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To the lovers out thereEa nd especialy
for

Vicki 1.ank, who, with a three-day notice on her

traller home door in the Sring of 1994, went door to
door with abox of product she borrowed from me, to
gather enough customers so0 she could get to the firs
management postion in her first 30 days in my group,
and who, within nine months of that day, went on sage
with me a the nationd convention as the proudest of
my first three Nationa Marketing Directors. She was
given top honors by the company, NSA, and inducted
into the company® Hall of Fame, because she had
created and lived out her own big rags to riches story
tha is perhaps the best known and most admired in the
history of the company.
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Excerpt #1

Second Foreword
To Network Marketers

=

Network marketing is perhgps the only business

where one has to justify going after customers.

In every other busness, cusomers ae sacred.
Companies do everything they can to woo and keep
them. Nordgrom, for example, has built their entire
business by offering outrageoudy good customer service.

But, how often have you heard, especidly from
people a thetop of your heap, that it@awaste of time to
go ater cusomers? That the money is in recruiting
business builders? Hmm.

What® the story here?  Why are customers a
the low end of everyone® totem pole in the network
marketing business?

For some it® because income from customers

looks like smdl potatoes compared to the big money a
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business builder might bring. And the few people who
get buildersin their organizations are the ones showcased
in front of the room.

These big earners are the ones who have been
fortunate enough to stumble upon a business builder or
two', who bring in a whole organization of aspiring
builde's. Soon there are thousands of people sdling the
dream to others, and everybody is buying product regu-
larly so that they can be aQproduct of the productQ And
this rare top banana, a the top of the hegp, gets a per-
cent of mogt dl of it. Tha@why the income gets o big.

Nice work if you can get it.

However, everyone who@® been in the business
for a year or more knows the downsde the odds of
getting an entrepreneur who redly does something and
gays with it until, are dmost as smal as winning the

lottery.

1 None of the 70+ top bananas earning $30,000 or more per month whom |
have interviewed over the years have more than four people giving them 85-
95% of their income. Most have one person whose organization
contributes at least half of their income. And as often as not, that key player
was not sponsored directly by the top banana
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How many of you have succeeded in finding
those entrepreneurs? And in kegping them?E

For years, when | was building my various
network marketing businesses, | too focused on finding
aspiring marketers. | used to cdl them QurbosObecause
they started with the larger volumes of product ($2,000
to $25,000), so that they could ingtantly achieve a higher
commisson leve. These initid purchases gave my
income aturbo boost.

S, | went after them with a vengeance, enjoying
the (big moneyOfor agood while. But | had to work 10-
to 12- hour days to sustan the income because most of
the turbos lasted less than three months. They@ sign up,
buy the quota and were gone in a couple of months.
Some would disgppear in aweek.

Most redly weren®business builders. They were
mesmerized by the financid promise of the circles on the
wdl and my success. They forgot tha | had been
working a it relentlessy for five years previoudly, plus, |

had finaly Qvon the lotteryQ | had stumbled across an
© 2005 by Kim Klaver. www.BananaMarketing.com 7



extraordinay business builde within the first three
months of garting my fifth network marketing business.

The starry eyed QurbosOl signed up would use
the product themsdves, and §t on the rest. They
discovered they redly didn®enjoy sdlling, and their initial
enthusasm disgppeared in the face of the unresponsive
or unexpected pukey treatment they got from ther
friends family, and the generd marketplace.

S, | often ended up moving the product for
them, so they wouldn® be Qyarage qudifiedOor have to
send it back. To speed up moving product, we started an
QGutomatic reorderOprogram in our organization, so that
cusomers could commit to using the product every
month, a apreferred price?

In hindsght, 97% of the people | sgned up
ended up being just customers. And | was getting them
the hard way B by leading with the business. There are

2The company | represented liked thisideaand ended up adopting that
automatic reorder program company-wide. They called it the Preferred
Cugtomer Program, and today, they havetens of thousands of regular
monthly cusomers. Many other companies have smilar programs, often
cdled Gautoship.O
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way fewer people who sl a product than useit. Daa
from severd large network companies show that for
every 100 people who regularly order a product or
service for their own use, only two or three dso sl the
product. Around 97 are just customers, not distributors,
even though many were signed up as didributors o,
why not woo customers to begin with? [t@ a less
dressful and more predictable way to build significant
income. At the end of the Chapter 1 Orake OffQ
youd run through alittle exercise that causes many of my
sudents to gasp with ddight. It demongrates just how
much income you can make from regular monthly
cusomers. Certainly enough to provide some necessaxy
insurance againg the possbility that it might take longer
than you expect to find that Ace.
Something in the bank for those rainy timesE

@& Kim

Mill Vdley, Cdifornia

Soring, 2004
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Excerpt #2
Next...

" 0

[ have proposed an gpproach in this book that
is probably heresy for mog people in network
marketing today. The most controversd points of the
goproach are:  the initid focus on getting regular
customers ingead of business builders?® not mentioning
the product or company name or other techno-babble on
the Girst daeOwith a prospect, acoepting tha your thing
is not for everyone, leading with your own hot button
instead of probing for theirs, and gicking with tha focus
until you get your 100 loyd customers. 1t@ NOT essy.
No product sdlis itsdf. One must prectice, prectice,
practice.

This is the opposte of wha has been taught for
decades. S0 the quedtion is, should you go this route or
not?

3 x . .
Of course you don®turn away people who want to join your business;
you just don®actively pursue them in the beginning.



NEXT ...

Here® how to decide |swhat you@e doing now
working for you or not? Are you hagopy doing what
you@e doing in the business or not? Are you proud of it?
Do the things you do give you inner satisfaction or not?
Arethey GrouOor not? Do you love it madly or not?

If yes, keep doing what you@e doing. And pass
this book on to someone who has log fath in
themsalves and the business.

If your answer is ®oQ1 offer you my hand to
lead you dong the less traveled road. | offer you the
soriestha my graduates have told & Sudy Halls, and in
public conference cdls. Some are in thisbook, otherson
the website, and they keep coming in.

Findly, | offer you the success of American
companies like AOL and the cable TV industry to
deamondrae tha setting up a loyd customer base is a
good and profitable foundation for your business.

There will be obgtacles to overcome, digtractions
to st asde and pressures to ded with. Your sponsor
and other upline may bdittle and ridicule your new

© 2005 by Kim Klaver. www.BananaMarketing.com 11



IF MY PRODUCT& SO GREAT, HOW COME | CANG SELL IT?

goproach. They may pressure you into going back to
pursuing only business builders P those 1 in 1,000 or
10,000 B and ignore the customers, who number more
like 1in 10. Or they may ignore your strength and ingst
you do their reaching out method which is not you. Or
your company will tempt you with new products which
don®relae to your hot button. Or someone may offer
you the opportunity to sell to an audience that is not
related to your hot button. Or you may hear a success
gory from someone who is doing something different B
something you don® connect with, but which now
digtracts you.

But | say to you: Do not fdter. Do not givein.
Do not give up on your hot button club. Remember
this. 95% of those doing the business the old way drop
out, discouraged and upset. Second, 97-100% of the
income that companies with ared product or service get,
comes from people ordeing the products and services
each month. Tha includes many inactive digtributors.
Only 3% of a network marketing company® customers

aso sl the products regularly.
© 2005 by Kim Klaver. www.BananaMarketing.com 12



NEXT ...

Where but in our industry have customers gone
out of vogue? But it@hard to teach old dogs new tricks.
The old dogs Qaughed in 2001 when Steve Jobs
introduced the iPod, Apple® $400 MP3 player. They
laughed in 2003 when he opened the iTunes Music Sore,
sling songs for 99 cents when millions of consumers
were downloading tracks for free. But Jobsis having the
last laugh...having sold 5 million iPods Apple owns 55
percent of the music player marketEO (Wired magazine,
6/04, p 107)

Seth Godin weighs in with his take on the role of
cusomers in the title of an aticle in Fast Company,
GContempt of Consumer: 1t@aRed Crime.O

| offer you Einstein@advice:

“The significant problems we face cannot be solved
at the same level of thinking we were at when we

created them.””

4 http:/ / www.jokemonster.com/ quotes/ quotes’ a 130982 html
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Q&A
\_,.——D

T hese are the questions that have often come
up in Sudy Hallsor a theend of aThree
riptsclass. One or two may have popped up for you
tooE

Question 1. When we use just our First Date Script,
or Market Segment Script aren’t we excluding others
who might want something different?

Yes, you are intentiondly excluding people who
belong to amarket segment that is different from yours.
You are not cdling their name. On aQirst daeQthe
mog effective way to make sure that people who are
ready to buy will hear their nameisto cdl ONE NAME
AT A TIME. If you cadl morethan one name a atime
(i.e. tak aout dl your products), you may lose the one
who isreadyto buy from you.

If you gart listing everything you have in the
hopes that there will be amatch, you lose the person®
dtention. On aFIRST DATE no one cares enough to



Q&A

hear about dl the products you have. What gets
someone® atention is hearing about something spedific,
something that touches them, ether for themselves or
someone they know.

Exclugvity is an gphrodisac, a least in this
culture. When someone says you can®have something,
do you want it more or less? Think about your
childrenE 1t@the forbidden fruit syndrome.

Offering ONE FIX AT A TIME hasasurprise
bonus: referds, referrds, referrds. Sudentsin Three
Sripts classes and Sudy Halls have reported
unprecedented increasesin referrds, both from people
they know and people they don®know. One woman
reported tha she got 16 referrds in one week, more than
she had had in her entire 12-year career.

P.S Letting go of Qhe othersOmight be eadier if
you think of it like shopping for shoes. Say you go
downtown to buy apair of women®running shoes.
With tha one decison, you have just excluded ALL the
hundredsof men@shoes. And, when you look for your
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IFMY PRODUCT& SO HOT, HOW COME | CANG SELL IT?

running shoes, you have just now aso excluded every
other kind of women@shoe they havein the store. But
you nose around, try on different types of running shoes,
and eventudly you find theright par. Now you have
wha YOU want Bamatch for wha you were looking
for, yes?

When you take your new running shoes home,
do you think aout the thousandsof shoesyou left in the
gore? Do you pinefor dl those other shoes? Or are
you happily looking forward to wearing your ONE PAIR
of new shoes?

Question 2. Should I play to the person to whom 1'm
speaking? You know, try other “for people who”
Stories even if they aren’t mine, if it seems like they
want another product?

Generdly, theanswver isNO. Sick to your
knitting.

First, usng YOUR first dae script over and over
and over and over and over and over and over ensures
that it will roll off your tongue in anaurd and effective

way night or day, drunk or sober. And often if the
© 2005 by Kim Klaver. www.BananaMarketing.com 16



Q&A

person you®e taking to isn®in the market for your fix,
but has afriend who is, they will hear their friend®name,
and giveyou areferrd.

Second, youd get skill and confidence you didn®
have before, so tha you can secidize, like doctorsdo.
Why not become the person in your areawho is
KN OWN astha person who has aproduct, say, Gor
people who have aches and pains and don®want to use
drugsto get rid of them?0 Or Qvho want to reduce
those lines without BotoxC? What if you become like the
cardiologist everyone knows, who specidizesin heart
conditions? Or thefoot goecidist or eye Joecidist?

If you want, after you get those first 100+
customersusing your first date script, you can do another
first dae soript for another fix that has meant alot to
you. But do ONE a atime. So people begin to
perceive you as the person who has aproduct for people
whoE

Third, the market segments my students have
described and of which they are apart, dl includetens of
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IFMY PRODUCT& SO HOT, HOW COME | CANG SELL IT?

millions of people. Finding 100 customersin 100 daysis
not a question of market size, but how often you will
offer your first dae script so those out there will hear
their name being cdled. Why not go for 1000 cusomers
in 1000 days going after the SAME market segment?

| sn®this working smarter instead of harder?

One lady reported that she was offering a
product Gor moms of children who were picky eaters
and worried their children weren®getting the right
nutritionQ She sad that after the one mom bought the
product for her child, shewasinvited by that mom to
severd group meetings of other moms to make her
presentation Done a aday care center where shed met
the fird& mom, and another home-schooling group in the
neighborhood.

This hgppens when you can show you area
knowledgeable member of the market segment you are
cdlingfor. It makesit easer for peopleto identify your
gpecidty and passit on. Rather than showing up asa
Jack-of -dl-trades and master of none. Or worse, being

percelved as just another sdller bear.
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Q&A

Fourth, the learning curve is MUCH quicker
when you repeat the same script more often, over a
shorter period of time. Dr. Gawvandereportson a
Harvard Business school research group that sudied
learning curves anong surgeons. They followed 18
cardiac surgeons and their teams Gis they took on the
new technigue of minima invasive cardiac surgeryET he
new heart operationEp roved substantialy more difficult
than the conventiona oneE  All teams received the same
three-day training sesson and came from highly
respected ingitutions with experience in adopting
innovations. Ye, in the course of fifty cases, some teams
managed to have their operating time while othersfailed
to improve a dlE

(GDne physician made severd visits to observe
one of the quickest-learning teams and one of the
dowest, and he was sartled by [what hefound]E  The
surgeon on the fast-learning team was actualy quite
inexperienced compared with the one on the dow-
learning teamN he was only acouple of years out of

© 2005 by Kim Klaver. www.BananaMarketing.com 19



IFMY PRODUCT& SO HOT, HOW COME | CANG SELL IT?

traning. But he made sureto pick team memberswith
whom he had worked well before and to keep them
together through the first fifteen cases before dlowing
any new members. He had the team go through adry
run beforethefirst case, then deliberately scheduled six
operaionsin thefirst week, 0 little would be forgotten

in between. He convened the team before each case to
discussit in detall and afterward to debrief. He made
sure results were tracked carefullyEOQ

Thisis precisaly what weteach in the Three
riptsclassand in SudyHall.  Find abuddyto dothe
cdlswith, prectice the cdlsfirst, then do awhole bunch
of them oneright after another, with discusson &fter
each cdl to help improve the next one. The samefirst
date script isused eech time. We have everyone do 100
cdls minimum the first week, sncethe cdls last lessthan
5 minutesin mog cases. Theresults have been a
renewed motivation and significant increases in saes.

| rest my case.

© 2005 by Kim Klaver. www.BananaMarketing.com 20



Q&A

Question 3. 1've heard some people made it really
fast. So did they have to practice this much?

When | first got involved in the business, the two
gories | heard most were about the wild success of 1) a
former tuna boa fisherman, now atop earner, who says
he knew nothing about anything, and who laughed about
not even being able to figure out his paycheck, and 2) a
former water, who had sponsored the tuna boa
fisherman, who had suddenly become the # 1 big banana
in the company.

Both stories, while encouraging to dl, were not
what they seemed a firgt blush, and | have found thisto
betrue for nearly every single top person | know across
nearly 100 companiestoday.

Both young men above worked round the clock
in their network marketing businesses. However, both
adso had years of network marketing experience before
they got involved with their then current company,
which | waswith, dso. Thetop earner in the company
had been raised in anetwork marketing family, and his
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IFMY PRODUCT& SO HOT, HOW COME | CANG SELL IT?

faher had had aheart atack in his40s, due to the
sressesreaed to his network marketing business. So
the son had grown up with the business, and had had
years of experience before joining the current company.
And he recruited many of the people that had been part
of the previous company.

The point is, tha none of this was ever discussed.
Nothing fdse was sated. The whole story was just never
presented. So people got the impression tha you could
gep off atunaboat and make amillion dollars a year
within ayear. Or that asmple waiter could earn twice
that within ayear or two. Both weretrue, but there were
YEARS of experience before that which undoubtedly
helped them.

Thisistrue for countless leadersin today®
companies. Many have 20+ years experience before
they grikeit rich, but no one mentionsthose prior years.
What you hear isjudt that in this particular company, in
three to four years, or less, they@e now earning $10k+
per month.
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Q&A

Wha®@good, | suppose, isthat that attracts
people.  What@bad isthat many people fed like falures
if they don®@succeed BIG within 10 or 12 months. Many
quit if they@e not earning fat incomes within ayear, like
the (ig boysOsaid they did.

So when you hear the big stories, ask what else
that person hasdonein ther past. Tha might help
explain their current success.  Peter Drucker, America®
#1 management expert, says.

"For the first four years, no new enterprise
produces profits. Even Mozart didn't sart

writing music until he was four."

Give yoursdlf that much timeto replace your
current income, or to earn the average income in the US
today, which isabit less than $3k per month.

Question 4. If you were so successful bringing in the
business builders, why are you changing strategy now

and teaching people to go after customers?

5 John Fogg asked this question during an interview on hisweekly cal for
network marketers 12.23.03.
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Severd ressons.

First, | don®know if | could duplicate in the
current marketplace what | did yearsago. There aretoo
many dead bodies of faled aspiring business builde's
around today. Almost everyone out there knows
someone who tried and didn®make it, so they run the
other way when they seethe circleson thewal. 1t@
becoming more and more difficult to find good leads
people willing to try.

| am no longer optimistic that it@possibleto
reverse the extremely high drop out rate of entrepreneurs
in network marketing, with the old methodsof going
after busnessbuildes. | used to think | could do that by
teaching people dl the survivd skills| had learned in
building my own organization. But even with those
ills, there are too few Aces out there to meet the
demand. Finding an Acetoday isdmost like winning the
lottery.

| redlize now tha most people | thought were
business builders, were redly one-shot high volume

customers. We called them QurbosQ They bought a
© 2005 by Kim Klaver. www.BananaMarketing.com 24



Q&A

large initid order (US$H2-5,000, sometimes even $25,000)
because they loved the product alot and thought it
would sl itself.  But many of them found out they
weren®cut out for the direct sdesworld. So they ended
up dropping out or just buying the product for ther
persond use.

The turbos were the monthly extra shotsin the
am, but | had to prime the pump each month to get
those shotsthe next month. Tha was not sustainable
for most people. What saved us dl were the regular
product users Bthe QoversO-- who loved the product
and took it eech month. | Hill take it today and buy it
for members of my family, even though | have long since
passed my business back to the company.

| @e dways had a hedthy respect for GoversO
because there were o many of them, and together they
contributed sgnificantly to my income every month. S
| set up an automatic reorde program within the
company to make it eeder for the loversto get the
product and, if they were 0 inclined, to sl it to other
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lovers. | redized dready then that the seady income
from lovers comprised insurance aganst months when
no builders were to be found.

What has distressed me so much over the past
few years is how many people come to me because
they®e been told that getting customers is not important.
That there®no money in anything but recruiting. This
meansthat the lovers are being shown the door.
uddenly, those who love the product and like to find
otherslike tha don®matter anymore. ThisisNOT a
good thing. Without regular loyd customers, can there
be acompany that isbuilt to last? Where but in our
industry have cusomers gone out of vogue?

| have discovered that my numbers are pretty
industry-sandard. In my business years ago, perhaps
two to three percent of al those who took the product
each month were people who dso sold it to others and
perhgps found another builder. That has turned out to
be the case for the mgor companies and thetop
digtributors | have worked with B companiestha have a

red product or service that is good enough such that
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Q&A

people would use it even if they weren®sdllingiit. Like
Shaklee, Mannaech, | ded Hedth, Medeuca, Excel
Communications, Nuskin, Arbonne, Life Force, Tahitian
Noni, Seeslver, and many others. Of dl their regular
customers, only two to three percent dso do the
business.

Second, as | was moping about wondering what
| could do about the decline in network marketing for
my students and my online monthly newdetter
subscribers, | began noticing the write-ups Dl
Computers was getting dmost each quarter. Dell had
become Number Onein PC sdes, and till is Number
One, beating out 1BM, and the combo of HP and
Compaqg.

Every write-up and financid andysis | saw staed
that the reason Dl was Number One was their
marketing method: DIRECT SALES In describing
Dél@quarterly earnings report posted 5.16.02, the New
York Times reported that (Dél is gaining market share
during the industry@difficult timesET he Déll advantage
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lies not in technology, snce dl the largest PC makers rely
on Intel® microprocessors and Microsoft@ Windows
operating sysems. But Del has perfected its direct-
marketing modd of selling to companies and consumers
over the Internet or telephone, without resdllers or
retailersEO Déll® company reported Gevenue of more
than $8 billion in the quarter.0°

Clearly, the marketing method we@e dl using B
going directly to cusomersistheright thingto do. Look
a Del@reaultss S| created the Ml AdvantageO
classes afew years ago, to teach people how to get
customersthrough the direct saes techniques that had
worked for me.’

At about tha time, | noticed the big hoopla
surrounding the merger of AOL and Time Warner. |
was astounded when the new company was named AOL
Time Warner. AOL got firgt place in the name even
though they were amuch younger company. Anadysts

6 Steve Lohr (May 2002), The New York Times. P. C5
7 Paula English taught parts of tha dasswith me.
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sad it wes AOL® 30 million monthly customers that
gave them that kind of clout.

Our professon has both what Déll has -- the
direct sdes goproach -- and what AOL has -- monthly
customers. S, why not combine those winning features
when describing and doing network marketing?

Last, | have been following the news about cable
TV, having been acloset movie and TV producer type
for yearsnow. And guess what andysts mention most
often about the cable TV businessmodd?E  Tha®
right, it@their monthly customer/s ubscriber base.
According to arecent report both by Fox News and the
New York Times, there are some 62 million households
that subscribeto cable TV, paying an average of $65 per
month. Thisistheir edge. Each month tha income
comesin. Notetha both AOL and cable TV do this
with NO downline. So, why not focus on this part of
our business?

Aren®direct sdes and network marketing
companies like AOL and cable TV because they have

© 2005 by Kim Klaver. www.BananaMarketing.com 29



IFMY PRODUCT& SO HOT, HOW COME | CANG SELL IT?

products and services people buy onetimefrom arep
and then can re-order on their own in an auto-ship
arrangement? And we do direct sdes like Dell, don®we?

These observations were the inspiration behind
the Do You Have a Plan B?book and the Orhree-Scripts
100 customers 100 daysOclasses. Why not focus on the
monthly customers, like cable TV and AOL have done?
Why not have insurance income while waiting for that
elusive business builder to show up?

How much would you earn if you had 100
customers who buy what you do every month? Wha
about 1,000 monthly customers?E

And there you have it. ..
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Three Scripts Resources

1. Single and bulk orders of this book
aeavalable a
http://w ww.BananaMarketing.com/p aperback.html

2. Three Scripts Classes and Three Scripts Stud
Halls | nformation, reviews and schedules:

http://w ww.BananaMarketing.com/3 scripts2.html

Companies or distributors who would like to set up
company-specific classes may contact Kim Klaver at
kim@BananaMarketing.com.

3. To Catch A Mini-Ace Class Schedule (for
Three Stripts grads only)
http://w ww.BananaMarketing.com/ace.html
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Annotated Works
by Kim Klaver (aka Ms. Stud)

< T

Books

Do You Have a Plan B? For entrepreneurswho are
looking to supplement or replace their JOB or current
business. Thisbook shows how direct sdes and network
marketing are Smilar to mainstream business modds of
Déell, AOL, cable TV, Amazon and McDonad@

Rules for the New New MLMer. For networkerswho
want to avoid 'the 5 wordg things to say to agood
prospect’ and learn new waysto goproach them. Plus
how to say ONoOfirst and preserve one@sdlf esteem, and
tips on Internet marketing.

The Truth. What 1t Really Takes to Make 1t in
Network Marketing. A 200-page full color cartoon
book for network marketers who are looking for red-life
demongtrations of 14 recruiting methods team dynamics
and business surviva Kills.

CDs — available in a package or singly

So You Want to Be a Networker? CD with skitsand
sound effectsto introduce prospectsto network
marketing. Remindsnetworkers about wha it takesto
make it in thisbusiness.
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How to Build a Giant Heap with or Without Your
Friends, Family Or Neighbors. 2-CD st for
networkers who want to learn recruiting methodswhere
people cometo you, and how to respond to tough
questions, including Qs this a pyramid? GHow much do
you earn?and more.

How to Be an Awesome Sponsor and Keep Your
Heap. CD showing how to keep your team together and
creste amastermind program to overcome obstaclesthat
knock people out of the business. Tips from Ngpoleon
Hill and Jesus.

Survival Skills For the Advanced Heap Builder. CD
for networkers who want to atract people who dready
have other income streams. Shows how to present a
network marketing business as an Gncome producing
assetOala Robert Kiyosaki.

Websites
http://w ww.maxout.com or
http://w ww.BananaMarketing.com

All books, CDs and classes available at:
http://w ww.BananaMarketing.com

http://w ww.BananaMarketing.com/store.html
800.595.1956 or 816-454-1417
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About the Author

Kim Klaver, aka Ms. Stud has been amarketing
renegade ever Since she can remember. She put out her
firgt industry-wide audiotape So You Want to Be a
Networker? in 1996. Her radicd gpproachesto marketing
are dl based on an uncanny understanding of how to
open people®@minds amasterful use of language, and
doing it Snce she was eight.

In her first atempt as aprofessond direct sdler,
Kim retalled more water filtration units than anyonein
the company’'s history -- nearly $60k in her first month
done. Five years laer, when she found another product
she loved tha people bought month after month after
month, Kim built an organization of 31,000 peoplein 13
months, and madeit to the highest possible position in
the shortest time in company history.
(http://BananaMarketing.com/aboutus.html)

In 1996, responding to the thousandsof requests
to put her atitudeand tips on tgpe and make her fun
techniques available to anyone looking for dternativesto
the status quo, Kim gave up her interest in specific
networking companies, and founded Max Out
Productions. Now she shares her secrets and insghts
with the entire industry through her books, tgpes,
website and classes.
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Sheisthe mastermind behind the biggest generic
network marketing website on the net,
http://B _ananaMarketing.com . Thewebste now gets5
million hits amonth and has been featured in countless
magazines, websites and newdetters.

Kim®@masterful use of language began a MIT in
1970 where she nearly faled "the" introductory
linguigtics class taught by the world renowned Noam
Chomsky. So shewrote From Deep to Surface Structure that
summer, published by Harper & Row, NY in 1971. It
became the basic textbook for the introductory
linguigtics course & MIT and other universties across the
U.S Theforeword was written by Noam Chomsky.

At Harvard in 1972 she wrote language tests for
children. The Bilingual Syntax Measure Was published in
1972 and 1973 by Harcourt Brace, NY. These cartoon
syle tests are used in elementary schools throughout the
US Duringtha time she earned aMagter of Artsin
Teaching degree from Harvard.

She continuesto write, teach, and lead the
dternative network marketing movement from her home
in Mill Vdley, Cdifornia online and on the phone
around the world. More aout Kim &
http://w howho911.com/aboutus.html.

Heidi Dulay has co-authored or collaboraed
with Kim on five previous books, and in building her
largest network organization. Sheiswriting abook on
her new Food Cycling Program for people who can®
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keep weight off. Sheisacertified nutritionist and
hypnothergpist, holdsa doctorate from Harvard in
human development, and teaches Tibetan gigong. More
about Heidi a http://w ww.littlespacom/about.html

—

"Kim delivers eloquently with great brilliance, wisdom
and panache while making a "heap of their own" a
reality for thousands of aspiring networkers around the
Globe."

-Mark Victor Hansen
Co-Author, Chicken Soup for the Soul ©

Dear Kin: Congratulations on becoming the first
NSA distributor in its 25-year history to go directly
to the Executive Presidents' Advisory Council in your
first year as National Marfketing Director (the top
position possible in NSA).

-John J. Blair

VP, Sales & Marketing, NSA
July 24, 1995
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