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To the lovers out thereÉa nd especially 

for 

 
Vicki Link, who, with a three-day notice on her 

trailer home door in the Spring of 1994, went door to 

door with a box of product she borrowed from me, to 

gather enough customers so she could get to the first 

management position in her first 30 days in my group, 

and who, within nine months of that day, went on stage 

with me at the national convention as the proudest of 

my first three National Marketing Directors.  She was 

given top honors by the company, NSA, and inducted 

into the companyÕs Hall of Fame, because she had 

created and lived out her own big rags to riches story 

that is perhaps the best known and most admired in the 

history of the company. 
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                     Excerpt #1 
 

 
 

 Network marketing is perhaps the only business 

where one has to justify going after customers.   

 In every other business, customers are sacred.  

Companies do everything they can to woo and keep 

them.  Nordstrom, for example, has built their entire 

business by offering outrageously good customer service. 

 But, how often have you heard, especially from 

people at the top of your heap, that itÕs a waste of time to 

go after customers?  That the money is in recruiting 

business builders?  Hmm.  

 WhatÕs the story here?    Why are customers at 

the low end of everyoneÕs totem pole in the network 

marketing business? 

 For some itÕs because income from customers 

looks like small potatoes compared to the big money a 
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business builder might bring.  And the few people who 

get builders in 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 

two1, who bring in a whole organization of aspiring 

builders. Soon there are thousands of people selling the 

dream to others, and everybody is buying product regu-

larly so that they can be a Òproduct of the productÓ.  And 

this rare top banana, at the top of the heap, gets a per-

cent of most all of it.  ThatÕs why the income gets so big. 

 Nice work if you can get it. 

 However, everyone whoÕs been in the business 

for a year or more knows the downside:  the odds of 

getting an entrepreneur who really does something and 

stays with it until, are almost as small as winning the 

lottery. 

                                                
1 None of the 70+ top bananas earning $30,000 or more per month whom I 
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 keeping them? É  

 For years, when I was building my various 

network marketing businesses, I too focused on finding 

aspiring marketers. I used to call them ÒturbosÓ because 

they started with the larger volumes of product ($2,000 

to $25,000), so that they could instantly achieve a higher 

commission level. These initial purchases gave my 

income a turbo boost.   

 So, I went after them with a vengeance, enjoying 

the Òbig moneyÓ for a good while.  But I had to work 10- 

to 12- hour days to sustain the income because most of 

the turbos lasted less than three months. TheyÕd sign up, 

buy the quota and were gone in a couple of months.  

Some would disappear in a week.   

 Most really werenÕt business builders.  They were 

mesmerized by the financial promise of the circles on the 

wall and my success.  They forgot that I had been 

working at it relentlessly for five years previously, plus, I  

had finally Òwon the lotteryÓ. I had stumbled across an 
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extraordinary business builder within the first three 

months of starting my fifth network marketing business. 

  The starry eyed ÒturbosÓ I signed up would use 

the product themselves, and sit on the rest.  They 

discovered they really didnÕt enjoy selling, and their initial 

enthusiasm disappeared in the face of the unresponsive 

or unexpected pukey treatment they got from their 

friends, family, and the general marketplace.   

 So, I often ended up moving the product for 

them, so they wouldnÕt be Ògarage qualifiedÓ or have to 

send it back.  To speed up moving product, we started an 

Òautomatic reorderÓ program in our organization, so that 

customers could commit to using the product every 

month, at a preferred price.2 

 In hindsight, 97% of the people I signed up 

ended up being just customers.  And I was getting them 

the hard way Ð by leading with the business.  There are 

                                                
2 The company I represented liked this idea and ended up adopting that 
automatic reorder program company-wide.   They called it the Preferred 
Customer Program, and today, they have tens of thousands of regular 
monthly customers.  Many other companies have similar programs, often 
called Òautoship.Ó  
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way fewer people who sell a product than use it.  Data 

from several large network companies show that for 

every 100 people who regularly order a product or 

service for their own use, only two or three also sell the 

product.  Around 97 are just customers, not distributors, 

even though many were signed up as distributors. So, 

why not woo customers to begin with?  ItÕs a less 

stressful and more predictable way to build significant 

income.   At the end of the Chapter 1 ÒTake OffÓ, 

youÕll run through a little exercise that causes many of my 

students to gasp with delight.  It demonstrates just how 

much income you can make from regular monthly 

customers.  Certainly enough to provide some necessary 

insurance against the possibility that it might take longer 

than you expect to find that Ace. 

            Something in the bank for those rainy timesÉ  

     
          Kim 
                                           Mill Valley, California 
                                           Spring, 2004 
 
 



Excerpt #2 

 
 

 have proposed an approach in this book that 

is probably heresy for most people in network 

marketing today.  The most controversial points of the 

approach are:  the initial focus on getting regular 

customers instead of business builders,3 not mentioning 

the product or company name or other techno-babble on 

the Òfirst dateÓ with a prospect, accepting that your thing 

is not for everyone, leading with your own hot button 

instead of probing for theirs, and sticking with that focus 

until you get your 100 loyal customers.  ItÕs NOT easy.  

No product sells itself.  One must practice, practice, 

practice.   

 This is the opposite of what has been taught for 

decades.   So the question is, should you go this route or 

not?  

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

 I 
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 HereÕs how to decide:  Is what youÕre doing now 

working for you or not?  Are you happy doing what 

youÕre doing in the business or not?  Are you proud of it?  

Do the things you do give you inner satisfaction or not?  

Are they ÒyouÓ or not?  Do you love it madly or not? 

 If yes, keep doing what youÕre doing.  And pass 

this book on to someone who has lost faith in 

themselves and the business.    

 If your answer is ÔNoÕ, I offer you my hand to 

lead you along the less traveled road. I offer you the 

stories that my graduates have told at Study Halls, and in 

public conference calls.  Some are in this book, others on 

the website, and they keep coming in.  

Finally, I offer you the success of American 

companies like AOL and the cable TV industry to 

demonstrate that setting up a loyal customer base is a 

good and profitable foundation for your business. 

 There will be obstacles to overcome, distractions 

to set aside, and pressures to deal with. Your sponsor 

and other upline may belittle and ridicule your new 
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approach.  They may pressure you into going back to 

pursuing only business builders Ð those 1 in 1,000 or 

10,000 Ð and ignore the customers, who number more 

like 1 in 10.  Or they may ignore your strength and insist 

you do their reaching out method which is not you.  Or 

your company will tempt you with new products which 

donÕt relate 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 

story from someone who is doing something different Ð 

something you donÕt connect with, but which  now 

distracts you. 

 But I say to you:  Do not falter.  Do not give in.  

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 a real product or service get, 

comes from people ordering the products and services 

each month.  That includes many inactive distributors.  

Only 3% of a network marketing companyÕs customers 

also sell the products regularly.   
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 Where but in our industry have customers gone 

out of vogue?  But itÕs hard to teach old dogs new tricks.  

The old dogs Òlaughed in 2001 when Steve Jobs 

introduced the iPod, AppleÕs $400 MP3 player.  They 

laughed in 2003 when he opened the iTunes Music Store, 

selling songs for 99 cents when millions of consumers 

were downloading tracks for free.  But Jobs is having the 

last laugh...having sold 5 million iPods. Apple owns 55 

percent of the music player marketÉÓ (Wired magazine, 

6/04, p 107) 

 Seth Godin weighs in with his take on the role of 

customers in the title of an article in Fast Company, 

ÒContempt of Consumer:  ItÕs a Real Crime.Ó  

 I offer you EinsteinÕs advice: 
 

 “The significant problems we face cannot be solved 

at the same level of thinking we were at when we 

created them.”4 
 

                                      
                                                
4 http:/ / www.jokemonster.com/ quotes/ quotes/ a/ q130982.html 
 



 
 

hese are the questions that have often come 

up in Study Halls or at the end of a Three 

Scripts class.  One or two may have popped up for you 

tooÉ  

Quest ion  1.  When we use jus t our Firs t  Date  Script ,  

or Market  Segment  Script  aren ’t  we exc luding others  

who might  want  something di f f e ren t? 
 Yes, you are intentionally excluding people who 

belong to a market segment that is different from yours.  

You are not calling their name.  On a Òfirst dateÓ, the 

most effective way to make sure that people who are 

ready to buy will hear their name is to call ONE NAME 

AT A TIME.  If you call more than one name at a time 

(i.e. talk about all your products), you may lose the one 

who is ready to buy from you. 

 If you start listing everything you have in the 

hopes that there will be a match, you lose the personÕs 

attention.  On a FIRST DATE no one cares enough to 

T 
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hear about all the products you have.  What gets 

someoneÕs attention is hearing about something specific, 

something that touches them, either for themselves or 

someone they know. 

 Exclusivity is an aphrodisiac, at least in this 

culture.  When someone says you canÕt have something, 

do you want it more or less?  Think about your 

childrenÉ ItÕs the forbidden fruit syndrome.       

 Offering ONE FIX AT A TIME has a surprise 

bonus:  referrals, referrals, referrals.   Students in Three 

Scripts classes and Study Halls have reported 

unprecedented increases in referrals, both from people 

they know and people they donÕt know.  One woman 

reported that she got 16 referrals in one week, more than 

she had had in her entire 12-year career. 

  P.S.  Letting go of Òthe othersÓ might be easier if 

you think of it like shopping for shoes.   Say you go 

downtown to buy a pair of womenÕs running shoes.  

With that one decision, you have just excluded ALL the 

hundreds of menÕs shoes.  And, when you look for your 
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running shoes, you have just now also excluded every 

other kind of womenÕs shoe they have in the store.   But 

you nose around, try on different types of running shoes, 

and eventually you find the right pair.  Now you have 

what YOU want Ð a match for what you were looking 

for, yes?    

 When you take your new running shoes home, 

do you think about the thousands of shoes you left in the 

store?  Do you pine for all those other shoes?  Or are 

you happily looking forward to wearing your ONE PAIR 

of new shoes? 

Quest ion  2.  Should I play to  the  person to whom I’m 

speaking?  You know, t ry  o ther “for people  who” 

s tori e s even i f  they  aren ’t mine , i f  i t  s e ems l ike they  

want  another produc t?   

 Generally, the answer is NO.  Stick to your 

knitting.   

 First, using YOUR first date script over and over 

and over and over and over and over and over ensures 

that it will roll off your tongue in a natural and effective 

way night or day, drunk or sober.   And often if the 
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person youÕre talking to isnÕt in the market for your fix, 

but has a friend who is, they will hear their friendÕs name, 

and give you a referral.     

 Second, youÕll get skill and confidence you didnÕt 

have before, so that you can specialize, like doctors do. 

Why not become the person in your area who is 

KNOWN as that person who has a product, say, Òfor 

people who have aches and pains and donÕt want to use 

drugs to get rid of them?Ó  Or Òwho want to reduce 

those lines without BotoxÓ?  What if you become like the 

cardiologist everyone knows, who specializes in heart 

conditions?  Or the foot specialist or eye specialist?    

 If you want, after you get those first 100+ 

customers using your first date script, you can do another 

first date script for another fix that has meant a lot to 

you.  But do ONE at a time.   So people begin to 

perceive you as the person who has a product for people 

whoÉ  

 Third, the market segments my students have 

described and of which they are a part, all include tens of 
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millions of people.   Finding 100 customers in 100 days is 

not a question of market size, but how often you will 

offer your first date script so those out there will hear 

their name being called.   Why not go for 1000 customers 

in 1000 days going after the SAME market segment?    

IsnÕt this working smarter instead of harder? 

 One lady reported that she was offering a 

product Òfor moms of children who were picky eaters 

and worried their children werenÕt getting the right 

nutritionÓ.  She said that after the one mom bought the 

product for her child, she was invited by that mom to 

several group meetings of other moms to make her 

presentation Ð one at a day care center where sheÕd met 

the first mom, and another home-schooling group in the 

neighborhood.  

 This happens when you can show you are a 

knowledgeable member of the market segment you are 

calling for.   It makes it easier for people to identify your 

specialty and pass it on.  Rather than showing up as a 

Jack-of-all-trades and master of none.  Or worse, being 

perceived as just another seller bear. 
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 Fourth, the learning curve is MUCH quicker 

when you repeat the same script more often, over a 

shorter period of time.   Dr. Gawande reports on a 

Harvard Business school research group that studied 

learning curves among surgeons.  They followed 18 

cardiac surgeons and their teams Òas they took on the 

new technique of minimal invasive cardiac surgeryÉT he 

new heart operationÉp roved substantially more difficult 

than the conventional oneÉ  All teams received the same 

three-day training session and came from highly 

respected institutions with experience in adopting 

innovations.  Yet, in the course of fifty cases, some teams 

managed to halve their operating time while others failed 

to improve at allÉ  

 ÒOne physician made several visits to observe 

one of the quickest-learning teams and one of the 

slowest, and he was startled by [what he found]É   The 

surgeon on the fast-learning team was actually quite 

inexperienced compared with the one on the slow-

learning teamÑ he was only a couple of years out of 
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training.  But he made sure to pick team members with 

whom he had worked well before and to keep them 

together through the first fifteen cases before allowing 

any new members.  He had the team go through a dry 

run before the first case, then deliberately scheduled six 

operations in the first week, so little would be forgotten 

in between.  He convened the team before each case to 

discuss it in detail and afterward to debrief.  He made 

sure results were tracked carefullyÉÓ 

 This is precisely what we teach in the Three 

Scripts class and in Study Hall.   Find a buddy to do the 

calls with, practice the calls first, then do a whole bunch 

of them one right after another, with discussion after 

each call to help improve the next one.  The same first 

date script is used each time.   We have everyone do 100 

calls minimum the first week, since the calls last less than 

5 minutes in most cases.  The results have been a 

renewed motivation and significant increases in sales. 

 I rest my case.   
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Quest ion  3.  I ’ve  heard some peop le  made i t  real ly  

fas t .    So did they  have  to  prac t i ce  thi s  much? 

 When I first got involved in the business, the two 

stories I heard most were about the wild success of 1) a 

former tuna boat fisherman, now a top 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 waiter, who had sponsored the tuna boat 

fisherman, who had suddenly become the #1 big banana 

in the company.    

 Both stories, while encouraging to all, were not 

what they seemed at first blush, and I have found this to 

be true for nearly every single top person I know across 

nearly 100 companies today. 

 Both young men above worked round the clock 

in their network marketing businesses.  However, both 

also had years of network marketing experience before 

they got involved with their then current company, 

which I was with, also.  The top earner in the company 

had been raised in a network marketing family, and his 
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father had had a heart attack in his 40s, due to the 

stresses related 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, that none of this was ever discussed.   

Nothing false was stated.  The whole story was just never 

presented.  So people got the impression that you could 

step off a tuna boat and make a million dollars a year 

within a year.  Or that a simple waiter could earn twice 

that within a year or two.  Both were true, but there were 

YEARS of experience before that which undoubtedly 

helped them. 

 This is true for countless leaders in todayÕs 

companies.   Many have 20+ years experience before 

they strike it rich, but no one mentions those prior years.  

What you hear is just that in this particular company, in 

three to four years, or less, theyÕre now earning $10k+ 

per month. 
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 WhatÕs good, I suppose, is that that attracts 

people.    WhatÕs bad is that many people feel like failures 

if they donÕt succeed BIG within 10 or 12 months.  Many 

quit if theyÕre not earning fat incomes within a year, like 

the Òbig boysÓ said they did. 

 So when you hear the big stories, ask what else 

that person has done in their past.   That might help 

explain their current success.   Peter Drucker, AmericaÕs 

#1 management expert, says: 

"For the first four years, no new enterprise 

produces profits.  Even Mozart didn't start 

writing music until he was four."   

        Give yourself that much time to replace your 

current income, or to earn the average income in the US 

today, which is a bit less than $3k per month. 

Quest ion  4.  I f  you were  so suc c e ss fu l  bringing in  the  

bus iness  bui lders ,  why are  you changing s t rat egy  now 

and t eaching people  to go af t e r cus tomers?5  

                                                
5 John Fogg asked this question during an interview on his weekly call for 
network marketers 12.23.03. 
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Several reasons. 

 First, I donÕt know if I could duplicate in the 

current marketplace what I did years ago.  There are too 

many dead bodies of failed aspiring business builders 

around today.  Almost everyone out there knows 

someone who tried and didnÕt make it, so they run the 

other way when they see the circles on the wall.  ItÕs 

becoming more and more difficult to find good leads, 

people willing to try.  

 I am no longer optimistic that itÕs possible to 

reverse the extremely high drop out rate of entrepreneurs 

in network marketing, with the old methods of going 

after business builders.  I used to think I could do that by 

teaching people all the survival skills I had learned in 

building my own organization.  But even with those 

skills, there are too few Aces out there to meet the 

demand.  Finding an Ace today is almost like winning the 

lottery. 

 I realize now that most people I thought were 

business builders, were really one-shot high volume 

customers.   We called them ÒturbosÓ.   They bought a 
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large initial order (US$2-5,000, sometimes even $25,000) 

because they loved the product a lot and thought it 

would sell itself.   But many of them found out they 

werenÕt cut out for the direct sales world.  So they ended 

up dropping out or just buying the product for their 

personal use.  

 The turbos were the monthly extra shots in the 

arm, but I had to prime the pump each month to get 

those shots the next month.  That was not sustainable 

for most people.   What saved us all were the regular 

product users Ð the ÒloversÓ -- who loved the product 

and took it each month.   I still take it today and buy it 

for members of my family, even though I have long since 

passed my business back to the company. 

 IÕve always had a healthy respect for ÒloversÓ 

because there were so many of them, and together they 

contributed significantly to my income every month.  So 

I set up an automatic reorder program within the 

company to make it easier for the lovers to get the 

product and, if they were so inclined, to sell it to other 
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lovers.  I realized already then that the steady income 

from lovers comprised insurance against 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 

theyÕve been told that getting customers is not important.   

That thereÕs no money in anything but recruiting.  This 

means that the lovers are being shown the door.   

Suddenly, those who love the product and like to find 

others like that donÕt matter anymore.   This is NOT a 

good thing.   Without regular loyal customers, can there 

be a company that is built to last?  Where but in our 

industry have customers gone out of vogue?  

 I have discovered that my numbers are pretty 

industry-standard.  In my business years ago, perhaps 

two to three percent of all those who took the product 

each month were people who also sold it to others and 

perhaps found another builder.  That has turned out to 

be the case for the major companies and the top 

distributors I have worked with Ð companies that have a 

real product or service that is good enough such that 
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people would use it even if they werenÕt selling it. Like 

Shaklee, Mannatech, Ideal Health, Melaleuca, Excel 

Communications, NuSkin, Arbonne, Life Force, Tahitian 

Noni, Seasilver, and many others.  Of all their regular 

customers, only two to three percent also do the 

business.   

 Second, as I was moping about wondering what 

I could do about the decline in network marketing for 

my students and my online monthly newsletter 

subscribers, I began noticing the write-ups Dell 

Computers was getting almost each quarter.  Dell had 

become Number One in PC sales, and still is Number 

One, beating out IBM, and the combo of HP and 

Compaq.   

 Every write-up and financial analysis I saw stated 

that the reason Dell was Number One was their 

marketing method:  DIRECT SALES.  In describing 

DellÕs quarterly earnings report posted 5.16.02, the New 

York Times reported that ÒDell is gaining market share 

during the industryÕs difficult timesÉT he Dell advantage 
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lies not in technology, since all the largest PC makers rely 

on IntelÕs microprocessors and MicrosoftÕs Windows 

operating systems.  But Dell has perfected its direct-

marketing model of selling to companies and consumers 

over the Internet or telephone, without resellers or 

retailersÉÓ DellÕs company reported Òrevenue of more 

than $8 billion in the quarter.Ó 6  

 Clearly, the marketing method weÕre all using Ð 

going directly to customers is the right thing to do.  Look 

at DellÕs results!  So I created the ÒDell AdvantageÓ 

classes a few years ago, to teach people how to get 

customers through the direct sales techniques that had 

worked for me.7 

 At about that time, I noticed the big hoopla 

surrounding the merger of AOL and Time Warner.   I 

was astounded when the new company was named AOL 

Time Warner.  AOL got first place in the name even 

though they were a much younger company. Analysts 

                                                
6 Steve Lohr (May 2002), The New York Times.  P. C5 
7 Paula English taught parts of that class with me. 
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said it was  AOLÕs 30 million monthly customers that 

gave them that kind of clout.   

 Our profession has both what Dell has  -- the 

direct sales approach -- and what AOL has -- monthly 

customers.  So, why not combine those winning features 

when describing and doing network marketing? 

 Last, I have been following the news about cable 

TV, having been a closet movie and TV producer type 

for years now.  And guess what analysts mention most 

often about the cable TV business model? É   ThatÕs 

right, itÕs their monthly customer/subscriber base.  

According to a recent report both by Fox News and the 

New York Times, there are some 62 million households 

that subscribe to cable TV, paying an average of $55 per 

month.  This is their edge.  Each month that income 

comes in.   Note that both AOL and cable TV do this 

with NO downline.  So, why not focus on this part of 

our business? 

 ArenÕt direct sales and network marketing 

companies like AOL and cable TV because they have 
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products and services people buy one time from a rep 

and then can re-order on their own in an auto-ship 

arrangement? And we do direct sales like Dell, donÕt we? 

 These observations were the inspiration behind 

the Do You Have a Plan B? book and the ÒThree-Scripts 

100 customers 100 daysÓ classes.  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?  What 

about 1,000 monthly customers? É  
  

And there you have it… 
 

 
                                           
                                  
 
 
                        
 
 



 
 

Three Scripts Resources 
 

 
 
 
1. Single and bulk orders of this book 
            are available at 
http://w ww.BananaMarketing.com/p aperback.html 
 
 
2.   Three Scripts Classes and Three Scripts  Stud 

Halls Information, reviews and schedules: 

http://w ww.BananaMarketing.com/3scripts2.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 Scripts grads only)  
http://w ww.BananaMarketing.com/ace.html 
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Books 
 

Do You Have a Plan B?  For entrepreneurs who are 
looking to supplement or replace their JOB or current 
business.  This book shows how direct sales and network 
marketing are similar to mainstream business models of 
Dell, AOL, cable TV, Amazon and McDonaldÕs. 
 

Rules  for the New New MLMer.   For networkers who 
want to avoid 'the 5 worst things to say to a good 
prospect' and learn new ways to approach them.   Plus 
how to say ÒNoÓ first and preserve oneÕs self esteem, and 
tips on Internet marketing. 
 

The Truth.  What It  Real ly  Takes  to  Make It  in 
Network Market ing. A 200-page full color cartoon 
book for network marketers who are looking for real-life 
demonstrations of 14 recruiting methods, team dynamics 
and business survival skills. 
 

CDs – available in a package or singly 
 

So You Want to Be a Networker?   CD with skits and 
sound effects to introduce prospects to network 
marketing.  Reminds networkers about what it takes to 
make it in this business.  
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How to Bui ld a Giant  Heap wi th or Without  Your 
Fri ends ,  Fami ly  Or Neighbors .   2-CD set for 
networkers who want to learn recruiting methods where 
people come to you, and how to respond to tough 
questions, including ÒIs this a pyramid?Ó  ÒHow much do 
you earn?Ó and more.   
 

How to Be an Awesome Sponsor and Keep Your 
Heap.  CD showing how to keep your team together and 
create a mastermind program to overcome obstacles that 
knock people out of the business.  Tips from Napoleon 
Hill and Jesus. 
 

Survival Ski l ls  For the  Advanced Heap Bui lder.  CD 
for networkers who want to attract people who already 
have other income streams.  Shows how to present a 
network marketing business as an Òincome producing 
assetÓ a la 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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 Kim Klaver, aka Ms. Stud has been a marketing 
renegade ever since she can remember.  She put out her 
first industry-wide audiotape So You Want to Be a 
Networker? in 1996.  Her radical approaches to marketing 
are all based on an uncanny understanding of how to 
open peopleÕs minds, a masterful use of language, and 
doing it since she was eight. 

 In her first attempt as a professional direct seller, 
Kim retailed more water filtration units than anyone in 
the company's history -- nearly $60k in her first month 
alone. Five years later, when she found another product 
she loved that people bought month after month after 
month, Kim built an organization of 31,000 people in 13 
months, and made it to the highest possible position in 
the shortest time in company history. 
(http://BananaMarketing.com/aboutus.html) 
  

In 1996, responding to the thousands of requests 
to put her attitude and tips on tape and make her fun 
techniques available to anyone looking for alternatives to 
the status quo, Kim gave up her interest in specific 
networking companies, and founded Max Out 
Productions. Now she shares her secrets and insights 
with the entire industry through her books, tapes, 
website and classes.  
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She is the mastermind behind the biggest generic 
network marketing website on the net, 
http://B ananaMarketing.com .  The website now gets 5 
million hits a month and has been featured in countless 
magazines, websites and newsletters.  

 KimÕs masterful use of language began at MIT in 
1970 where she nearly failed "the" introductory 
linguistics class taught by the world renowned Noam 
Chomsky.   So she wrote From Deep to Surface Structure that 
summer, published by Harper & Row, NY in 1971. It 
became the basic textbook for the introductory 
linguistics course at MIT and other universities across the 
U.S.  The foreword 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 
style tests are used in elementary schools throughout the 
US.  During that time she earned a Master of Arts in 
Teaching degree from Harvard. 

 She continues to write, teach, and lead the 
alternative network marketing movement from her home 
in Mill Valley, California, online and on the phone 
around the world.  More about Kim at 
http://w howho911.com/aboutus.html. 
 
 Heidi Dulay has co-authored or collaborated 
with Kim on five previous books, and in building her 
largest network organization.  She is writing a book on 
her new Food Cycling Program for people who canÕt 
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keep weight off.  She is a certified nutritionist and 
hypnotherapist, holds a doctorate from Harvard in 
human development, and teaches Tibetan qigong.  More 
about Heidi at http://w ww.littlespa.com/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 Kim: 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 Marketing Director (the top 
position possible in NSA).                                                              
 

                                 -John J. Blair             
                                     VP, Sales & Marketing, NSA 
                                                             July 24, 1995 
                                                                                                  
                                                                                                                              

                 


