J05 9 S [pgi glm ylig)

9
MBI 9 )0 0j92 )3 | ispl) LS
G811 (sl o g8 o s

UJIS.QJ J.'A'Sb fD.JL? JISJ.m SULwl
UL o 03] jule 6 joo :053GS ougs



o200

Jlsghl“JSOJPJ)LOug.OIJ.UUIJ_L&JUJLLULLW .




Qo815 sl 39290 @ilgo




$ Cunl E9g JIo 50 ol Eloir! g solaid! ELogl 40 S 4> ygiST o2

(s 510 01 (oS 1 5 PRI 1 i s il
Jﬁlﬁo )é
oS Oyl Sy (g3l ol y g 8T U8

T Cumn ol Sl 40 (o winig y 9 3990 JU5 g S Eg 9w 51 g s OIy ¥



Irazuais Loy Lad alayl (gl (ngd gl Jiuy

(Direct Selling) DS

Direct Selling Business Model — A Review
A.SViswanathanl 2018



Seuuo 010000 L9 40

L SUguazo yig -9 jl Cwl Ojlae pudiuwo yug s

JU>s glosd U iuw (5l odawlg jl oslaiiwl g0 Dlods

9 ;a0 6 OIS _\,_.5J9.';¢J‘I ULS jaolbaw g hwlg (gl

&2l 9 820 $ub jl Logoc jivg j-8 6925 (ol .6335S

9 Lo o 5,1 J S Ly padd o yadd O jgu0 g US
4S50 Wygro GlosS L U &ulii sl o b oloss S

A Study of Direct-Selling Distributors
By Anne T. Coughlan* Manfred Krafft** Julian Allendorf***
September 2016




DS

Cowl @595 JULS (5295 (DS) pudiwe g 8 %
G2 Ulg2 Jowl s > ES 4l ldsus huugi 65
. 39.1.0 e oS lawl uJLlJIJLI

Lo yglao 6 (5 lott (v (o8 a0 SlUguazo %
- S 0 2lgs S

&9 udi o Ubgp8 Sy b S gy %
O0—S S (ot o Gl jLSSlow LR NEAA
Ol S 60 lous i o | &S i SlUgaaxo
g 9 50 g

A Study of Direct-Selling Distributors
By Anne T. Coughlan®* Manfred Krafft** Julian Allendorf***
September 2016




-—-—.,.r,d&‘

A2p01) 1S (1) (g |5 iaa phi

Pl UHg 8 jilu > SuS o

N
WY ﬂam Social Ma’%t

£ mmerics /
/

N \

ol DIRECT :Dﬁrcu.‘
SELLING

% \
c_

MLM

The future of marketing
Roland T. Rust_ 2020



Direct Selling




Fig 1.Conventional Sales Model

Fig 2. Ecommerce Model of Business Operations
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Fig 3. Direct Sales Business Model
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Pyramid Scheme

Provides products and or
services of real value

No obvious product

Low startup costs that often
include tools to help sell
company products and/or
services

Encourages a large initial investment
and continual reinvestments

Ability to out earnanyone
above you

Inability to out earn anyone
above you

Is upfront that earnings are
generated from direct sales or
from others you have
recruited and that earnings
are ultimately based on your
effort

Promises large earnings with
little effort

Comprehensive training and
support on products,
recruiting and sales
communication

Poor or non-existent training

Presents the opportunity and
explains how it works
allowing people time and
ability to make a well
informed decision.

Often aggressive in its approach and
may use false information, deadlines

to urge people to join quickly.
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