work for little money. 

b) Provide honest feedback. 

c) Quit whenever they want. 

d) Act as managers. 

5. It is important for marketing agents to be flexible in what areas? 

a) Their pay rates. 

b) Work schedules. 

c) Vacation times. 

d) Customer leads. 

6. Agents that are flexible in different areas are more likely to do what? 

a) Adapt well. 

b) Quit the company. 

c) Lose clients. 

d) Become bored. 
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7. Which of the following would be considered a benefit of being a marketing agent? 

a) Pay rates. 

b) Medical insurance. 

c) Stock options. 

d) All of the above. 

8. Why is It is important for the recruiter to stress benefits? 

a) The candidate will assume there are none. 

b) The candidate may not ask first. 

c) The candidate may think the recruiter is lying. 

d) The candidate may lose interest. 

9. Where did Brad obtain his candidate for recruitment? 

a) From the newspaper. 

b) From a direct application. 

c) From the internet. 

d) From a colleague. 

10. What was one of the reasons Susan recommended Dennis for recruitment? 

a) He was already informed of the possible benefits. 

b) He liked to get up early for work. 

c) He already had a large list of contacts to use. 

d) He said he would work for a lower salary. 
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Module Five: Recruiting New Agents II 

Finding the right candidate for your marketing team can seem like 

quite a challenge, but luckily there are a variety of methods available 

to help draw them in.  Let your potential agents know what the 

company has to offer and what they can expect from  it.  One of the 

main key points is to find agents that would not only adapt well to 

the orgnization, but can also make a meaningful contribution to it. 

 

 

 

 

Invitation to Marketing Presentation 

As a growing marketing firm, the company should be preparing and showing 

marketing presentations periodically, whether for growing purposes, management 

meetings or even for new employees.  The marketing presentation should describe 

what the company does and how the agents complete their marketing goals and 

responsibilities.  When trying to recruit new marketing agents, invite them to the 

next marketing presentation.  If one is not coming up soon, hold a special presentation for new recruits 

to attend and ask questions.  Once the recruits have finished the presentation, they should have a better 

idea of what the company does, how they can join, and given an opportunity to ask any questions they 

may have. 

When holding a marketing presentation: 

• Determine location 

• Create a guest list 

• Outline the topic and direction 

• Set date and time 

 

 

Time spent on hiring is time well spent. 

Robert Half 

 

http://www.pdclipart.org/displayimage.php?album=29&pos=155
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Focus Presentation on Benefits 

Now that you have your recruits coming to your grand marketing presentation, it’s 

time to let them know what’s in it for them.  A marketing presentation should include 

important information such as what the company does, what type of service/product 

they offer and what the agents are responsible for.  But most importantly, the 

presentation should focus on the benefits available to the agent if they choose to join.  

Benefits can include rates of pay, types of bonuses, flexible work schedules, medical or 

health insurance and any form of retirement plans or savings accounts.  Even if the potential agent is 

interested in the positions available, the different types of benefits available will often serve as a deal-

breaker. Help sway these recruits to your side and let them know what could be waiting for them. 

 

Showcase Success Stories 

When assembling your marketing presentation for possible new recruits, it’s 

important to remember to include information about the company and what the 

agent can expect if they are hired.  However, one of the best tips many recruiting 

agents use is to include a showcase of other agent success stories with the company.  

This includes agents that have been hired with the company before and are now 

performing well on their own, or have improved significantly since their hire date.  Include information 

about employee success stories in the presentation, without disclosing the agent’s personal information, 

and show what ‘live’ people have done within the company.  If possible, ask the success story agent to 

be at the presentation and share their story to potential new recruits.  Allowing potential recruits to see 

real, live success stories makes them feel more confident that they can succeed and will feel more likely 

to join the team. 

 

Provide Several Presentation Media 

The most common form of presentations for marketing agents is either a video file 

or a PowerPoint presentation.  While these are great types of media to use, they can 

be stagnant and even boring when presenting to other agents.  For more captivating 

presentations, it is recommended to use several different types of media to get the 

information out.  When creating presentations for a large, live audience, use a video 

or PowerPoint presentation for easy viewing, but also include posters, charts, flyers 

or brochures that attendees can see and take with them.  Even in this age of technology, some people 

still like to see presentations made with items they can touch, such as brochures and charts.  However, 

other agents who are more tech-savvy, marketing agents can create presentations online, using social 

media, podcasts and even YouTube to present to a wider range of people.  Providing different types of 

presentation media can help the recruiting agent ensure they have reached out to as many people as 

possible. 

http://www.pdclipart.org/displayimage.php?album=29&pos=157
http://www.pdclipart.org/displayimage.php?album=29&pos=6
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Case Study  

Blaire and Tony were getting ready to try and recruit some new agents to their team.  

They began by creating a marketing presentation and scheduled to show it at a local 

job fair.  During the presentation video, the speaker focused on the benefits the agent 

can have with the company and discussed the line of work they would be doing.  It 

also featured several success stories of some of their new agents that had excelled 

once they were out of training.  While the video played, Blaire made sure she handed out brochures and 

flyers to people that passed by so they could take the information with them.  By the end of the 

presentation, Tony and Blaire had three candidates that wanted to speak with them about the position 

openings and know more about becoming agents with the company. 
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Module Five: Review Questions 

1. What is one purpose of a marketing presentation? 

a) Putting on a fun show. 

b) Displaying the agents employed by the company 

c) Explaining what a company does. 

d) Watching random videos. 

2. Viewing a marketing presentation allows potential agents to do what? 

a) Leave feedback. 

b) Ask questions. 

c) Call their friends to join. 

d) Leave early. 

3. Which of the following is a benefit discussed in a marketing presentation? 

a) Long work weeks. 

b) Low turnout. 

c) Small work groups. 

d) Pay rates. 

4. Why are benefits considered an important factor for potential agents? 

a) They can be considered a ‘deal breaker’. 

b) They can take a while to explain. 

c) They are constantly changing. 

d) They are considered really cool. 

5. What is a marketing success story? 

a) A story of how the company started. 

b) A story of how the company recruits agents every year. 

c) An example of an agent who performs well in the company. 

d) An example of how to create a great marketing presentation. 

6. In marketing, success stories are best showcased in what method? 

a) In a live presentation. 

b) Show their picture to everyone. 

c) Talk about them a lot. 

d) Have them write a letter to read out loud. 
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7. Which of the following is one method of showing a marketing presentation online? 

a) Handing out brochures. 

b) Filming a podcast. 

c) Displaying flyers. 

d) Creating a photo collage. 

8. What is a non-technology based form of marketing presentations? 

a) Creating a slideshow. 

b) Filming a video. 

c) Posting to a website. 

d) Printed brochures. 

9. Where did Blaire and Tony show their presentation? 

a) At a local job fair. 

b) In a private office. 

c) In a college auditorium. 

d) At an office party. 

10. What else did Blaire do to help give information to potential candidates? 

a) Talked with candidates individually. 

b) Referred candidates to their main office. 

c) Handed out flyers and brochures. 

d) Told Tony to speak with the candidates instead. 
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Module Six: Training MLM Agents 

Now that you’ve successfully recruited new marketing agents to join 

your team, what do you do with them?  In order to keep agents with 

your company and make them a functioning part of the team, they 

must receive the proper training and learn how to do what they were 

hired to do.  If new agents don’t receive adequate training after being 

hired, many will quit. 

 

 

 

  

Sponsorship/Mentorship 

Once your new agents have been recruited to the team, they need to know that they 

have someone in the office they can turn to for advice and help.  Many companies 

utilize either a sponsorship or mentorship program, in which one or many individuals 

are ‘assigned’ to a new employee and guide them as they succeed.  A mentor is a 

more traditional form of guidance and is designed to provide advice, feedback and 

some forms of coaching for employees and their decisions at work.  Sponsors are a 

more modern form of a mentor, but are typically in a position of upper management or higher 

authority.  While sponsors can still offer advice and coaching, sponsors mostly use their influence and 

pull in the company to help their employees advance and excel.  Sponsors and mentors are still used in 

many companies today and can be a great resource for new employees.  

 

  

Confidence comes from discipline and training. 

Robert Kiyosaki 
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Provide Training in Marketing 

Every new agent will need proficient training in all areas of the job.  The first area to 

cover would be the training in marketing as an industry.  Many new agents will have 

some information about what the company does, but may have little knowledge in 

the marketing industry as a whole.  Start small with explaining the basics of 

marketing, what the marketing field covers and the goals of marketing.  Then link this 

information to the new agent’s job and explain how this applies to what they are going to do.  Train on 

how to actively market and what methods/processes/actions the new agent will use.  Give the new 

agents the tools they need to be a great marketing agent. 

 

Provide Training in Recruitment 

Once new agents have mastered the knowledge of marketing and how to put it to 

use, they will next learn how to begin recruiting new agents and complete the 

recruiting cycle.  Training in recruitment can take longer since it can involve extensive 

training in people skills, persuasive speaking skills and even common research skills.  

For effective recruitment, agents should know how to research and find people to try 

to recruit, know how to lure them into a presentation, create and utilize a sales pitch, and how to 

persuade them to join the team and become hired. 

Tools for recruitment: 

• Marketing presentations 

• Job descriptions 

• Company details 

• Benefit information 

 

Provide Ethics Training 

Every company should have some form of ethics and Code of Conduct training for 

their employees.  Ethics training is designed to help new agents confront any 

workplace behavior and policies that they may face.  It helps the new employee 

understand their own professional obligations and know the consequences of any 

negative behavior.  The training should cover topics such as proper office behavior, 

complying with laws and regulations, proper versus improper payments and gifts, and client 

confidentiality and practices.  Common training practices include role playing, dramatizations, and 

training videos, depending on the size of the target audience and topic being covered at the time. 

 

  

http://www.pdclipart.org/displayimage.php?album=search&cat=0&pos=8
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Case Study 

Paula was just beginning to train her new recruit, Danny, for his first week with the 

company.  She has set up different presentation and training sessions for him – one 

for his training in marketing skills, one session for his training in recruitment skills, 

and the last session for his training in company ethics.  She explains to him that 

these sessions will not all be done all at once, but will occur over the next few weeks. 

Paula also sets some time aside for Danny to spend with his company mentor, who 

will still be with him when he gets out of training.  For the rest of his first day, Danny sits with his 

mentor, Shelley, to get to know each other. 
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Module Six: Review Questions 

1. A mentor is designed to mainly offer what? 

a) Influence. 

b) Advice/feedback. 

c) Networks. 

d) Leverage. 

2. A sponsor is designed to mainly offer what? 

a) Feedback. 

b) Support. 

c) Influence. 

d) Advice. 

3. One of the first aspects to discuss in MLM training is what? 

a) The basics of marketing. 

b) How to close the sale. 

c) How to create networks. 

d) The need for uniforms. 

4. Training should initially be based on what? 

a) The trainer’s agenda. 

b) The size of the learning class. 

c) Their pay range. 

d) The agent’s job duties. 

5. What is one tool discussed in recruitment training? 

a) Persuasive speaking. 

b) Product prices. 

c) Company history. 

d) Proper uniforms. 

6. Why is recruitment training typically longer than other training sessions? 

a) It is the most boring to cover. 

b) There are more skill sets to discuss. 

c) Many agents quit during this phase. 

d) There are less agents available to teach it. 
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7. Which of the following is one aspect of ethics training? 

a) Pay rates. 

b) Office behavior. 

c) Dress code policy. 

d) Time off request process. 

8. What is one practice of ethics training? 

a) Journaling. 

b) A slideshow. 

c) Silent reflection. 

d) Role playing. 

9. Which of the following is a training session that Paula planned for Danny? 

a) Training in communication skills. 

b) Training in salesmanship. 

c) Training in marketing skills. 

d) Training in CDL driving. 

10. What was the last thing Paula had Danny do for the day? 

a) Meet with his mentor. 

b) Get him a new uniform. 

c) Assign him to his desk. 

d) Leave early. 
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Module Seven: Sponsorship/Mentorship 

For new agents, a sponsor and/or a mentor can be a great resource 

and tool to have in their corner.  Since the agent is new, they will 

need feedback and guidance to help them become successful in the 

company and ensure they are not engaging in any negative behavior.  

Establish sponsors or mentors for agents during their probationary 

period so that they can have someone on their side from the start. 

 

 

 

 

Pair New Agents with Mentors 

The most common type of mentoring is using one-on-one pairs of mentor and 

mentee; however, how you match the mentor to mentee can vary.  Some 

companies pair employees based on similar goals or ambitions, while some pair 

employees base on similar characteristics or traits.  In MLM, it is often 

recommended to match new agents that may not have much skill or knowledge of 

the industry, to mentors that have been successful in the company and have started from the bottom 

and worked their way up.  The mentors should be available to the new agents for any questions or 

problems they may have, give tips and advice for how to do business, and offer support when they make 

big decisions or have to give their first presentation. 

  

Colleagues are a wonderful thing – but 

mentors, that’s where the real work is done. 

Junot Diaz 
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Benefits of Sponsorship/Mentorship to Mentee 

When new agents are hired and brought into the company, a great tool for them is to 

be paired with a sponsor / mentor.  A sponsor/ mentor can work with the agent and 

ensure they have the guidance and knowledge they need to succeed.  The mentee 

can benefit from this relationship in many ways. He/she can work with their mentor / 

sponsor and develop a personalized goal plan while learning new skills and expertise 

on the job.  Additionally, the mentee can learn different perspectives, and gain confidence when 

handling challenges.  Most importantly, the mentee is able to gain more knowledge about the company 

and other employees, so they are able to build their contacts and networks quickly and acquire business 

opportunities. 

Benefits for the mentee: 

• Gain confidence 

• Build contacts and networks 

• Develop personalized goals and actions 

• Learn new skills and expertise first-hand 

 

Benefits of Sponsorship/Mentorship to Mentor 

Everyone knows that there are a number of ways that the mentee can benefit from a 

mentor / sponsor, but we shouldn’t forget the benefits a mentor / sponsor will gain 

as well.  When he/she is first assigned to a new agent, they can immediately gain a 

new perspective on current issues and practices.  Through the new agent, the 

mentor/sponsor can further develop leadership and communication skills by 

discovering what methods do and do not work.  By investing time in their mentee, mentors / sponsors 

are also investing in the development of the company as well as ensuring their role as an SME (subject 

matter expert) and team leader.  Other benefits to the mentor include: 

• Satisfaction of helping another employee 

• Further develop leadership skills 

• Examine their own teaching practices 

• Gain new perspective 
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Best Mentorship Practices 

Any company that has a sponsorship/mentorship program should have some 

effective teaching methods on file somewhere.  Once the program was established, 

mentors and sponsors should have begun recording what methods and practices they 

use with their mentees and describe if the process was effective or not.  From here, 

the company can begin to build future practices to be used, and even work to create 

new ones that can be implemented.   

Common mentoring practices: 

• Peer buddies 

• Q&A 

• Group sessions 

• One-on-one sessions 

 

Case Study 

Zach has recently recruited a new agent, Amanda, to the company.  Now that she has 

finished her introductory training, he wants to assign her to a mentor who can 

continue to help her progress.  He knew that Amanda would benefit from having 

someone she can turn to for help and guidance.  Zach paired her with one of the 

company’s longest working mentors, Sharon.  Sharon enjoys mentoring new 

employees because she likes helping new employees to feel more comfortable in the office.  Amanda 

and Sharon held a special one-on-one session to discuss her career goals and skills.  By the end of 

Amanda’s first week, she was already beginning to feel more confident that she would do well. 
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Module Seven: Review Questions 

1. A mentor can offer what to a new agent? 

a) Advice. 

b) Feedback. 

c) Support. 

d) All of the above. 

2. New agents are typically paired with mentors who have done what? 

a) Traveled outside the country. 

b) Started out as a beginning agent with the company. 

c) Been promoted recently. 

d) Was recently hired with the company. 

3. What is one benefit mentees receive from mentorship? 

a) They don’t have to work with their boss. 

b) They gain confidence. 

c) The environment is less strict. 

d) The training doesn’t last very long. 

4. What is one aspect mentors can help mentees with? 

a) Do their work for them. 

b) Refer them to another department. 

c) Build their networks. 

d) Salesmanship. 

5. What is one benefit mentors receive from mentorship? 

a) Develop leadership skills. 

b) Shorter work days. 

c) A training bonus. 

d) A promotion. 

6. Helping new agents can establish mentors as what within the company? 

a) Know-it-alls. 

b) Common trainers. 

c) Push-overs. 

d) Subject matter experts. 

  



Page 37 

7. What is one practice used in mentoring? 

a) Live drills. 

b) Individual sessions. 

c) Videos. 

d) Hypnotizing session. 

8. Why is it important to document the mentoring practices used in the company? 

a) So other trainers don’t copy them. 

b) To allow the mentee to have a copy of them. 

c) To know what practices are beneficial. 

d) So the mentor can remember how to do it next time. 

9. Why did Zach want Amanda to meet with a mentor? 

a) To help build her confidence. 

b) So he didn’t have to train her anymore. 

c) To learn about office duties. 

d) It is required by law. 

10. What mentor practice did Sharon use with Amanda? 

a) Journaling. 

b) Group sessions. 

c) Q&A. 

d) One-on-one session. 
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Module Eight: Provide Marketing Presentation Training 

One of the final steps of the recruiting process – and ironically, the 

main thing that brought in new agents for training – is creating and 

using a marketing presentation.  The presentation is meant to bring 

in new recruits and persuade them to join the team, so new agents 

will need to learn how to not only create these presentations, but be 

able to effectively deliver them to an audience. 

 

 

 

 

Provide Training in Presentations 

When creating a marketing presentation, one of the first aspects to consider is how 

you want to present it.  Presentation training should begin with basic steps, such as 

how to speak in front of a group, how to prepare what you’re going to say, and how 

to maneuver through your presentation materials.  At this point, the agent will not 

necessarily focus on the material content or even the end goal, but just on the 

delivery aspect of the presentation.  They will learn how to use video files, PowerPoints, note cards, 

posters and other presentation materials. 

 

  

Training empowers people to realize their 

dreams and improve their lives. 

Sylvia Mathews Burwell 
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Provide Copies of Marketing Presentation 

One step of presentation training that is often overlooked is to provide copies of the 

marketing presentation.  Since a marketing presentation can be overwhelming, 

information is often missed or forgotten by the time the audience leaves.  Providing 

copies of the presentation helps the audience recap what the presentation was 

about.   If paper copies are given out, it allows the recipient a chance to take notes or 

write down their own thoughts and questions.  When training new agents on how to conduct their first 

presentation, don’t forget to add this step to the process – it can help increase the overall success of the 

show. 

Common ways to provide copies: 

• Slides from a PowerPoint presentation 

• Pamphlets 

• Programs 

• Fliers and various papers related to the product 

• CD-ROMs or discs of the presentation 

 

New Recruits Practice Presentation 

As the old saying goes – “Practice makes perfect.”  So, one of the final steps of 

presentation training is to have the agent practice his presentation.  Practice is an 

important step that is often rushed or glazed over, because the agent assumes they 

know their information and automatically knows what they want to say.  But without 

practice, when they step out in front of the audience, they will find that they are 

unprepared. 

Start with having the agent present in front of one or two people, such as their trainer and a coworker.  

Then increase the audience to a few more, such as in an office meeting. Eventually, have the agent 

practice in a large room, such as an auditorium or board room to get a feel for the space and how far 

they need to project their voice.  As the agent practices, act as their audience and provide any tips or 

critiques that could help them improve. 
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Offer Marketing Resources 

When the new agent is getting ready to create their own marketing presentation, the 

trainer should remind them that it may be helpful to offer the presentation in 

different formats, and include a variety of marketing resources for the audience to 

see during the presentation, and maybe even take with them. For example, some 

agents prefer presenting using videos or slide shows, and offering resources such as 

brochures and podcasts.  Learning to produce and offer different presentation formats and marketing 

resources not only allows the agent to become more versatile in presenting their information, but also 

increases the candidate pool by not omitting any learning styles. 

 

Case Study 

Anita is an agent that has been with her company for over 14 years.  She recently 

recruited a new agent, Adam, to work with her.  Once Adam was hired and had gone 

through initial training, Anita made sure he became familiar with the product line 

and all that the company offered.  Anita worked with Adam to build a new 

presentation that Anita would show at the next marketing event.  Once Adam 

learned the presentation, Anita had him practice it in front of the other agents.  She then helped him 

create additional resources to give to the clients at the show.  Anita told Adam that he was ready to give 

the presentation himself and she was ready to take him to the event with her. 
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Module Eight: Review Questions 

1. Presentation training typically focuses on what? 

a) Customer service. 

b) Information delivery. 

c) Marketing basics. 

d) Employee communication. 

2. What is one method of marketing presentations? 

a)  A printed flyer. 

b) Employee training session. 

c) A handbook. 

d) Microsoft PowerPoint. 

3. What is one way an agent can provide copies of their presentation? 

a) Show it on a big screen. 

b) Make the session viewable online. 

c) Provide printed programs. 

d) Invite a lot of people to watch it. 

4. What is one benefit of providing copies of a presentation to the audience? 

a) The audience can take notes. 

b) The audience can take notes for other companies. 

c) The agent only has to speak once about a topic. 

d) It eliminates questions the audience may have. 

5. When practicing their presentations, agents should start by doing what? 

a) Presenting in from of a large group. 

b) Practicing with small groups. 

c) Doing online videos only. 

d) Asking to present with another person. 

6. While the agent practices their presentation, the trainer should do what? 

a) Offer criticisms. 

b) Stare at the agent the entire time. 

c) Provide feedback. 

d) Leave the room. 
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7. Why is it important to offer different marketing resources? 

a) In case one method breaks. 

b) In case no one likes the first method. 

c) It allows the agent to pick which one he likes. 

d) It gives the audience viewing options. 

8. When an agent is able to offer more marketing resources, they do what? 

a) Become more versatile. 

b) Become stressed. 

c) Favor one method over another. 

d) Get bored with the material. 

9. How long has Anita been with her company? 

a) 10 years. 

b) 12 years. 

c) 14 years. 

d) 16 years. 

10. Where did Anita tell Adam the presentation would be shown? 

a) At the next board meeting. 

b) At a marketing event. 

c) At an upcoming team meeting. 

d) On the internet. 
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Module Nine: Provide Social Media Training 

Social media is a tool that links people from all across the globe.  

With the rise of technology, social media has become a whole new 

world in the marketing industry.  Since people are able to connect 

over the click of a button, the marketing industry is adapting new 

ways to reach out and attract new clients, customers and agents. 

 

 

 

 

 

Social Media is Key to Networking! 

Social media is defined as computer-mediated tools that allow people to create, 

share or exchange information, ideas, and pictures/videos in virtual communities and 

networks.  Over the years, social media continues to grow with new applications 

being created every day.  It is designed to keep people connected together, so it 

makes sense that it has become the key in networking electronically.  Social media 

sites are no longer just for personal use any more and many companies are creating 

profiles to reach out to the public.  Their public profiles allow companies to obtain employees, offer 

information to clients, get feedback from customers and even take in questions and orders over the 

internet. 

 

  

Social networking sites provide an unparalleled 

ability for people to stay connected in new and 

unique ways. 

Michael Bennet 
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Websites and Blogs 

Websites and blogs are a popular tool for consumers.  It gives them a direct address 

where they can find information about a company or its products. They are often 

recognizable by the .com at the end of a web address, (or .net, .org, etc.).  They are a 

great tool for creating marketing campaigns and sharing among internet users. Blogs 

were first used as personal, online journals, but they are now commonly used by 

businesses. A blog can either stand on its own site or be linked to the company’s 

official website.  

Blogs and websites can also be used in Search Engine Optimization (SEO), which affects the visibility of 

the company on the internet.  Businesses can create a new blog post or update their website; it creates 

content that can be viewed in search engines, such as Google or Bing.  

 

Facebook and Twitter 

Facebook is a social networking site that was created in 2004 and became an almost 

overnight success in connecting people together.  It is designed for ‘users’ to create a 

profile and share photos, ideas and thoughts with ‘friends’ on their page.  For 

businesses, Facebook has become a new tool to connect with customers from all over 

the world.  The website allows companies to create a business page in which 

customers can find new information on their own, or businesses can invite customers to visit their 

profile.   

Facebook features a special section just for businesses that can help companies create a profile, identify 

their audience, create business content and then create ads to advertise for it. 

Twitter is an online social networking service created in 2006 that allows users to send and read short 

140-character messages called "tweets".  The Twitter user’s ‘followers’ are alerted when a new post is 

made and can read any news or updates made.  Twitter posts can also include photos or web links that 

give potential customers more information about the company.  Like Facebook, Twitter allows 

companies to create a profile and invite people to follow them, create posts that encourage 

conversations, and engage with their clients.  Twitter features a link on their website designed for 

businesses and organizations to help them build their follower base. 
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LinkedIn 

LinkedIn is a business-oriented social networking service launched in 2003 and is 

specifically designed for professional networking and contacts.  It allows businesses 

to create an online professional identity and link not only with other companies, but 

with colleagues, professional networks and even classmates.  Because LinkedIn is 

designed for professionals, it can be a great source for users who are looking for a 

job, aiming to discover sales leads, connecting with potential business partners and 

trading success stories.  The website recently reached over 15 million registered users across the world, 

creating a large network of business professionals that are only a click away from each other. 

Recently, LinkedIn began featuring a number of business tools, including custom company pages and 

user groups and associations.  These tools help companies post status updates, encourage group 

conversations and send information to and from clients and other business people.  LinkedIn is helping 

businesses expand their brands and make their presence known on social media. 

 

Case Study 

Jack was working with a recently hired agent, Diane, and helping to train her to work 

on her own.  In their next session of training, Jack was training how to market with 

social media.  Jack explained how social media is designed to link people together, 

which makes it great to reach out to a lot of customers at once.  Diane asked about 

popular social media sites, such as Twitter and Facebook.  Once Jack explained how 

the company markets on these sites, he told Diane about LinkedIn and highly suggested that she create 

a profile on this page.  Jack told her it would be helpful in not only expanding her business skills, but 

would help her build professional contacts and join networks. 
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Module Nine: Review Questions 

1. Why is social media said to be the key to networking? 

a) It connects people together worldwide. 

b) The sites are all owned by the same people. 

c) It works as a great training tool for new agents. 

d) The sites allow users to be anonymous. 

2. What can businesses MOST likely accomplish on social media sites? 

a) Create new products/services. 

b) Rewrite their training procedures. 

c) Directly connect with customers and clients. 

d) Train their employees. 

3. According to the modules, websites are usually recognized by what factor? 

a) Their place on the internet. 

b) The .com suffix. 

c) Their pages’ bright colors. 

d) The slow ability to load properly. 

4. Web blogs were first introduced and used as what? 

a) Photo galleries. 

b) Social media sites. 

c) Chat rooms. 

d) Personal online journals. 

5. Facebook is one social media site that allows companies to do what? 

a) Market to customers around the world. 

b) Act as an individual person. 

c) Join social groups. 

d) Troll other users for marketing leads. 
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6. Twitter is a social media site that was created in what year? 

a) 2008. 

b) 2006. 

c) 2004. 

d) 2002. 

7. LinkedIn is a social media network that is designed for what? 

a) Friends and family. 

b) College students. 

c) Parents. 

d) Business professionals. 

8. Since launching in 2003, LinkedIn has reached approximately how many registered users? 

a) 15 million. 

b) 12 million. 

c) 9 million. 

d) 6 million. 

9. Which of the following sites did Jack cover in Diane’s training? 

a) MySpace. 

b) Xanga. 

c) Twitter. 

d) Photobucket. 

10. What site did Jack tell Diane would help her build professional contacts and networks? 

a) Facebook. 

b) LinkedIn. 

c) Messenger. 

d) Twitter. 
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Module Ten: Provide Training in Recruitment 

Before an agent can go out into the world to seek new agents, they 

have to know the rules and methods of how to recruit them!  Any 

person can put on a presentation and hope that new agents will 

flock to the company.  But a trained agent will have the answers 

when the recruits have questions, and will know what to say when 

they have doubts. 

 

 

 

 

Building a Contact List 

When you are in the marketing and sales industry, a big part of your job is to get 

contacts and networks to push your career further.  In training, it is important for 

agents to learn how to develop and build their contact lists.  Let them know that 

contact lists can consist of potential clients and new recruits, colleagues, 

management teams and any professional contact.  Training agents should not be 

afraid to reach out to people to build a relationship with them and add them to their professional 

contact list.  As a trainer agent, you may need to help out the trainee by providing a few leads for them 

to start with. 

  

Hire for passion and intensity – there is 

training for everything else. 

Nolan Bushnell 
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Leveraging Personal and Professional Networks 

Once a training agent learns how to begin building their contact lists and networks, 

they begin to learn how to leverage their personal and professional networks to reach 

out and grow in business.  Warm lists or call lead lists can only take the agent so far, 

so they must learn to look into their own personal and professional circles and build 

from who they know, to develop their contact lists.  Teach these agents that some 

ways of doing this include attending industry events, such as seminars and lectures. They should keep a 

core list of contacts, also known as a ‘black book’, and ensure that they associate themselves with other 

people.  Remind them to always use their manners and return any favors they may receive. 

 

Provide Presentation/ “Elevator speech” Training 

While the agent will receive full presentation training and learn how to properly give 

any presentation to a small or large audience, it is often overlooked to train the agent 

on how to give their “elevator speech” presentation.  An “elevator speech”, also 

known as “elevator pitch” is the condensed version of their marketing presentation, 

but designed to be delivered quickly, usually in 3 to 4 minutes (or the time spent in 

an elevator).  The speech should be alluring, and make the listener gain interest in your organization.  

The agent should be sure to determine their objective or purpose of the pitch, and always time 

themselves to ensure they have included all the information in the right amount of time. 

When creating the presentation/pitch: 

• Determine your objective- What do you want to tell possible customers about your company? 

• Describe what your function is- What does your company do?  What problems does your 

product provide a solution to? 

• Show your rarity- What makes your company different from other companies? 

• Ask questions- Preparing an open-ended question is an excellent way to gain engagement into 

your elevator speech.  

• Timing is everything- Once you’ve prepared your speech, time it.  Your speech should be 

between 3-4 minutes long.  Otherwise, you lose the person’s attention.   

  

http://www.pdclipart.org/displayimage.php?album=37&pos=478
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Discuss Follow-up 

One of the most important steps of a presentation is the potential to follow-up with 

interested recruits.  At some point during the presentation, the agent should secure a 

follow-up with the recruit. Following up with these potential recruits gives them a 

chance to have a one-on-one session with the agent, and rethink the information 

they’ve been given. When training the agents on this part of the presentation, advise 

them on ways to secure a follow-up time, such as making appointments or handing out business cards.  

Instruct agents to always be prepared to answer questions and bring extra information sources with 

them.  The follow-up session can be just the thing that seals the deal.  

 

Case Study 

Ashley was training the newly hired agent, George, and began talking to him about 

how to recruit new agents.  Ashley told George that he would not need to recruit 

agents any time soon since he was new himself, but he would still need to know how 

to use these methods to draw people into the company in the near future. She first 

discussed the importance of a contact list and ways to help build and expand it.  

Ashley then discussed the importance of delivering a small and quick presentation 

that can be done practically anywhere – she called it his Elevator Pitch.  Lastly, George and Ashley 

discussed the value of a follow-up session and what George should discuss during one of these 

meetings.  George had the basic skills of recruiting new agents, but he would now need some practice! 
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Module Ten: Review Questions 

1. Agents in training are taught to do what? 

a) Build their profile first. 

b) Join all social media sites. 

c) Reach out to build their network. 

d) Stay off the grid for a while. 

2. What can a trainer do to help new agents build their contact lists? 

a) Stand by and watch the agent work. 

b) Give them your list of contacts to copy. 

c) Tell them who to contact. 

d) Provide warm leads. 

3. What is one way agents can leverage their personal or professional network? 

a) Read books on professional business. 

b) Attend professional seminars. 

c) Watch presentations online. 

d) Ask their mentors to contact people for them. 

4. When leveraging a network for help, the agent must remember to do what? 

a) Return the favor. 

b) Ask for more favors. 

c) Nothing. 

d) None of the above. 

5. An elevator speech typically lasts how long? 

a) 1 to 2 minutes. 

b) 2 to 3 minutes. 

c) 3 to 4 minutes. 

d) 4 to 5 minutes. 

6. When creating their own marketing presentation, the new agent must determine what? 

a) The purpose of the presentation. 

b) The music they want to use. 

c) What to color on their poster boards. 

d) Their stage name. 
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7. What is the final part of a marketing presentation? 

a) The product introduction. 

b) The fact slides. 

c) The wind up. 

d) The follow-up session. 

8. An agent should be prepared to do what during a follow-up session? 

a) Answer questions from the client. 

b) Clean up the presentation area. 

c) Repeat everything they said in the presentation. 

d) Pay for the rental hall. 

9. What was the first point Ashley discussed with George? 

a) Creating his speech. 

b) Taking a communication class. 

c) Building a contact list. 

d) Joining professional sites. 

10. Ashley urged George to develop a condensed, quick version of his presentation, called what? 

a) His Speedy Presentation. 

b) His Elevator Pitch. 

c) His Quick-Sales Pitch. 

d) His Cliff-Notes Presentation. 
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Module Eleven: Provide Ethics Training 

Ethics in the workplace is essential and everyone’s responsibility.  Not 

only should new employees be trained in company ethics policies, but 

current employees should act as role models and leaders on how to 

act in the workplace.  Clients will investigate any company they want 

to do business with, so it is important to ensure they see a positive 

and ethical stance from the company. 

 

 

 

 

MLM and Bad Rap for Ethics 

In some professional networks, MLM companies are often seen as unethical or 

‘shady’ companies.  MLM companies are often referred to as ‘pyramid schemes’ since 

they rely on building networks and making profits on the more agents the company 

has.  Many people see the pyramid schemes as dishonest and misleading, causing a 

sense of false advertising.  In some cases, the MLM agent can act as an independent 

contractor, which makes them more likely to bend the rules and ignore guidelines of 

MLM in order to secure more clients.  When MLM agents move out into the market, it is important for 

them to always act ethically and honestly.  They should not contribute to the bad rap that is trying to be 

assigned to the entire MLM industry. 

 

Only Follow-up if Opted-In 

We discussed that it is important to secure follow-up sessions with clients after a 

presentation has been given.  However, an agent should only follow-up with a client 

if the agent has been invited to do so via the client opting-in.  No matter what 

method used to make the presentation, an interested client will send a request for 

more information and request a chance to speak with an agent, if interested. If 

agents begin contacting clients after the presentation without being opted-in, many customers can see 

this as being pushy or spam-like, and will turn away any of these advances without giving the agent a 

chance.  The agent should never pressure the client for a follow-up session. 

Without ethics, man has no future. 

John Berger 
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Keeping the Sales Pitch Honest 

It is often said in the business world that the best sales pitch is actually not a pitch at 

all.  The agent’s presentation or sales pitch should never be inflated with false facts 

or advertising and should not be misleading as to its true purpose or function.  A 

sales pitch should be confident and upbeat and most importantly honest.  Ensure 

that the channels of communication are always open and keep interest genuine.  The 

agent should never lie about what their product or service can do and should always be open to 

answering questions that the client may have.   

 

Keep Expectations Realistic 

When agents prepare to sign on new agents or deliver a sales pitch to a customer, it is 

important to keep the expectations realistic.  For agents being signed on with the 

company, recruiters need to be honest about what is expected of them and what may 

happen for them.  For instance, agents should be aware that success may not happen 

right away and that they will likely face a lot of rejection before being successful.  

Don’t try to sugar-coat the position by suggesting the agent will make a lot of money for little work.   

For clients, the agent needs to be realistic about what the client can expect from the company.  For 

example, clients need to be aware of turnaround times, amount of input needed from them and what 

may/may not happen.  Clients should never be lied to and should not be given partial information for 

any reason. 

 

Case Study 

Michelle is a new agent at the company and has finished her initial training sessions.  

Now she is partnered with senior agent, Edward and will begin Ethical training.  

Edward explained the purpose of ethics and how it is important in the marketing 

industry, saying the customer should be able to trust the company they are doing 

business with. Edward stressed the importance of keeping Michelle’s sales pitches 

and presentation honest.  He said the customers’ and agents’, expectations should always be realistic 

and never over-inflated.  Finally, Edward discussed an agent’s follow-up session and how it should never 

be forced.  The agent must allow the candidate to come to them and not spam or badger them. 
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Module Eleven: Review Questions 

1. What is one reason MLM is said to have a bad reputation? 

a) The agents are mean. 

b) The presentations are boring. 

c) Their processes can be misleading. 

d) The company is too big. 

2. What can an agent do to counteract the MLM’s bad reputation? 

a) Divert attention. 

b) Act honestly. 

c) Make up rumors about a competitor. 

d) Don’t answer any questions. 

3. An agent should never do what regarding a follow-up session? 

a) Offer the session to the client. 

b) Answer questions outside of a follow-up session. 

c) Give clients information about setting up a follow-up session. 

d) Pressure the client. 

4. Agents are trained to follow-up with a client at what point? 

a) If the client opts them in. 

b) At the beginning of the presentation. 

c) Immediately after the presentation ends. 

d) Several days after a marketing event. 

5. A marketing or sales pitch should never include what? 

a) Photographs. 

b) False facts. 

c) Bright colors. 

d) Long forms of text. 

6. An agent should always be willing to do what for clients? 

a) Give a free trial of the service. 

b) Provide special pricing for certain customers. 

c) Offer their friends a discount. 

d) Answer their questions. 
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7. How are expectations made realistic for marketing agents? 

a) They are aware of work they must do to succeed. 

b) They are told they can make big bonuses after several projects. 

c) They think they can take time off when business is slow. 

d) They are unsure of how much of an investment they need to make. 

8. According to the module, how are expectations made realistic for the marketing client? 

a) They know how to contact the agent. 

b) They are unsure if they need to pay money now. 

c) They are made aware of result turnaround times. 

d) They think the agent will go away if they don’t look at them. 

9. Edward told Michelle that her presentations or pitches should always be what? 

a) Upbeat. 

b) Funny. 

c) Honest. 

d) Short. 

10. Edward explained that a follow-up session should never: 

a) Be done alone. 

b) Be forced. 

c) Be pursued. 

d) Be ignored. 

.  



Page 57 

Module Twelve: Wrapping Up 

Although this workshop is coming to a close, we hope that your 

journey to learning multi-level marketing is just beginning. Please 

take a moment to review and update your action plan. This will be a 

key tool to guide your progress in the days, weeks, months, and 

years to come. We wish you the best of luck on the rest of your 

travels!  

 

 

 

Words from the Wise 

• Nicolas Roeg: Marketing is a very good thing, but it shouldn’t control everything.  It should be 

the tool, not that which dictates. 

• Erik Qualman: Best results are often achieved well before you need a job, by consistently 

networking so that when you find yourself job-hunting you have a large network to work with. 

• Beth Comstock: Whether B2B or B2C, I believe passionately that good marketing essentials are 

the same. We all are emotional beings looking for relevance, context and connection. 

• Seth Godin: Our job is to connect to people, to interact with them in a way that leaves them 

better than we found them, more able to get where they’d like to go. 

 

Lessons Learned 

• Building contacts 

• Recruiting new agents 

• Recruitment training 

• Sponsorships and mentors 

• Forms of ethics training 

• Forms of social media training 

Networking is an essential part of building 

wealth. 

Armstrong Williams 

 


