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INTRODUCTI ON

The American Dream

c all have a dream of becoming

“somebody.” Maybe we want

to be well known in our com-

munity or world famous. We
want to do things that will make our families
proud of us like becoming wealthy, being
paid over $100,000 a year, or going into
business for ourselves and munning a big
company. We all want to live in our dream
home and take vacations in Europe and
Fawai

Only the free enterprise system

allows pcople who come from humble back-
grounds to live their dreams. Everyone in this

country has the opportunity to make some-
thing of their lives.

The founder of Stokely canned
foods started out as the widow of a farmer
with nine children. After only six years, Anna
Stokely and her family were selling 50,000
cases of canned produce annually.

Helena Rubenstein, world-famous
cosmetician, starred out as the daughter of a
middle-class Polish-Jewish merchant. Her
first entrance into the world of women’s

image making was as the owner of her own
beaury salon in Melborne, Australia.

In a free enterprise system, it doesa’t
martter where you come from, you can be the
person of your dreams. I know because it

‘happened tome-and [ stll sce it happening
cvery day.

If that’s true, why do so many
people fail? Statstics show that Americans are
among the wealthiest people in the world.
Yer 85% of our populanion is broke by age
65. Less than 1% of our population makes
more than $50,000 3 year.

' I believe that the number one reason
for this is FEAR. Pcople arc scared to try.
They are afraid of failing and what people will
say when they fail so they never take the risk
of going into business for themselves. And
for most of America, the ONLY way to
achieve wealth or fame is to go inro business
for yourself. Only z handful of people are
able to accomplish their dreams by working
for someone elsc.

As a result, most Americans give up
the chance to find their dreams. It’s easier for
them to make up excuses. Here are some of
the “reasons” people have given me when
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they explain why they never tried to start
their own business:

“I don’t have the moncy.”

“I don t haw.-. a collcgc degree.”

“I don't have any knowledge of a special arca.™
e ——————r e ——

“1 don’t have any cxperience.,”

“I don’t know whar kind of business to go into.”
--_—-“-—-——_—-

“I can't give up my guaranteed income.”

“1 have 15 years invested in my current positon.™

“I"m scared.™

“T don’t likc sales.™

“I can't talk to people.”

Inrthisbouok, I’'m going to show v
the power of a marketing concept thar allov
ANYONE to go into business for himself ai
become financially independent. I think it's
one of the most exciting business opportun
ties anywhere.

Don’t worry, -it’s not just abc
“sales.” It's abour sales management.
There's a BIG difference. Sales and “sales-
men™ can turn people off. Most people hav
a fear of talking to others. They're afraid of
being rejecred. Assrailread-eondustor, I fe
the same way. To me, sales was an even
blggcr nightmare than the job I alrcady ha

There are other reasons not
like sales. In sales, vou’re uncmployed ever
day you wake up. When you have a job
sclling something, if you don’t 8o out, pro
pect and make sales, you don’t “car.” It’s
lonely prof'csslon and there is NO sccurity
because it’s just YOU. YOU are your entir.
business. For this reason, most people don
sce themsclves going into sales.
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: ~But even if you liked sales and
were comfortable with the risk, there are
other drawbacks, the main onc being that
your income {s limited. You may be able to
sell anything to anyone, but one person on
his own-can only do so much and that’s what
limits you.

THis concept of marketing
climinates the negatdves of sales. It cnables
you to g_into business for yourself withour a

big capiral i investment, You also have
SECURITY. B d training ocher
ople, and Sgg dmg their producton, you

can establish™a business that has the potental
to generate income at all times, even in the
cvent that you are unable to work. :

There is also the chance for UN-
LIMITED income. When you are in sales
management, you benefit from the efforts of
many, many people, not from your personal
production alone.

If this idea appeals to you, I think
you will be even more excited after you.sead

this book. In the following pages, I give you
some advice on how you can tum your busi-
ness life around FOREVER. I take you a step
further in “markedng™ and challenge you to

_stretch your VISION 1 want you to sce the
]

possibilities of building a remendous busi-

R s

nicss that can secure your family’s financial
furure for generadons to come. It can hap-
pen. It’s happened to hundreds of people I
know who ecarn over $§100,000 each year.




The Power

hat Is “Marketing?”

What do I mean by the word “mar-
keting?” Look around you. Nearly every
business you see has something to do with
marketing regardless of what that business is.
Marketing is simply distributing a producr or
service to a consurmner. Lhere are millions of

“Businesses that we don’t think of as “market-
ing” businesses, but in acruality, marketng is
the most impormant part of the business.
Without marketing, there would be no
profits.

Take IBM for example. If I asked
you what IBM did, you’d say it manufactures
business computers. That’s only pardally
correct. It not only manufactures equipment,
it DISTRIBUTES that cquipment. When
IBM was the only game in town, it could
count on the product to “sell itself.” Today,
it’s a whole other story. There’s compention
to think about. It has to hire a sales force of
people to marker its produczs.

Whar about Coca-Cola? Marketing

of Marketing

is probably the most important aspect of
Coke’s success. The availability of the Coke
product determines whether Coke will carn
$1 million or $500 million in revenues. The
more stores, restaurants and drink machines
that offer the Coke product, the greater the
chance that someone will buy a Coke when
he’s thirsty. _

If you had a product to market,
which way would be the most profitable
method of marketing? Have one person or
place to distribute the product or have mul-
tiple distribution points? The second choice,
obviously, is better. Now what if you could
provide incentves that would encourage your
distributors to find ways to get more and
more consumers to buy the product? You
might offer your sales person an override
commission on the income generated by his
sales group.

Many businesses are set up this way.
They have compensation programs that are
structured to reward their producers with
commissions and overrides or salary increases
and bonuses. Some security brokerage firms
pay override commissions or bonuses to
regional or zone sales managers. The bigger




rhe production i his termrory, the bigger the
override the sales manager makes. There is
also management at other levels thar profits
when a territory produces well,

[ knew of a car salesman who was
about the best in his state. He hired a num-
ber of people in various parts of the state 1o
prospect business for him in their area. In
return, he gave them part of his commission
every time they brought him a sale. Other
people at the dealership gort a cut of the
money — the sales manager carmned extra
money and so did the general manager. Re-
warding upper levels of management for
work produced by lower levels is not a new
concept. 1he override is the compensartion
for sales management.

Hybrid Plan

— A .

The A-E—Wslliams marketing plan is
very similar to the marketing structures of
hundreds of businesses. Ir’s especially similar
to the General Agency concept in insurance
where commissions are earmed at several
levels.

. EE%wcvcr, there are some ways in
which A ¥h s different. The two

primary differences are:
i} AEW-encourages people to go
_into management as sOON as
possible
—

@ AEW does HIGH volume

—_—

High volumefsale of term life insur
ancﬁs the most effecrive way to make this i
expensive product profitable for a company
to marker. By markering on a mass scale to
the public, ﬁrﬁﬁ is able ro realize 2 volume
discount. _ ‘

At Withiasms encourages people o
go into management as soon as possible
because that’s where the porenrial for incom
and long rerm securiry is the greatest. Not
only are you capable of carning income by
sales YOU make, bur you cam -income on
sales made by people you manage. This is
your rcimbursement for managcment, train-

“ing and motivation. B.E

wms Delicves

“everyonc should have the same opportunity

for'advancement into management. This con
cept of sales management has produced man:
people caming $100,000 or more a vear. But
there are many distinctions that make A
MAtiams onc of the most exciting marketing
concepts anywhere. For one, Acl—Witsms
offers products thar can change a person’s
financigl future. At the same timie, not just
anyone can work in rthis business. You have 1«
be someone who is willing to ger a license

and work within the regulations of the finao-

cial services indusury.

This business takes WORK, You
can't just come on board and hope that you

. hirc 2 bunch of people and somehow the

products get distributed. Money is made
QONLY when products are sold.

e———————r - . - -
It’s practically dsk—-reetrom a monc

tary standpoint. There’s no big capital invest-
ment to make and no inventory 1o _l::_Liy. You
enly have to be able to afford your state
licensing fees and a small administrative feet
process vour hiring papers. The only real



_thing you give up is the time it takes to sce if
vou can besaceesstul ac i,

You should never be *alone.” You
arc not just left to figure things out on your
own. Everyonc is trained.

But the best part of this marketing
concept is the opportuniny. You can be a
victim of “the corporate nightmare™ - the
feeling rhar vou'll never see the top of thar
“Ivory Tower.™ Or vou can be a person from
a humble background in “Middle Amernica™
who might normally never have a chance at
an exccutive level position in a big corpora-
tion.

And vet, you can be xour own boss
and build your owr

pany. You also have the o portumty for
“unhimited income because vourcan hire as
“many pcople as vou arce capable of managing
and training and vou can make as many sales
as vou like. We will train any good honest
person who is willing to make the commit-
ment it takes ro be successful,

' Best of all, you can do this business
part-timie. You <an keep vour salaried job and
not feel the pressures that come with living
0n 2 COMMIssion INCcome,

There are nwo advantages to the
concept of part-time people:

]1 you are able to attract a much
higher caliber of person into
the business, a person who
perhaps is a professional but
doesn’t want to give up his or
her current position

~d

|_2 you have maximum efficiency
since you are cutting costs such
as salaries, office space for
employees, etc.

. Since vou are able ro build your own
marketing structure within this business, you
arc greatly benefitted by hiring part-time
people,

[ hope vou arc already at the stage of
vour carcer that vou can see and appreciate
the many aspects of this Opportunity. In the
following chapters, [ will show you the steps
ro building a “Super “Heirarchy,” an organi-
zation thar will continuc to produce and
grow. At the very leasr, [ hope vou carch the
excitement ot building vour own marketing
business. It's a concept that has worked for
me and [ knmow can work for vou, too.

BUILDING PRINCIPLE

Most peopie crave

sibility and the
freedom to wortk
independently. They
should be allowed o
“own” their work, and
be judged on the basis
of individual
performance. Look for
the opportunity in your
life that allows you this
freedom.




A Builder’s Mindset

he Magic of Vision

One of the first benefits I want you
to derive from this book.is increased VISION.

VISION is characreristic of GREAT
LEADERS in any business. When I read Ray
Kroc's “Grinding It Our,” T was impressed
with his VISION. Kroc was 52 years old with
diabetes and arthrits when he first saw the
McDonald brothers’” hamburger restaurant in
San Bemadino, California. As he watched the
restaurant employces make hamburgers and
french fries for long lines of lunch customers,
he IMMEDIATELY saw the potential of
duplicating this successful business in towns
all across the country. He didn’t just think, “I
think ’ll open one of these 30 miles from
here.” He immediately began formulating a
plan to open NUMBERS of them in many
different places.

Willard Marriort alse had VISION.
When Marriott was going to school in Wash-
ington, D.C., he sold hot dogs on the strect.
At thar time, he envisioned restaurants all over
the country. His restaurant interesrs eventually
led to a massive hotel chain.

There is a quote by Victor Husgo,

“Make no small plans, for they have no
"ﬁto——wm:%’ouls of men.” See off into
“the future of your marketing business. If you

think abourt a little business, thar’s what

you'll build. But if you fully understand the

power of building in vour mind, if you se¢ an

image of yourself building a giant marketing

organizarion, it will come to pass.

As you begin to “see into the
future,” I want you to imagine rwo things:

@ a large network of outlets

l@il a large base of multi-product-
== using clients

- Every rue marketing person envi-
sions these two things as his ULTIMATE
GOAL. Each outlet represents the porential
for the sale of products. The more outlets
you have the more products vou can sell.
Once you establish a client base, adding new
products that the consumer needs becomes 2
way to maximize protits, '




:wo Main Focal Points

Okay. Let’s say you have YISION.
Now, whart do you do? The answer couldnt
be more simple. In fact, out of all the pomnts 1
make inn this book, the ones ['m going ro give
you here are the most important. If [ got
AMNESIA and could only remember TWQO
things abour how [ built my own marketing

organization, here’s what ['d want ro remem-
ber:

_It get more and more personal
direct legs

—_—

2 get more and morc. people
(“old” and “new™) to Op-
portunity Meetings

I live by these principles. Bue whai
do they mean? Ler's see. Point No. 1, *Cer
more and more personal direct legs,™ may be
self-explanatory. A “leg™ is a person or group
of people downline trom you. Your goal is to
always increasc the s
number of people | “new
you personally
recruit and
train and
therefore
dircctly override.
A direcr leg is one of
your personal hires
who has hired and rrained people
himself and vou override his organi-
Zation.

10

WARNING: Dangers-of
Tndiscriminate 'Recrmtmo'

There ts nothing thac will wret
vour business quicker than doing nothi
but hiring “anvthing that moves.” [
behieve vou have fittle chance of fuccee
ing if vou do.

You CANNOT jursc recruit-re-
cruit-recruit without regard o the nvpe
person vou are hiring and wirhout regal
to TRAINING. You have ro give peopi
you hire the tools tor success. Rememb
no money is made until the producr is
sold and vou can't scil the product unn
vou are TRAINED.

NO ONE has ever built good,
reputable marketing organization by
simply hiring people faster than they <
train them. In face, most of the people
who have ried it this wayv have
themsclves our of business in a very sho
period of time. Generally, they find rhar
theyv've ruined rheir name in their com-
munity and lost any hope of rebuilding
the RIGHT WAY.

Every person who has ever buile
successful marketing organization ha has
“Trained or found somegne to tramn L\'CT\'

found

single new person.

Since most of vour people are
going to be part-time and only working
small number ot hours cach wecek, hiring
sz O affect Vo

Large numbers s not going
ability to ger cach person erained.

'] discuss the corredct market to
recruit from in a later chaperer, but tor
now . vou have 1o understand thar vour
priman concern is looking for people

who WANT vour oppormipity as oppose

o o ————



o people who NEED it I soimeone NEEDS
- too badly, chances are they are cicher in
inancial straits or they can't hack working
wrd for a living. While some people in this
wsiness have gotten themselves out of finan-
jal trouble, the majority never work our.
“hey are in the situation of loaking for a way
o make cash EASY and FAST. Building vour
wsiness takes HARD WORK. 'ﬂm'r’gm?is_
Te well worth it, but they don't come with-
Wit a price. _

This is not to say that vou shouldn’t
0Ok ar ¢veryone you meet as a porential
CrSon in your organization ~ vou should.
Jnril someone has tried this opportunity,
rou have no way of knowing whether or not
‘hey will work out. [’ve recruited people 1
ust knew were going to be Super Stars, and
‘hey turned our o be huge disappointments.
Likewise, 1ve recrutted people | riever
-houghr had a chance wio have gane on to
auild a successtul business. This happens
accause the key to winning ar anything is
aow much DESTRE vou have, or vour WILL
10 WIN. And there's almost no way-af_—
mecasurny that before vou hire someone.

"I he Dynamics of an
* Opportunity Meeting

i

1
!
i i
H 1
Point No. 2 is: “Ger more and more
people, both “old™ and “new.™ ro Opporrtu-

niey Mcctings. [ believe thar conducting

Opportunity Meetings is an imporrant part of
building vour business. Bur unless vou under-

stand their purpose vou'll never use them of
‘ectively. For example, most people concen-

S
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trare on getring “new” people to Opportu-
nity Meerings, and then showing the “new
people™ how rhey can set up their own mar-
kening business. This will not build a “Super
Hierarchy.” Below are the correct Opportu-
nity Meering objecrives in order of priority:

Il- Re-sell the Dream to the
“old” or “existing” team

\% .TC?ICh your team how to sell
" the Dream
_the Urean

é Sell the Dream to the new
people )

As you can sce, what many people
think is the PRIMARY objecrive, is actually
the THIRD objective. I sce people make this
mistake all the time, Someone focuses on
gerting high numbers of new faces at his
Opportunity Meeting every week and he
thinks he’s really building something big,.
Remember the *warning?™ This may work
for a while, and certainly people have tried it,
but it will never build a Super Hicrarchy.

Getting “old™ people to come to the
mecring is EQUALLY as important as having
“new™ people there. Why? Because they are
your “natural resources.” They know abourt
the opportunity. They've been trained, and
they know what they're doing. They alrcady
know how to sell the products and our busi-
ness opportunity ro sonteone clse; they pust
nced more motivating!

I never “give up™ on anvone. | still
try to send my mailous 1o anvone who has
ever gotten hiring papers. 1 have my assistants
call every member of my existing team



EVERY weck to sec if they are coming to the
meeting. (Sce Chaprer 10 “A System
Whereby Building Never Stops™ for details
on how to run a good Opportunity Meer-
ing). This philosophy truly works. Just re-
cently I had a guy who had been “missing in
action” for several months. He received one
of my tapes in a mailing and now he’s reacti-
vated in the business, he's got prospects, he's
making appointments. Rejuvenating him was
a lot easier (and a lot berter for him!) than
going out and trying to find someone new.
You'll find thar if you call your “vet-
erans,” and they come to the meeting and for
some rcason get excited and motvated again,
you get sales results. They've been regener-
ated. Don’t ever discount the potential of
these people. They are your natural resources.

Remember: It’s the am_n_xm@g
of lots of people doing a licrle bit that will

carn you a big income. If you limir yourself
10 focusing only on “new™ people, you'll

never get the numbers working for you. And
siNCe you're running a meeting anyway, why
not ger double your effort?

The number of people at your Op-
portunicy Meeting 1$ just as important as
“who" thosc people “are.” Look art this equa-
gon:

[ have found that if I average 100
people (“old™ and “new™) every wecek for a
month at-my Opportunity Mectings, [ will
produce about 100 sales that month. Don’t
ask me why this works — [ don’t know! I just
know that it does and that, not only does ir
work for me, bur it works for other peopic!

Average No. of
People Per Wk =
at Opp Mrg

Average No. of
Base Shop Sales
Per Month

{By the way, approximately 60-70% of thos.
sales will come from business produced by
vour “old™ pcopic!)

[-' B ||uild to Maxout Profits
|

f

1
i
e
We've just talked abour building -
people “direct™ to you. What we were actu-
ally discussing was a specific building~*con-
figuration.” Thar configuration is called -
building “Wide.™
There are three basic wavs 1o build
marketing organization:

L
2 D

---—'-"-—-.-

You build “Wide™ by personally
hiring and training people who report di-
recrly o vou.

“Wide™
e




When vou help one of your personal
hires to recruit and rmain somcone, you are
building “Deep.”

It is crivical cthar you understand the
importance of these two terms. Building one
way, as opposed to the other, will have a tre-
mendous effect on your long-range income.
While [ have a lot of people downline from
me, running “Deep™ in terms of gencrations
of people, I also have a rremendous number
of people who report directly to me. To this
day, I am still hiring people personally.

Obviously, if you were really going
ro maximizc your
profits, you
would build
both Wide
and Deep,
because
there are
rewards for doing
both. But it you
were going to emphasize one
over the other, it is far maore
profitable to concentrare on
building Wide.

As you’re building, don’'r
worrv about building = Deep.™ If you hire an
ambitious person, your organizarion may go
Deep in spite of you! Many people never
really tuen ingo millionaires (in facr, most
don’t), but they do make a nice, healthy
income because some of their downline
people builr big organizations.

X

Make a menral picture of the tollow-
g, cquUAnons:

Width
Depth

Profitability
Security

Primary: GO WIDE
Secondary: GO DEETP

Remember: You can go Deep after
you go Wide but...you can’t have depth in

a leg you haven’t started. You can’r have

Lrandchildren unti] you_have children.

Think of this building principle: You
can control the planter, but you can’t
control the plant. Take tomaro plants, for
example. Most everyone has at one time or
another bought thosc littde containers of

tomato plants and taken their spade and

planted it in their yard. After they warered
and fertilized che plane, that's abour ail they
could do. But they COULD do one more
thing. They could plant another tomato
plant! You can’t contral thar plant, but you
can control what YOU do, and you can ger
your spade and plant another one. It’s the
same with recruiting. You can hire somceone,
but you can’r control what he does. You
CAN conrrol what YOU do. You can hire
another person, and therefore continue to
build it Wide.

Let's assume that depth is going to
happen in spite of you. No marter what you
do, if vou hire a few people, they're probably
going to hire some people and youll have ar
least one leg chat’s working Deep. There are
two pietures that T draw that redl the story of
why vou should continue to build Wide. The

first is o small “*mountain™ with a flat top.
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The small mountain above is =3 Peaple

Wide ™

meaning vou've hired five people

personallv, Then [ draw down the sides of the

maountdin trom there. You can, and should.,
draw: picrures like this for the people i veur
organizaion. “A pictare is worth a thousand
words. ™ This pictore indicates thay by work
ing with rhese hive people, they will probably
build their own arganizations and push vour
hierarchy Deep.

The second mauntain starts with
“50 Peaple Wide.™ Look at the difference in
rhe rwvo mountains, [ narure is gomg te take
irs course, which wav would vou like to have
vour deprh fill oue? [ voa're Bive Wide, there
e unh' onc or two who are vOr Core., It
vou're M Wide, there are probablv 3010 or

IS who are vour corg,
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D cpth Provides Security

Building Deep iscertainly ihe casie
way 1 baathi, 1t's jll\l P faCI ::I'l'\uihlh'lg..'. thau
1N CANICT M hu.']p eve il Ve pet l]‘[t‘ hire a

persont in his or her warm market than lor

vou ta go ont and find awhole new persen

This is esprecially trie after vou have been e

rthe business for o while and have already
worked vour warnmn market JEYOD are the
“new person,” obviousiv, the oppe WiLe I
trae s, Deptlis alse casier Decause i vou bir
an mbitious perent, he may build Deep
resardless ol what vou do.

The ather plus 1o Building Pecpas
that it prosades income security, When vou
are Deep, van shanld have = havers ul Tead
s ‘I'iu‘w AT P :I\Ir CRTTR RN TV .I-l‘llhilltuu It
voursefE whom venn e teained o Bnld a

[re vranizatton, e cltorts will provide



compensation to you at all dmes in the form
ot overnde comniissions.

Even if vou are unable to work,
deprh means vou will still receive good in-
come. There’s income from a large group of

people. You can’t be devastated. Your income

15 insulated against adverse circumstances
such as getring sick, disability, etc.

uilding Keys
1

-

I remember two things a friend once

rold me about building a successful market-
ing business. The first was “Don’t resort to
‘Panic Management.”” He described the
causes of Panic Management as;

‘_l lack of money
@ lack of activity

I§ lack of a definite, sound
business philosophy

Most people don’t build a big mar-
keting business because they suffer from
No. 3. ' _

The second thing he talked about
was his philosophy of “building outers.”
He said: '

|—J1 opening outlets is an all-
time thing

h

have quantity to get quality

For now, | want to explain Principle
No. 1 because it relares specifically to a
Builder’s Mindset. No. 1 is another way of
saying, you must have a “Hiring Mentality. ™
You can’t build unless you do. Do not make
the mistake of focusing on SALES. You
must think OPENING QUTLETS. I like to

say,

This
means tharif _
vou focus on

“Thiring and train-

ing new people,

sales by them will

. come naturally. Whar if

you don't succeed in hinng that person? That’s

okay, too, because he or she may still become 2

client who is happy using the product. To ger

these two possibilitics working for you, you
have to look at every person as a porential

“outler™ FIRST. Don’t make one list of pcople

vou're going to “scil,” and another list of

people you're going to “hire.” You personally
don’t have the omnipotent power of deternun-
ing which a person will be! You shouldn™ deny
someone a chance to beconie part of vour
ﬁl&)’c;u'rc hurting, them and vou're huring
vourself.




At first, the phrase “The ‘Myth’ of
Training™ sounds like a real negarive. It
sounds like I'm saying, “training is a joke™ or
#you don’t necd rraining.” That is NOT
whar I’m saying. As [ said carlier, training is
CRITICAL. Remember: Only sales produce
income and training is mandatory for sales.
But sorne people have a mistaken view of
how to train. The word has a certain “mys-
tique™ abour it. Some people even use train-
ing as an “excuse” for not doing the activities
thar will later bring them sales and help them
build a team. As a resulr, the rendency for
most people is to:
1) hire him 2} train him

This is lechal to the person wannng
to build a Super Hicrarchy. A Builder’s
Mindscrt says:

1) hire him

p—

If 'm field training you, we basically
have two opuons: 1) we can make field train-
ing sales OR, 2) THROUGH field training,

we can begin to find people who will become

a member of your ream once you arc licensed.
In both options, you're going to receive the
tradirional form of “training.™ Bur Option
No. 2 also means that you'll have MORE rhan
just field training sales, you'll have the poten-
tial for a ream once you are licensed.

Would y be trained and get
3 I'cw training sales? Or would you rither have

g, and some sales and the porential fora

lot of sales through vour future team?

et i e iy et

2) im build his own *

- Lmy mind first, Then I wrire it down. Then

% \ uild It Three Times

—— o]
Whatever you expect or hope to
accomplish, you must build it threc dmes

| e — e e e ) —— i oy s e

I Bmld itin your mind

v e = mateer ¢ e s . e —

[—— Bmld iton Dapcr

’l.__ BUILD I'I"

First, build, vour Super Hierarchy
or whatever it is you’re planning - in your
dreams 1 mean this literally. Take my offic
building as an example. Someone had to
dream that building in his or her mind firs
Every derail was thought out, and then the
made a blueprint. That’s the second step,
building your drecam on paper. When an
architect builds his dream on paper, then ¢
the contractors and subcontractors with al
their workmen can physically put the struc
ture rogether.,

Handle every aspecr of your busir
this way. Think about it, writc it down anc
then do it. Some people just jump out the:
and start building from scratch, with no pl
and no vision. Whar kind of z building wo
you have if you did thar? If I have a trainin
school or I've got a day with interviews or
we're planning a big Opportunity Mectng
if I'm trying to cam a promotion or a cefT:
level of income, [ go through every step in

¢ it.
or wherc there is no vision, the
people perish!”

Proverbs 29:18 _ ———

CxcC

16



i he Final Challenge: Be a
Master Builder

get bogged down by sitting behind their desk

doing paperwork. These people become what
[ call “carpenters.™ Thev're experts in their

The final step in developing a
Builder’s Mindset is to sce YOUR role in the
business as chat of a “Master™ butlding con-
tractor. So' many people who come into busi-

own specialized field, but they have nothing
to do with developing the “big picture.”
They're not the Master Builder. Your goal is
to scc yourself as the contractor, building a

giant *house” or ream.

_— - . . .
ness take their mind off their main goal. They

“MASTER BUILDER"
BUILDING CONTRACTOR

1. Envisions completed project
before he starts to build.

2. Has blue prints drawn up in great
detail.

3. Determines HOW much RAW
material/supplies/workers are
needed 10 complete project.

&, Determinags how much it will cost
1o do the job.

5. Sets o deadline for compietion.

4. Develops q business pian to:

a. Hire
- Pointers
= Brckmasons
- Plumbers
- Electrcions
- Roofers
- Loborers
= Carpentars
- Subcontractorns

b, Negotate constanl and
sufficient CASH FLOW 1o finish the
job and stoy in business {(narmally
with 0 bank)

DEVELOP A “BUILDING MENTALITY”

“EMPIRE BUILDER"
SUPER HIERARCHY BUILDER

1. Has g clear mental plcture of
being the "Leader of Thousanas™

2. Prepares @ pion to reach
GOALS, as shown on poge 3¢ of
“Think und Grow Rich™ book.

3. Detemnines how many
Praspects. interviews, Recruits,
PPUs, Sales. Monagers. RVPs it will
take.

4, Deterrnines how much energy
and fime it will toke and whot
things must be eliminated/socr-
ficed.

5. Sets Daily. Weekly. Monthly,
Yeorty, and Multi-yeorly
deadiines for gccormpiishmant.

4. Develops ¢ Business Plan to:

o.Recruit/Train/Develop
New People

B. Mokas enough personal sailes
ond training soles ond atwoys
personal recruils to keep "the
spread” balonced. This ensures
sufficient cash flow while
developing KEY LEADERS.
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The chart at the left is something |
developed to show the similarities
between an “Empire Builder™ and a
“Building Conrractor.™

BUILDING PRINCIPLE

Don't maijor in minor
things. Don't fall info the
frap of concentrating on
what's EASY - like paper-
work! Find a good, admin-
istrative-oriented person
. to handie the details of
running an office. YOUR
jo : r Builder is
-to see the “big picture”™
"and focus on activity that
will genergate income,
_fraining!




ALW: The McDonald’s of
the Financial Services World

he Magic of Marketing
Mentality

Chapter Two discussed the impor-
tance of VISION. You were told to see
yourself building a Super Hierarchy. In this
Chapter, [ want to specifically talk abour
opening outlets. To think with a “Marketing
Menrality,” think of your business as rthe
ultimate DISTRIBUTION SYSTEM, a
system you could use to market ANY product
Lo consumers.

If you need an example, look at any
company in sales, any company that mass
markets a product. [ like to use Coca-Cola
and McDonald’s, two companies that have
been so successful they’ve become houschold
words. There were two basic factors that de-
rermined how large these companies could
grow (how much of a marker they could
caprurc):

jl Continuous opening of outlets

1_2 Volume producrion per outler

19

The most important factor is No. 1,
the “continuous opening of outlets.” For
McDonald’s, the outler is 2 hamburger stand.
For Coca-Cola, an outlet is the store that
sells Coke or the drink machine in a lobby. If
you'rc on a remorte country road somewhere
and get chirsty, you can go into the general
store and there’ll be Coke on the shelf. Then
vou can go 20 miles down the road to a big
grocery store where they will have rows and
rows of Coke. They sell truckloads and cases
cach weck. Or, you can check into 2 hotel
and up on the fourth floor, find a drink
machine that offers Coke. It makes very hittle
difference whether a storc or machine sclis
onc Coke or a thousand Cokes a day. The
Coca-Cola company is much more concerned
with having many outlers..

Only after you have a large number
of outlets do you begin to concern yourself
with factor No. 2: volume production per
outlet. Just how many drinks arc being sold
in this store? You berrer have your system in
place before you ger involved with increasing
the number of Cokes sold in cach store.



In this business cvery person is an
outier. YOU are an outlet. An outler is
anyore wha can otfer the product to the
consumer. The difference berween this
business and other markering systems is
that as an independent contractor, YOQU
have the ability o ser up your own distri-
bution system within the big network.

To huild a distribution system,
vou should adopt the mentality of con-
tinually opening new outlets — more and
more and mare outlets. Once this system
is in place, cven if the majoricy of your
outlees are producing just a little,
with only a few
doing a lot,
vou are on
vour way to
building a Super

Hicrarchy. E

the Magic of K.I.S.S.

!(Tcrm Insurance and Mutual
: Funds Arc Our “Hamburgers
iand French Fries™)

You've heard of K I.5.5. — “Keep |
Simple, Stupid.™ These words are a secrer t
building. One of the most fascinating indu:
trics of this century is the fast food restaura
business. Over the vears, new chains of han
burger stands have opened — all based on tl
cxample ser by the granddaddy of hamburg
stands, McDonald’s. The concept of selling
hamburgers and French fries looks casy
cnough — judging by McDonald’s success.

Bur a lot of fast food chains have
been in serious financial trouble. Why? The
failed ar one of the most important principl
in markering. That is, they didn’t keep it
simple. McDonald’s for years and years did
nothing bur open new outlets ro sell ham-
burgers and French fries. So many of the ne
fast food chains today didn'r stare with thar
solid foundarion. They began tmmediately
adding ¢ream ot broccoli soup and pasta to
their menus. During its crucial building
stages, McDonald's remained true to s life
blood: hamburgers and French fries. Now
that they have the world's largest chain, an
have totally mastered their fundamental
products, they are successfully adding to the
menu.

Think of term life insurance and

mutual funds as the main items on your
product “menu.”



ihe Magic of Duplication

There is one more marketing lesson
to be lcammed from the marketing genius of
such companies as McDonald’s. [tis onc
thing to successfully open an outlet, but to
make cach outlet a success takes something
special. [ call that something, “the Magic of -
Duplication.”™ You must have a blueprint that
is casy for people ro follow. It doesn’t neces-
sarily have to be copied to a tee in cach
outler, bur it must be close.

When Ray Kroc saw the first
McDonald’s selling a lot of hamburgers, he
was impressed. He realized immediarely that
his ability to duplicate the McDonald broth-
ers” system of making the burgers and fries
would be critical o his success. That's the
way to build your business. Find a solid
person, train him, teach him exactly the
things he needs 1o know to win. Keep it
simple. Then teach him 1o reach it to some-
one else. Make the blueprint for your busi-
ness, your motivation and recognirion pro-
gram or recruiting program, casily transfer-
rable.

In my organization, I have kept the
same system for years. This is the system
(with some modifications) that most of my
successful RVPs adopred. Most of the recruits
entering the Humphrey Worldwide Nerwork,
follow the same blueprint.

There are “blueprings™ in every facer
of this business. The Asser Management
presentation, tor example, and the three-step
sales process.

Of course, the best way to ger a high
level of pertormance is to be sure that the

master copy 18 worth duplicating. One person
in my organization has donc a great job of
duplicating. He was able to hire and train
hundreds of people in the San Josc arca by
taking my basic recruiting principics and
Management Factory Svstem and adding his
own personal touches.

BUILDING PRINCIPLE

Whatever you do,
don't quit. No matter
how talented you
think you are, you're
going to be chai-
lenged. Expect the firs
18 months of your
effort to be difficult.
Give yourself enough
time to win in business.
The first 3-5years is
nothing but survival.




Lots Of People Doing A Little
Bit and A Few Doing A Lot

hat’s the American Way

One of the most important prin-
ciples in building is realizing that you don’t
have to find a lot of Super Stars to build a
superior marketing organization. Lots of
people doing a little bit is berter than a few
people doing a lot. Of course, it’s BEST to
have both, but if you can’t, you would gener-

ate more income by choosing the first option.

Our whole sociery is built around
the principle that only a very few people “do
a lot.” Lock at the United States. In our
nation, there are probably 230 million
people. We have only onc president. He'’s the
only person who’s considered our ultimate
“leader.” We also have only a few congress-
men and senators. In the world of business,
approximately 0% of all working people
work for someonc else. The other 10% arc
among the few people who put it all on the
line and run their own business. What about
wealth? There are probably a million million-
aires and only a handful of billionaires.

The fact is, not everyone you meet

or everyone you hire is going to be a Super

. Star in business. In fact, for whatever reason

— mostly because they aren’t willing to give
the cffort it takes — the great majority arc
going to remain part-time, every now and
then generating some business. You should
NEVER feel bad about this concepr. All we
can do for the people we recruit is:

‘11' give everyone an opportunity

!l% give everyone examples of
"7 success :

If somecone wants to condemn the
fact that we advocate part-timers, he should
take z close look at the structure of our gov-
ernment. Most of the legislatures in the
various statcs are filled with part-time legisla-
tors. Whart about George Washingron’s
army? None of these men were professional
soldiers, most of them didn’t have uniforns,
they were part-timers who were known as
“rag tag” by the Loyalists. For many, many
pcople, part-time opportunities of all kinds
arc a way 1o eamn extra income, and that’s

' the way they should stay.
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his Is a Numbers Business
1

The “Law of Averages” says that
not everyone you hire will be a Super Star
and not everyone vou hire will even remain
with you. In any business, people become
disinterested and quit.

The only way to overcome the nega-
tives of the Law of Averages is to harness the
power of the “Law of High Numbers.”

Think of it as owning a greenhouse
nursery. Every time it's planting scason, you
plant hundreds and hundreds of seeds and
scedlings, knowing that nor all of them wiil
make it. That’s the way you should sce build-
ng.

[ use the analogy of the baseball
plaver who wenr o bat three dmes o the first
game ol the scason and got one hic. His
average was .333. Thar is the average of a
furure Hall of Famer. [2id he ger to negoriate
a million dollar contract? No. Burt if he goes
to bar 600 dmes and still has a .333 average,
meaning he's gorten 200 hits, then he can
call the shots when it’s time to negotiate a
contract. You must have high numbers if you
expect to become a Super Builder.

Ler’s assume that the Law of
Averages says that vou will be able to hire
one or nwo out of every four people vou
approach. Look ar the following projection
chart, and vou will see what vou have 1o do
to build a Super Hierarchy.

+ ke

The J.aw ‘of AVéroges c:f WO'rk

- R owy
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wﬁw‘ RE
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25 RvPs = 1 STRONG Buiden

Total financial independence can be
achiceved by building 7-10 STRONG Build-
ers. How many recruiting interviews will it
take? Abour 10,000 rtoral interviews.

Bur don’t ger discouraged by this!
You are not doing it all yourself! You are get-
ting the numbers working for you. You are
building leaders who are helping you work
the numbers. In facy, if vou are discouraged,
I suggest you read Chapter 8. Thar Chapter
shows vou how you can build a marketing
organization thar generares a million dollars a
vear just by working with five people.

M mest Bor Al ’-Daw/
be SO Jhuy 1r9vy myr s

we s Wi Do



Don’t ger me wrong. By the word
“dud,” I do NOT mean a person wha is “un-
desirable™ to have in your organization, or
one who is 2 “failure” at building a big
business — although that's the meaning most
people have in mind when they call someone
a2 “Dud!” I am ralking about people who, by
choice, only give it enough effort ro do 2
small amount of business.

Never “faulr” these people. And
never take them for granted. Remember
that the Law of Averages says not everyone
you hire will be a Super Star. Don't let this
worry you. You can have a bunch of “duds™
on your team, and you may be on your way
to building 2 Super Hicrarchy! In fact, vour
only problem could be thar yvou don't have
ENOUGH “Duds!™

I heard a story abour a man with
another markering company who put out a
memo to everyone mn his region. The memo
said, “I want to be known as the guy with the

most ‘losers’...because the guy wath the most
~ “Josers’ will also be the guy with the most
winners.” Of course, the “powers that be”
didn’t care too much for this memo. They
claimed they didn’t have any “losers” in their
company. [t would be wonderful if this were
really true. Bur reality says that for whatever
reason — mostlv because they don’t want o
give it the effort - some people are not going
te be 2 “whiz” in the business. Burt the
MORE rotal peopic you have, *Duds™ or
nor, the more Likely you will find a “Firebhall™
leader.

Dont ler “Duds™ be a negarive,
Remember: The leader with the most

“Duds™ WINS.

BUILDING PRINCIPLE

You con’t change
people's basic qudlities.
accept them the way
they are. If you want
people to succeed or
improve themsetves,
start by praising them
when they begin to do
things right. Always lool
for reasons to praise
peopie.

¥ Praise and recognition

are the most powerful
forms of motivation.
Always praise. Always
look for something goo
to say.




Speed Width

ecruit in Bunches

To say you're going to “go Wide,”
isn’t enough. “How Wide?” is also a consid-
eration. When trying to build, how can you
tell who will make it in this business? You
can’t. [ cerrainly can’t, and ['ve been building
for 11 years. The people who are serious
about winning (“Studs™) and those whe just
give it lip scrvice (“Duds™) all look alike
when you’re first tatking to them. That’s
why you should look for a BUNCH of
people. There is just no way of prejudging a
person when you are trying to hire
him. He may look good and sound cxcited
about the business opportunity, but never
amount to anything.

When I used o coach midget league
baskctball, we would have 20-25 kids show
up for our first practice. At the beginning of
practice, most of the kids looked alike in
terms of ability. But after putting them
through dnlls, watching them run, dribble,
pass, and shoot, | could derermine who our

best 5-8 players were. Some who looked like
they would be grear before we started, tumed
out not to be the “Studs™ [ thought chey
were and vice versa.

Since this business depends on a
person’s desire and WILL to WIN, you just
can’t tell who your first string is until they’ve
gone through a lictle practice.

Hiring in bunches will also help you
avoid another pitfall - the tendency to “wait”
because of two or three “good™ people. You
say to yourself, “Boy, I hired this guy and he
looks good, sounds good, smells good,
man, he’s just EVERYTHING.” Then what
happens? You don’t hire anyoue else because
you tell yourself that you need to spend all
your time with your new “Stud.” You sit
there, and a2 week or two or three goes by, .
and you should have been looking for more
people. Whar happens when you wait? After a
while, when you wake up out of the “coma,”
you get mad. You ger mad at yoursclf, you
start getting frustrated with your people and
don’t treat them right. Bur you don’t have a
right to et mad at others. You can’t “make
them™ do ANYTHING.



Remember: Even if you’ve found
“Superman,” you must be looking
for more people.

[ call it the “next™ mentality. Nexe?
Who’s next? Think of it like a doctor’s ofhice.
They bang you in, you take off your clothes,
slip on a robe; then they make you cough,
and while the doctor’s artending vou, the

nurse runs out into the waiting room,
P “*Nexo™

he Magic of Hiring

in Waves

.

1

You musg develop a rhvthm of
hiring at least 3 ersonal people every 30
i 45 days and invest as much rime as possible
+ with the ambitious people (the people with
the most desire to win). By hiring one good,
new “Fireball™ and helping him build in his
market, and even downline to the markers of
his ncw people, you should build up a wave
of 7-10 new prospects at the next big Oppor-
tunity Meeting night. Wave recruiting builds
momentum. ST

One
Christmas I
asked my wife,
Norma, to give me 1 “Wave
| Machine™ - onc of those
glass objects with colored,
. moving liquid. You turn it on and it rocks
back and forth and the liquid makes “waves™
to the sound of an ocean. [ keep it in my
office to remind people rhc_\' should build
momentum by hiring in

“waves,”
Ji—‘m;/ sev [0 pa ey Tzt
()10 wnbe
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i 0 Wide Fast )f!‘

Recruiting in waves is closcly related
ro the speed ar which vou hire. Let's say, for
cxamiple, that nve people cach have a goal of
building outlets.

The first person goes out and hires
one man or woman cvery monch for a year -
12 people. Sounds like a steady builder,
right? The second person goes our and hires
12 people in 30 days.

Whao’s going to get the most benefit
from the efforr pur out to get 12 people? The
guy who hired one a month for 12 months,

S the guy who hired 12 in 30 days?

The first persorn was a “steady”™
builder, but by the rime the 12ch pt:rsanm
in, 8-10 of the others may have died of bore- ,|

dom. They never got to see cach other, i

Mavbe they were never in the room ar the
~same time, They were never at vour base

shap at the same time! They weren’t on any

Leaders Bulletins ar the same time.

L—-—" The sccond person who hired 12 in
30 days saw immediare results. More peopic
were mortivated to hang in there. They could
rely on cach other for morale and motivation.
Even though the Law of Averages says you'rc
always going to have a few who aren’t really
serious, aren’t really commirred and are even- |
ruaily going to fade away, these people con-
triburte to synergy. Thar's why vou want to
recruit quickly, In eveny crowd, you’'re going
to have some people who are noching more
than professional meenng arrenders. Thar's
okay. Thar's their right. They're cerrainly not
“bad™ tor your business. They acrually help




your winners to feel more a part of a ream,
How would you like to be on a baskerhall
geam with only five plavers? When you looked
over there on the bench, dhere would be no
one there screaming and cheering for vou:
Pcople like to feel part ot a wam,

]ixty Wide In Six Months
j

I have personally donc this four
times in my carcer. Eour timges, 1 have gone
in one streak, building 60 people direct to me
in a six-month peniod. This is what allowed
me to be where [ am today.

At onc point, I had completely shut
down my base shop. I realized rhat ro maxi-
mize profits, [ had 1o rebuild my base (re-
member those who build ic Wide first
WIN). So atrer three vears of shurting down
my base, | went back out into the field and
builr 60 wide in six months. Atter thar, [ had
120 people reporting dircetly to me in my
base shop. That effort rook us into the $70-
80,000 premium-a-month range. I knew [
could de it because that's exacrly whar [ had
done in 1979-81 in Denver. T had more than
10,000 people trained and reporting to me.
When [ came back to Georgia, [ did the samc
thing with my Georgia base shop. I built over
1,000 people in the first six months.

During the tour vears my base was
monumentally big, it never gor below 30
producers, meaning people wha consistently
did something and reported direcrly to me. It
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you go 60 wide in six monrhs, you should
expect to find at Jeasr 20 serious people who
Want o win. -

I use the chart on the nest page as a
target. If there were physically enough room
on the page, cach of those circles would be
radiating our from a ceneral circle {vou). Fach
circle represents a person or a prospecrive
new hire,

The chart visually explains to a new
person the “60 Wide in 6 Months™ plan. The
person uses the sheer rwo ways. One is his
planuing stage, in which he rakes a penal and
fills in the names of people he thinks arc
going ro be his next five or 10 people. Then,
when he acrually gers them, he writes their
names in ink. I ask the person to turnicin to
me every month. IFir’s blank, 1 say, “Just
hand itin.™ It i"s gor one name, fine. Itic's
the same name next month, fine. The poinris
to keep it in front of them, give them some-
thing ro shoort kor.

Whether vou are shoorting for 30
wide in six months, or 10 wide in six months,
always project 2 plan. You can’t help bur ger
big FAST if you put out that kind of a per-
sonal building cffort.

BUILDING PRINCIPLE

Treat your people with
respect. They aren't
nurmbers on your own
success chart. They are
real pecople who de-
serve to be treated with
courtesy and respect.
All great leaders add
the human factor to all
aspects of their business,
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The Magic Of Taprooting

Recruit Isn’t a Recruit
* Untal He Has a Recruit

A new person really isn’t anchored
into the business undl he or she has:

| |

& become trained and licensed

_g become a crusader for term PPL

insusence and made sales
= -

E recruired a new person

There is a big difference in just
“signing up” someone, and anchoring him
into the business. Anyone can do No. 1. A
lot of people can do Nos. 1 and 2. But the
person who is serious about a business oppor-
tunity, and the person you can consider part
of your building effort, is someonc who has
done all three.

HIS NEW RECRUIT |
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Leg Is Not A Leg Until
— It Is At Least Four Deep
In That Leg

Now let’s assume that you have a
“for real” person. He's taken each of the
three necessary steps. Do you have it
“made?” No.

What if your “good person™ drops
out? If this happens early, the team people
he brought into the business may leave also.
They’ve lost the main bond that they had o
the business. If you TRULY want to build a
team, cach person
you hire should hire
at Jeast four people.
The Law of Av-
crages says that
at least one of
those people will
remain a scrious, <om-
mitted person. '

Building four people Deep
also creates excitement for your good
person. [t morivares him to want 1o
stick with it. All of a sudden, he has a
team. He says, “Man, my team is
growing!”




Team Will Have a Life
of Its Own Once You
Find a Leader

Building your
business by developing
teams that are four
deep will create solid
business. Recruitng
and training “Wide”
is building by addi-
tion. Recruiting and
training “Deep” is
building by multipli-
cation. But identfying
one leader in each
team will enable you to
harness the Power of
Geometric Progression.

Your leader in
that leg wall contnue to
recruit and train and develop
teams while you build in
other areas. The leader ensurcs
that his team will have “a life
of its own.” Unrtil you have
developed at least one Icader in
cach leg art least once, you're really not
going to have any strength.

RECRUIT 3

1L
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47 he Super Tap Root

The “Super Taproot” is a system for
maximizing the concept of réplacement. You

-already know that in order to be promored, a

person must replace himself or hersclf with
one team in his or her organizarion to be¢ as-
signed directly to his upline manager. By
working temporarily in depth, you can
build permanent width as you receive a re-
placement team from each new leader you
promote. You can target yourself for a
healthy replacement by helping your direct
recruit to build Deep.

Let’s assume you interest five or six
people in your business. The Law of Averages
says one of those recruits will be what [ call a
“Fireball.” This is someone who’s urgent and

FIREBALL

AL
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intense. Fireball has a lot of people he

knows and wanrs o ralk to. As vou train

Firehall, vou help him interest five or six
new people, You find thar persan A is ane
of HIS Firchalls, You shouid begin to
work with person A to help him in the
business.. 7 '

One of the key challenges in build-
ing through the Super Tap Root system is for
your basc shop to remain strong and healthy.
I see many, many people work and work and
work 1o produce a leader, and once the leade?
is finally promored co RVP, they're leftin a
“weakened condition.”

The key ro remaining strong and
healthy and ar the samie time, producing lead-
ers, is to “perpetualiv” produce leaders.
When a chicken lays an egg, it sits on the egg
to keep it warm until it hatches. Meanwhile,
It STarts trying ro lay another egg. Ir
conrinually produces. You have ro KEEDP
hiring and training people personally to you.
If you keep going Wide, vou're going to have
someonc in your basc who is on his or her
way to being a leader. You have to adopt the
mentality that vou're going to have MANY
leaders so you have a porenrial leader devel-
oping at all times.



verlapping Leadership : epth Force

The concept of building “Wide™ - In order for the Super Taproot Sys-
or “Deep” is just a matrer of being a S5 tern to work, YOU have to become the
good leader. To build a “Super - “Depth Force™ that pushes strength and

Hierarchy,” you must

wmNAL e v vitality down through cach level of your
. L Y N i " iy . _ .
work with people that % SRt Lo ' organization. [ like to use the example
both deserve and need oy of a tree’s taproot. When I’m explain-
your help at any level in O 4P ' ing it to someone, I draw a picture of a
your organization, not Nighe s ik w3 el SwERY  ree and tell the person that the key

just those people who 282 <
report directly to you.

o R S to the tree’s growth is what's in the
ou. " m o,
Trear everyone as if

RS ‘E ground undernecath. [ draw an arrow
s, to indicate that the tree depends on its
he or she WERE & 2 ZANB_  tap root for a foundation. The
working dircctly for 3t [ IRERTL IE Ik GPUTT  raproot’s job is to search as deep as
you. Call them on 12 B S " g necessary for water and nutrients. In
the phone, help them # ; marketing, your “raproot™ is a new
develop their busi- 52 *" person you've hired and the people he
ness. or she has hired.

What if the root hits some hard rock

~“or bedrock? The root doesn’t say, “Tree, I hit

< arock. Sorry. [ can’t get any morc water.”

. .. Instead, it’s going to go through
the obstacle, around it, over it,
"anywhere it must to find whar

it needs. What happens when

you pull a root our of the

ground? You’ll sce there are
lots of lirtle roots coming off. For -
the taproot system to work, it’s
got to branch our and produce

lots of roors .

ANS Narure is the force that drives the

L. system deep. Right now, YOU are “nature”

"in your hicrarchy. It's up to you to be the -

In addivion to your
onc-on-one work, you _
should practice overlap- . {7
ping leadership -
through big group .- »
meetings. If you 77 ]
are holding 2 S
meeting or a :
training session, .- '
you should realize ¥
that people at ALL © 4777
LEVELS are in the ~
audience. This is
why it is GOOD rto
have big meerings. You 4\
are teaching and morivating - .

Decp into your hierarchy. . 5 7 driving force by doing overlapping leadcrship.
Only through overlapping You develop cach team until you find a leader
leadership, can you wdenrify and develop who can become the “force of narure.”
Fircball Ieaders ar any level. Taproot
]
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wo Vitamin Shots to
New Recruits

Picrures are so important. Rermem-
ber: People learn quickly when they have a
mental image of whar they want to accom-
plish. I use the following two pictures to
make sure every new person understands:

T We're going o sarround him
| __ with good people

We’re going to surfound his
L. people with good people

Surround yourself with people -
Teach How To Recruit and Train

37

Surround your people with people -
Teach How to Teach How to Recruit
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‘To accomplish this diagram, the person must ow Many Can You Spin?
lcarn not only how to interest new people :
and scli, but how to teach others to do the
same. The first things you say to a person are |
more than likely what he will remember. i To build a Super Hierarchy, you
Explaining this concept to them early is : must work Deep and Wide all ar the same
critrcal. { want everyone to understand whatl @ dme. You are supplementing your width
mean when I say, “You can go.outand bulld | rthrough in-depth tap root work.
your own business.” The concepr sounds P The minute you find and
good, but it’s actually a foreign thing to most . develop a leader, you don’t
people. The person must understand that, :  stop raprooting. You just .
starting from Day One, his RVD is going to ! have more time to build
help him build a team of people. I teli him, i Wide. All the while, you test \

i . ! ) .
“We're going to help you find and train po- | asyou go. You'll identify the
tential recruits, and you need to warch what | more ambitious ones and be
we’re doing because YOU will be their able to “rap root™ through
manager at some point.” ' them.
After I have emphasized training and ’ It reminds me ot those
ream building, [ sort of joke with him. I tell i old traveling Chinese acts. |
him that I’m going ro give him two vitamin® ! remember the first time |
shots to innoculate him against just becom- saw them on the Ed
ing a “salesman.”™ And I ask him to play Sulfivan Show. The
along with mc and roll up his sleeve. Then leader was a big hir
'l say, “The first shor is 2 mulriplication . when he could ger 20
shot.” I explain that developing 2 team isnot | plates spinning at
just who he knows and what he does, but, i once. ] saw the
“Who they know” and “What they do," and l same outfit abour
so on down the line. . ' ayearagoand he
Then [ ask the person to roll up the ! had 50 plates
other sleeve. “This is your Crusading shot.” 1 ! spinning!
teil him there are two aspects of our business. |
There’s the great business opportunity that :
he just got a2 mulitiplicaton shot for, and } .
there's also the Crusade, our comrnitment to i — 3
the philosophy of buy term and invest the {
difference. He will feel inspired by our Cru- i i
sade as he sees how our products improve the ;
financial lives of his friends. [; _—
=
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A lot of people make the mistake of
getting a few new people going, then stop.
They build an organization, but they don’t
build 2 Super Hierarchy. These are usually
the people who don’t wanr to work that
hard. You see, there’s only one hangup about
building a Super Hierarchy, you don't get to
sit back and kick up your heels and watch
your hierarchy grow. It takes work.

39

ALW LEADER PRINCIPLE

Leaders always put their
people before them-
selves. If youwanta
successful business, your
peopie must feel that
you're working for them.
Your most importéant job
Is helping them tahe-
come the best thay can
be and reach the dbso-
lute peak of their poten-
tial. Do that, and¥your
business will take care of
itself. '
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The Magic Of

Compound Recruiting

|

he Magic of Multiples

This book is named after this chap-
ter because I think it’s one of the most in-
triguing concepts found in marketing.
“Compound Recruiting”™ is based on the
mathematical principle of “Multiples.™

Let’s assume, for the moment, thac
to ger a hicrarchy started, you must recruit
and train ar Jeast two people. If each of these
two people recruits two, then you have four,
right? The chart below is a muldplication

D

EACH RECRUIT

| | %5
LEVEL 1 4

R X2
LEVEL 2 8
LEVEL 3 16
LEVEL A4 %
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table showing how many recruits you could
have at each level, if every new person re-
cruited and trained two new people. If you
can do even an elementary level of math, this
is probably nothing that will surprise you.

Now let’s work the Multples again,
assuming that you will start out by recruiting
and training THREE pcople, and each of
these people will then recruit three people. As
you can see in the chart, by the fourth level,
there is a SUBSTANTIAL difference in the
number of people. What is interesting, how-
ever, is that the real DIFFERENCE was only
ONE person at every level! That's the '
“magic” of compound recruiting. Some
pcople have a hard time seeing themselves
recruiting hundreds of people. But nearly
EVERYONE can sce themselves recruinng
two or three.



FEACH RECRUIT &

LEVEL 1
LEVEL 2
LEVEL 3
LEVEL 4

EE m EQ'}E: 6’]?: w

When P showing peoapie this
“magic,” I like to get their arrention by .
asking them rhe ditterence herween rwo and
three. O course, they alwavs reply, *One. ™
And [ sav, “Noivs really 244! Then | show
them whar P ralking about by working the
“two chares through four levels,

ormula for Failure

Now what appens i vou Jon'r
recruir anvone Will you be able 1o build any
kind of an organizaion? Look at the follow
ing chart. I vou recruit zero and cach one of
them recruits zeroo what have yvou wot? Zero,
What happens it vou keep duplicaiing sero
Tour levels? You™ve st wot zere. Now, this
mav sognd ke g ke, bur untortonaehe, it

Juem I‘C.II ]\i\'!lll’t‘ ol winn 1111 151 ]!cul'l[L' l.hl‘

EACH RECRUIT

LEVEL 1
LEVEL 2
LEVEL 3
LEVEL 4

BB ok | &

What it vou recruit and train one
penan® In e et chaprer, we talk abour
the power of =One™ as 2 means o ilding a

sizabbe team. Bur there™s a big difberence in

receuiting one person persanally and
recruiting several people personadle. The
Povver of E01e cait I“_-I}\ w1 v SNTARTEDY, o
can hedp vost 2et 2 team menng, buor can’t

Build o Saper Thicrarchy,

r

EACH RECRUIT

_I s

X1

LEVEL 1 )
| X1
LEVEL 2 I
X1

LEVEL 3 i
X1

LEVEL 4 i
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Sull, some people will recruit one : e
person and forever work Deep as they crain g, by nmlnphc;?rmn. It vou hire nwo people,
their new recruit. Whart happens? Looking at ;:m(_i you work with thaose r-wo people to cach
the nest chare, we see that one times one is build two, you now have four peaple
one. And one times thar one is still one. You duwnlfnc' If they cach build two, then you
take it four levels, and what do you have? have cight. .
You've still got one. Now, you may say, “But - You achieve “Geometric Progres-
ir’s not the same thing!™ I say, in the real sion” when you find 2 leader downline who
world, that it IS the same thing. Why? If you -<an do exactly what you are doing. In other
recruit just one person, and he recruirs one -words., you are looking tor someone with the
person, and the next guy recruits one person, interest and the n.wtivation o go out on his
then vou're not likely to build anything. It’s or hcr. own and hire and train and build an
only natural that some people are not going erganization.
to work out. Either they don’t “want to” bad The charr on the next page shows
enough, or it’s not the right time, or what- how — Fhrcmgh Geometric Progression — you
ever. You have to remember that unless you can' build a large team in a relatively short
are able to find and develop a Fireball lc;dcr, period of dme.
the COMMITMENT of each level gets 2 Let’s say that inidially you're going
lictle weaker. (As a single person, you can to go out and get three new recruits. Your
only work with a limited number of people at priority is to help cach of thosc people build,
once.) three new people. Soon, vou should have 12
[ sce a lot of people wha think, people on your team. You and your tcam
since they’re working with one good recruir, must now work with those 12 new people to
they've got something going. They're kid- et thr..:m three new people cach. You are
ding themsclves. If vou’re going to make this fullowing the same patern, working through
thing go, vou've got to recruit and train at your leaders to see thar each person recruits
least twWo. three new people. If you follow this principle,
soon your recruiting numbers will mushroom
because of the magic of Geometric Progres-
sion.
Obviously, the only way this whole
" | he Magic of Geometric tionﬁguration_ can occur is if you have identi-
| Progression ficd and duplicated leaders ar cach level. ‘I"ou
1; can’t do it all yourself. Hopefully, approxi-
! mately half of those you recruit will be scri-
In cartier chapters, 1 have mentioned ous .p'coph:' T\'ho will emerge to assui‘nc lead-
thar building Wide is building by addition. 1f ership p(}-SIII-OI:ls to help your l?:crar-.h}’ grow-
A B o hiemr. _ i'hls is nor some plc-m-th&_:-bk)’
youin cC propic personally, your Jern formula. This “phenomenon™ has literally
Jv will be a ronal of fo -ople, Yourself phenament ’
¢hy ¢ ur people. Yourse
plus three. Ifvou build Deep, you are build-
e
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appencd 1o me. When [hmoved mv family
happe When T'm edd )y family ‘ -he Popcorn Effect
out ro Denver, Colorado, | recruited and
trained 12 people tn my first 30 davs. Five of
these people became RVPs. Three of those
RVDs becamie whar [ would call “strong™ . .. .
i L = Mulriples are exciting. They strerch
RVDs. By the end of six monchs, my ream :
: ) vour VISION. Bur vou must remember that
and [ had more than 1000 people recruired : ML o ot .
. it takes TIME tor the compounding faws to
and tramed. : . -
) . take effect. Art Williams says you have to
It IS possible to build a tremendous . .
) o ) expect the first 18 monrths to be a disaster.
hierarchy, even in six months. You simply -
- . . . He says thar the first 1-3 years after you
have to catch the VISION of Geometric . . o s )
P . begin your big building cffort are nothing
TOZresston. : )
& bur a game of survival,
Think of it like popping popcorn.
You putsome kernels and oil into a por.
Then you put it over a hot stove and sit and
. " ‘he Mystery of the wait for something to happen. I don’t know
l Multiples about you, but every time I've ever popped
I ‘ comn in my life, I"ve always gortren impartient
l and wondered if something was going
I have ahways believed in showing wrong, and I've lifted the lid to look inside.
peopic the magic of Mulriples verv carly - as Usually, all the kernels will be sizzling in the
YOU are Trving to recruit them. I'm nor sure oil and one of them will pop and hit me right
why, but people are abvays intrigued by the in the face. Then, ar first slowly, they will
compounding cfteer. [ even find thar profes- begin to pop. As you Slf‘lkc the pota !'“1"'
sionals and people with the most education more, they pop a lirtle faster. After a fow
are the ones who are the most excited by a more minutes, they are popping like mad and
recruiting presentarion thar shows the power you are wondering if the pot can hold all the
of big numbers. kemnels you have used!

Too many people make the mistake The Mulriples in any business work
of lcaving out the Multiples when they are the same way. Don’t get discouraged if your
. . . L S
trying to recruit someonc. Some people never basc shop drags the first few months. Keep

even hinr ar ir, or if they do, it's the last few building, knowing thar if you continuc to
minutes of a recruiting presentation. You can't work, the Multiples will begin to work their
sell the “big picrure™ of the marketing oppor- magic!
tunity if vou never ralk abour the power of
large numbers. Remember one of your goals
In recruiting: vou're looking for people whao
want to make exrra income. Someone with an
eirreprencural spint is going ro be VERY
mrerested in our management opporcunic!
R
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AL WILLLAMS
RVP
2 STEP 1 -
Training Rep
YOU :
AL
STEP 2-Rep -

RECRUIT RECRUIT

FI

LY

STEP 3 Distict

STEP 4 - Qivisien-leader -

STEP 5 - Regional Manager -

R

STEP 6 - RvP
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Ig uilder’s Path to the Top

in Chaprer Two, “A Builder's Mind-
set,” I discussed the importance of building a
team for cach new person. [said that you
should adopt a mindser of “get them it and
get them some recruits,” and in doing so,
you will “get them trained.” You <an use this
mindset and the concepr of Multiples to help
YOU carn promations to new commission
levels. For example, if you want to ger to
RVP, whatever the currenc guidelines tor
carning a RVDP promotion, you should always
FOCUS on recruiting, training and building
a team ~ AND building your recruirts’ teams.

Depending on the current guide-
lines, I map our a configuration of how many
you need to hire to get to a cerrain promo-
tion level. For example, if the guidelines
require you to hire three people who are each
field trained on three sales, the tendency is to
do just that. Field train each person on three
sales. [ think 2nother way. [ suggest that
instead of just trying to ger them three field
training sales, you shouid try to get them
three new recruits. Then, vou will acrually
accomplish boch things.

The fastest way 1 know for a person
to get mained is to go with his or her RVP
and warch the RVP show the assct man-

agement and markeung opportunty
presentations to three people. They
may or may not buy. More than likely,
they will if they need it. This way, not
only do you make training sales,
but you have the beginnings of a
team. And the fastest way 1o get
those three recruits trained on

(-

R) (R



the required number of sales is to build three
recruits. Now you're aiming at RECRUITS
and hitting SALES. You've got production
going, but your No. 1 goal is to rapidly build
a team.

[ sce too many people who get out
there and sell themselves into a promotion.
There’s nothing “wrong™ with that, but they
have to realize that every morning they wake

up, they're still going to be “unemployed.™
They’re tortally alone in earing income.
The only way to maximize the management
opportuniry is through building your com-
pany. Untl you do, you are just a “salesman”
constantly worrying about your nex: pay-
check. Think of everyone as a potential mem-
ber of your team. The chances are you will
earn promouons and build a team in the
process. |
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BUILDING PRINCIPLE

If you want ¢ business that
iasts, build with quality. Newe
let your desire for rapid
growth take the place of
your common sense. if a
leader gets iazy about re-
cruting. he wil find himself
with nothing more than a
bunch of wam bodies and ¢
million problems. Recruit
people who have a burning
desire 10 win.




The Power Of One

he “No Excuse” Formula

QOver the years, I've talked to a lot of
people who've come on board with me and
complained that rhcy just can’t work “big
numbers.” “I can’t ralk to anyone.” “I'm no
good at building.” These are just a few of the
excuses people throw our when they try 1o
explain why they have a “lirtle™ organization.

Whar they don’t realize is chat cven
the world’s worst “dud™ can still build a
sizable business. All it takes is 2 strategy [ call
“The Power of One.”

The Power of Onc is based on the
theory that even though you may be weak at
recruiting, you are probably sdll going to be
able to hire and train at least one good
person. I’ve never met anyone yer who
couldn’t find at least one.

Let’s assume that you have hired
someone. We’ll call him or her “A_” You may
think, “Just onc is not going 1o ger me any-
where.™ That’s where you're wrong!

Now that you've hired “A,” what 1s
the fastest way to make three sales? Go out
and find three people personally ro sell to, or

go field train 2 new person on three sales? For
someone who has a hard time meeting
others, the second choice is usually easier (it’s
also easier for the person who has little or no
“warm market™). So schedule a night on your
calendar to go out with A and scc people in
his or her warm market. If you schedule it fcu
carly in the week, say, Monday, you position
yourself to have acrivity for the entire week.

On Monday, you go out with “A.”
Ler’s say out of several people that you visit,
you wind up hiring for A at least onc person,
“B.” You have just positioned yourself for an
addidional three sales, since you arc now
going to also be ficld rraining “B.”
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Now pick a day on your calendar to
devote to B. According to the chart on this
page, you would pick the soonest possible
night, Tuesday. You’re going to go out and
begin to field train B, bur for sure, one of

.your main objecaves is going to be to ger B a
new person. Now, you've got things going.
You hire “C” as a potential member of B’s
team, out of B’s warm marker and set up a
day to go out with C. Your objective is to
train C and find him portential members for
his team. You are helping each of your new
people by field rraining them and building an
organization for them. You have setup a
continuity in building,

By always getting a new person ar all
levels just “one™ new person, you always po-
sition yourself for at least four more sales.
AND you have the potential to have a Fire-
ball lcader pop up. Remember, vou never
know who that next person will be. He could
be a real Fireball waiting for your opportu-
niry. If he isn’t, don’t let it hamper you. You
don’t have o worry about getting “Super
Man.” You just have to have ar least one
person.

Even if you never become super
Wide, if you follow the procedure for “The
Power of One™ over a period of a few weeks,
you will become five or six Deep. Every onc
of these people are technically reporting to
you. In a sense, you are Widc, even though
you went Deep. Plus, you have that “team
feeling.™ It makes no difference whether they
came in a straight line or not. These people
are the nucleus of momenrum.

For people waiting for some grear
revelarion to make them a grear builder, |

. have one thing to say, “All you have to have
is ‘One.’™™

G H

r
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~ THE POWER OF ONE

MONDAY TUESDAY WEDNESDAY | THURSDAY FRIDAY SATURDAY
A B C D F
Lyl s —7 o

)Vl

POWER POINTS

By always getting your new recruit of all ievels just “one” recruit, you position your-
seit for at least 4 more training soles and a potential new Fireball” leader.

By scheduling eoch new downline recruil @ specific night on your field calendar.
you con go 410 5 deep in 7 to 14 days eqsily!

The probabilities are greatest that each recruit. whethen sttang or weak. £an
recruit at least one person




A Recruiter’s Mentality

rofile of a New Person

By now, you shouild have picked up
on one of the most important concepts in
this book: adding new people to your team.
If you’re going to be a builder, you have to
think “opening new outlets.” The biggest
question for most people is “WHO do |
contact?” In Chaprer 1,  said that you
should look at everyone you meet as 3 poten-
tial hire. That principle sall applies. You
cannot prejudge people. I don’t care how
long you've been in this business, you
NEVER know how a person is going to react
to a business opportunity undl you show it
to him or her.

Recruiting is an all-time thing, It is
a “starc of mind,” You should decide that
cveryone you meet has potential ungl proven
different. When you look for quantiry, you
get quality. Remember that the “Law of

verages™ comes into play in this business.
You're not going to scli everyone you try to
scll. You're not going to interest everyone
you try 1o tntercst in your business. NO

ONE bats 1,000, it doesn’t marter what kind
of a business you're in. To be profitable in

-spite of the “Law of Averages,” you have to

apply the “Law of Numbers.™ If you’re
looking for teachers and coaches, you've got
ro talk to a lot of them!

ONLY after you have adopted a truc
builder’s mentrality are you ready to apply
some very basic principles thar will save you
from the dangers of indiscriminare hiring:

I—j1= STOP looking for people

' who want to “sell.”

If the name of the game is hiring and train-
ing, why would you want to hire a bunch of
people who were more interested in making
some sales than in building a team? (Remem-
ber that sales will come as a natural result of
hiring, training and building a team). These
people will usually focus on the “wrong”
questions when you’re interviewing them.



who want to earn

extra income.
These are the future “Firchall™ leaders and
future Super Hierarchy builders. They are
people JUST LIKE YOU. They are usually
frustrated because their presenr job won't
allow them to become financially independ-
ent. They’re DYING ro become their own
boss. They have a BURNING DESIRE to
be “Somebody.”

3 Hire people who WANT the
I_ opportunity and Beware of
those who NEED it.

Anyone looking for a “Get Rich Quick
Scheme™ should send up a3 BIG RED FLAG
in your mind warning you not ta hire them.
People who are desperare are dangerous for
scveral reasons. Most of the time, they are
people who can’t handle money properly or
don’t know how to trear people right. There
arc ONLY a FEW exceptions to this. [f vou
are constdering someone who is “desper-

te,” be surc you know them and their
particular situation WELL. Sometimes, a
person may have worked hard all his or her
life, bur circumsrances beyond their control
creared rough times. These people are
usually hard workers who only need a
chance to straighten themselves out. They
make EXCELLENT additions to your
business. Just be sure vou know the DIF-
FERENCE.

|_ START looking for people

L Be selective

Target some select group of people you can
relate to, These are people wha will listen 1o
vour personal story about why vou went
into vour husiness and can identify with

your reasons. One ex-policeman | knonw
started by talking ro other policemen. |

. started by ralking to other people on the

ratlroad. Look around you at the people
who are LIKE you. They're your bese possi-
bility.

: l;s Look for “Five Pointers.”

Look for new peaple who fir these five
“points™:

A_gci-S—a-nd—uep 27-35

Married

Children

Employed with $15,000+ income
Own a2 home

N ell the Dream and

' Crusade Simultaneously
i
Approach every prospect about
your marketing opportunity from the
BEGINNING. There is a whole school of
thought that says scil-sell-scll and only after
you’ve clinched the sale do you talk to your
client about joining vour business. There’s
no doubr thar this works for a lot of people.
But I personally think you risk losing 2
potcntially good person by using this
merhod.
[ have some friends right now who
[ive in Macon and will never get in this busi-
ness because [ sold them insurance back m
the carly davs when all T did was scil. Their
roral perception of me to rhis day is
“Huberr the Insurance Salesman. ™I

\l/ 'T"{ad_ e '7'64—.“3.’)"0
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C H A P T E R N | N ¢
doesn’t marter ro rhem how much money | Itleo %
make now, what kind of car [ drive and rthe fact v and hir the e ”
thar [ own an airplane from money | carned. Clienr Butron i
The Opportuniry doesn’t interest them because first, it doesn’™r
the very first impression they had of my job was necessarily
sclling insurance. And iF it involves “life insur- rigger the
ancesales;” you can ber people’ don’t want to Dream Bur-
be a part of it. Remember, by human narure, ton, Burif| ’
mast people can’t see themselves in “sales.™ g0 in there
If I had gone in there and ralked o and hit the
them abour a business of my own, and how Dream Burron,
much [ was carning in extra income, and then first, I STILL
showed them whar 1 did to maké that extra have a GREAT
income, they would have looked aritin a chance of tng-
whole different light. - " gering their Client Burtron, too. You’ve
The way to scll the marketing oppor- positioned vourself for a WIN-WIN situatio
tunity and the Crusade simultancously is to When Ray Kroc first mer with 2
alwavs tell vour own sronye Tell the prospect group of prospective franchise buyers, he
“how vou gor involved. This will show him how wasn’t in there most of the night cxplainim_.i
vou were turned on by the Crusade. Don’t be how they made hamburgers and French fric
50 anxious 1o make the sale thar all vou dois He ralked abour how their dreams could
pick up their policies. People blow it when they come true if they bought a franchise. Betore
10 in there and thev ralk aboug all the facts and Tt was all over, he said, “By the wav, try thes
figures of our products and nothing else. They hamburgers and French fries. How do vou
sound just like salesmen. It complerely destrovs Tike them? Can vou see vourself buying
the magic of the marketing opportuniny. them?™
The very first ime vou talk to a pros- Anvone thinking abour buying a
pect, vou want to be able to assess his or her franchise or buving a business from somcon
reaction to the business opportunity vou're is naturally going to study the business and
offering. Arc¢ they intngued by what you're learn how it works. They have to, to find ot
saying? Do they want to hear more? Do they whether or not it would be something peog
WANE TO CONE 10 2 mecting? want and need. You can't expect to build 2
When I go in a home to ralk to some- successful business on a foundation of sand,
onc, | form a mennal picrure of two burrons: Bur don't focus on this. [t's NQT the
“Magic.” Magic is creared when vou show
I—Jl Entreprencural Dream Burtton rhh;;r_h_’pmspccri\'c entrepreneur how he can
make his dreams come true.
|_2' Client Burton
i ————
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ecome a Student of
Human Nature

|
I

Most people who arc expert deer
hunters have studied the animal for years. A
good deer hunter has to be able to predict
how the deer will reacr to any given situation.
Then, he does everything in his power to
make sure all the elements of the situation are
just right. :
In recruiting, you have to under-
stand people. You have to know what turns
them “on”™ and what rurns them “off.” You
have to take their feelings into account.
Consider these ten points of human nature:

They’re quick to jump to conclu-
sions.

CARIE.

They’re skeptical - they suffer
from the “shaft” syndrome.

e e s

They procrastinate ~ the spirit is
willing but the flesh is weak.

“They dream of great wealth.

2

They’re curious.

They don’t think they can sell.

F‘@t Ten

' 'hc-Ebb and Flow

You should never come _on 0o
srrong or be overly anxious or cager when
you're trying to introduce someone to your
business. ['ve had people come on this way

“when they're trying ro sell me something,
and a big warning sign begins flashing in my
head and [ get the feeling that the salesman is
really desperate.

Be confident in what you are doing,
knowing that the numbers will work for you.
“#This ain’t just another.deal” is onc thing [
say when I’m showing the opportunity to

* someone. And if a person wants our business,

he will take ir. If not, move to the next
person. By withdrawing, you will find thara
lot of good people will realize that you reaily
and truly have something great and you are
going places with or without them. This is
what [ call “Pull Power.™ Pull Powerisa
magnetism that draws people to you.

Be enthusiastic! It’s contagious. And
don’t be afraid to show your feelings, espe-
cially about the Crusade. People understand
and respect the commitment.

Think and act like a quarrerback.
Look at Dan Marino, pro quarterback for the
Miami Dolphins. He’s the leading passerin

\ 7 Tiey dowciiie Tasmmames " | the history of football. Marino plans
"l._ salesmen. i - practically every }

@ They would fike to be thair + playtobea — e <
: own boss. ‘df;‘i:: _‘(-:-'.'f- >y % o

O “Theywould like to haves A R
L business of their own, BUT... h : )’I ' T~ .

e v r'{’ ’ '\‘-;.__. i
]L@ ...they all doubt that they ever G
could or would. R
~-
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C H A P T E R N | N E
meaning his team will scare. When he goes thar “Dream Machinen,™
neo rlu:_ haddle, he rells his guys che play chat I have people in my business bring
he's going, to call ro make thar touchdown people to my office every day to meet mie and
pass. Then they break the huddle and he gocs all Idois tell my sroryv. Tspend 5 or 10
to the line. If he looks sround and sees the minutes fatking to them abour how 1 gor
defense is stacked against him, he calls an started and what it has meant ro me.
audible and checks off. Then he hands off ro
the running back to gain at least 3-4 yards.
Every “play™ vou call should be - :
designed to interest the prospect. If vou read %c Maglc of Compound
his reaction and decide thar he’s just nor reaming
ju
going to be interested, then vour “aundible” is
to make the sale. R )
Betore vou can experience the
“magic” of Compound Dreaming, you first
have to have a dream. Then, the split sccond
that it becomes obvious that your dream can
N Jell the Dream /Build really come true, vou must dream a new onc.
‘the Team New dreams Keep vou trom reaching a pla-
‘ reau and becoming stagnant. You just keep
: pushing and before vou've even accomplished®
Whenever 1'm asked, *Whart do vou vour first dream, vou're already on to the
do?™ I've alwavs said, “I replace full-time NEXT one.
nighrmares with parc-time dreams.” [ want to Compounding really starts ro take
build a team of pcople who want their effect when vou amass a rremendous team of
drecams to come true. Not only that, but | people whao want ro achieve their drecams.
want to train them to build their own team of When I'm ralking about the
dreamers. “Dream™ don’t misunderstand me by think-
When vou’re talking to sormcone ing I mean jouining A.L. Williams. Thatis
onc-en-one or at an Opportunity Mecting, NOT rthe Dream. Nor is moncey the Dream.
the essence of sclling the marketing opportu- The Dream is what money and achieving fi-
nity is to ger that person ro think, “1 can do nancial independence will allow vou to do.
that.” Whatever 'm telling them, [ want When I worked on the milroad, if they would
them to sce themselves as ME. And the have sent me a paycheck withour working, |
BEST way to ger them to say those little woutld have staved home and raken every one
words is to SHARE YOUR STORY, your of them. There are people our there who are
personal testimony. When vou do this, you Irving to get people exated abour “joining”
rrgger their imaginarion, no marcter how tor the sake of joining something. But vou
humble your origins. No marrer whom vou can't sell that to mast people. You CAN scll
are ralking to. the spark goces off and their the Dream of what they would be able o do
maotor starts running, You've cranked up if they were tinanciallv independent.
Eete——



A System Whereby Building
Never Stops

he Hold-A-Mccting that he would be very interested in. So he
System brought his lantern over and I had mine and
. we hooked them under our arms and shone

the beams on the top of a cardboard fuse

I remember one of the first meetings box. Tl.u:n I dr_cw out plans for building a
I ever held. It was two o’clock in the mom- markf:ung business. That was my first
ing on 2 caboose at the back of a freight train | MeCUNg. _
going 55 mph. between Macon and The point behind this story is that

' Columbus. I had the exrra-
board flagman on the job
with me. We were
sitting in the cupola
of the caboose, and
I told him I
wanted to draw
out somerhing

to continually be building, you
must be constantly “hoid-
ing meetings.” A
meeting is any place
where two or
more pcople are
gathered.




f he One-On-One
Opportunity Meeting
|

This is the most important type of
meeting ta hold. As in the previoug example,
you only have to have ane person as your
audience! To build a Super Hierarchy, vou
should be having these tvpes of meetings
ALL THE TIME - a minimum of four to
five days or nights per week. The result of
this initial mecting will be to get a commit-
ment to come to your Opportunity Meeting
at night.

WHO?  Friends, neighbors, refatives, co-
workers, social contacts, business
assoqiates

WHAT? Focus on vour business opportu-

nity, suppiementing with graphics.
Scll the Crusade by telling vour
story.

WHERE? Home, oftice, restaurant, work, any
where where two ar more are gath-
cred.

WHEN? Breakfast time, mid-morning,

lunch- time, afiermoons, dinnertime,

¢venings — anytime and all-the-
ame! ~ 4 - 5 days/nights per week.

HOW? With Enthusiasm and Emotion.

414

ow to Present a
Dynamic Opportunity
Meeting

In the beginning of this book, !
stated that one of vour primary goals in
building was ro get more and more people,
both “old™ and “new,™ to vour Opportunity’
Meeting.

[ believe that the Opportunity Mecet-
ing concepr lics at the very heart of a success-
ful business. The more prople vou have ar
the meeting magically has a direct effect on
the amount of sales produced by your base
cach month, Remember the formula:

Average No. Average No. of

of Pecople = Base Shop
Per Wk at Sales Per
Opp Mrtg Month

It's no wonder thar it's essencial to
have good mectngs!

The Opportunity Mcecting is also -
designed to RE-MOTIVATE your cxisting
team. Remember that these people have
already come to work and been trained and
stand ready as your natural resources, don’t
ever “count them our!™ The secondary
purpose of the mecting is to scll the Dream
to new recruits. You alwavs want to show
“bigness™ and stability in your presentation.
Have 2 minimum of ane mecting per week
that lasts one to one-and-a-half hours. [ think
the best night is Tuesday, Larger base shops
will hold nwo meerings per week. Every
Tucesday and Thursday night would provide
the proper momentum,



reparation

This is CRITICAL to the success of
your meeting. And the most important part
of your preparation is to make sure you have
as many people as possible! I use an Oppor-
tunity Meeting Projection Sheet. Everyone in
my base shop hlls this sheet ourt every weck.
Administrative people call to confirm reserva-
tions and to encourage those “old timers™
who have not signed up to come. Even ifa
rep hasn’t been 10 2 meeting in two months,
he gets a phone call. When you call these
people, make them feel good even if they've
been “missing in action™ for a while. Let
them know that you’re counting on _them to
be there ro help with the new people. AL-
WAYS do a Projection Sheet. If you don’t
prepare to have a good mecting - you won't!

Plan to hold your mecting at your
office or a mectng roont. In the first half of
my meetings, [ require slide support equip-
ment and in the second half of the meering [
usc a grease board to show marketing plans.

ALL mectngs should start promptly
at 7:30 p.m. and conclude no later than 8:45
p.m. (1 hr. 15 mins. - max) regardless of who
or how many in attendance.

[ ;
[ PR ITY FCAECTIERES FOR
PRNTERS TG MNEXT O MG, ON
PP S e AU |
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BEFORE the meeting, all “new™ people
should: ‘

= ‘Have been advised that our business
opportunity will be highlighted.

@ Preferably have been driven to the
meeting site by the ALW Invitor.

EVERYONE, both “o0id™ and “new™ people,
should:

EL Bring their spousec if ar all possible

£ -

|< Have been exposed to good, strong
leaders with a positive winning
attitude at all times.

<

| Be registered in the atrendance book
(for furure records) by their ALW
friend and given a name rag highlight-
ing their Ist name in BOLD print.

[‘W'_'T__-j TRy STAE it
YO A A
N | P e

R TR

LT

_IéE Be properly introduced to the speakers
for that night, so that a warm rapport
can immediately be established.

(S Be'made to feel at case and properly
seated in Opporrunity Meeting arca.



.
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C H A P E R T E N
'|h€ Magic of Crowds tation. The only difference between me and
you is that [’ve got 300 people listening to
mie and you’ve got 30." The suceess of an
opportunity mecting is determined by the
Your entire presentation should be number of people in arrendance.
DYNAMIC and POWERFUL. It should I believe it's really impossible to give
be conducted by the most ‘enthusiastic a “bad” presentation if your message is great.
and dynamic “DO IT FIRST™ leaders So stop worrying about your delivery and go
on the team (preferrably two leaders for it!
- i share speaking on pre-assigned por- '
i ~ tions of agenda to provide
o, . balancc)
| AT If you don’t have
! - { B
3 6 " the most §upcr~dupcr he Presentation
- ) . speakers in the world, a
- sa» 47T DONTLETTHAT |
- STOP YOU. You ’ —
. b can STILL have a ! ) )
,-" A GREAT mecting. During the presentation, your
; ’g\ There is great syn- speaker will portray the following:
W cgrrggu:;:s.wlocr;ll?r " No pressurc' (Even a litde “laid back”)
i 7 “The Magic of S:nccnry and conviction
- Crowds.” A _ Stablhry of company
I;rgc number of Crusade/work (no something for
_ people creates a nothing here!) _
sense of urgency to ger in and ger going. T
People-are more relaxed because they sensc Unlimited opportunity/ Ehallcngc
' ::har zou aren’e gr:)ing to.“l.:mg '?m" or “beg Freedom with responsibility
em.” Everyone involved is ¢xcited and -
enthusiastic, This is contagious! Believability - they must see themselves
A business friend of minc visited a winning
friend of his recenty. This guy has a boontng - -
business, and people always go to see the No HYPE is nceded in your presen-
guys who arc “hot.” So he goes to see all tation - the facts are already good enough (let
this “magic™ that is happening in his friend’s this goodncess show) Don't oversell! The in-
business. When he finishies, the first guy says, fectious enthusiasm of the ALW friend is the
“1 give a betrer meering than you! Why are key element in the nesv person, not the size
you doing so much berrer?™ The second guy of the office, the cloguence of the speakers,
says, “[ never claimed ro give a grear presen- nor the impressive slides, videos, posters, cte.
S
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Point our reasons that most Americans have
a feeling of HOPELESSNESS such as [N-
FLATION - Job Ccilings - Lack of Experi-

uggested Opportunity
Meeting Agenda

Welcome Guests /Introduction
of first speaker (first impressions
are the most important!)

Get guests to dream/ponder
goals -(Prime Pump by relating
your reasons for. going into

- business).

ence - Lack of Capital, and /or Fear of Job

Securiry Risk that prevent them from “Bein
\ g

in Business for Themselves.™

Describe how your business allows you to “be
your own boss” with a“business of yourown™
- You start part-time usually with less than
$100 regardless of your experience level if

you're ambitious and honest.

C

Tell how you started.

I

D

Give good CRUSADE - orienred
presentation relating:

63
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Flaws of cash value life insurance.

Funny banking rules.

“Buy term and invest the difference”
concept (Asset Management Concepts
brief).

The Decreasing Responsibility theory.
“How to Increase Your Net Worth”
presentation.

Why murtual funds?

Why we’re controversial.

Why we are RIGHT

If they don’t like a good fight, maybe
they should reconsider!

E Show TREMENDQUS MARKET
POTENTIAL and need for finan-

m cial products/services.

Show BIG PICTURE but focus

F in on HOW to get started and
carn realistic EXTRA INCOME
PART-TIME.



Share your local success and your
G upline’s success stories, constantly

! ” ‘ rcrminding the guests that it vou
can do it, they can DQ IT!

FoN—

WRAP UP prcscntatlon by re-
H viewing KEY POINTS.

To offer people a chance to “DO
SOMETHING SPECIAL WITH
THEIR LIVES™.

To offer an alternative choice N “Buy
Term and Invcst the Difference.”

Challcngc thc gucsts in this maaner:

If they’re mtcrcstcd in hearing more,
they’re asked to stay for brief orienta-
tion at conclusion.

If they're not interested, they may
leave. Thank them for coming and en-
courage their doing business with you
if t'_hcy havcn t alrud)r

They’ll never know for sure if they
can do this unless thcy try.

The Challcngc at the cnd of the
mecnng is very important. You want them to
sce thar if they REALLY want to ger ahead in
life, they have to keep an OPEN MIND
abourt opportunines. Study everything as if
“this was the one.™ I tried many different
carcer paths before T found the right one, If ]
hadn’t kept my “trving machine™ going, [
wouldn't have made ir. Stress to them rhar
they oughe o ar least TRY,

fter the Presentation

o

One of the most important parts of
the whole evening will take place after your
presentaton. It’s cridical that you do not just
let people stip away without trying to get
their reaction or talking to them about the
“next step.”

Each “new person” should be linked
back up to their ALW friend irnmediarely at
the end of the presentartion and introduced te
the person who is in charge of training. This
is the beginning of the “follow up™ system.
Think positive! Always assume that 2 person
will take the next step unless he or she shows
something different by their hesitation or
prucrastination.

In my “Follow Up” system, I desig-
nate an office or room for the “mecting atter
the meeting™ with new guests. Here I give
them an appointment book, and “Decsion
Pak™ materials to take home with them. This
meeting should be bricf, no more than 10-15
minutes. Everything should be over by 9:00
p.m. to allow guests to get home on rime, to
socialize with the most interested guests, to
sign up the RED-HOT ones, or possibly
because you need to rush off to a 9:15 p.m.
home appointment! (Collapse Time Frames!)



onitor the Numbers

-You MUST learn to monitor your
pre-, your actual, and your post numbers at
the Opportunity Mectings. I can't stress this
enough. If you don’t have a list of the names
and addresses of the people who came to the
meeting and who invited them, then you've

missed a great opportunity to follow up later.

he Humphrey
Management Factory

The Management Factory is de-
signed to help you solve one primary prob-
lem that tempts you as you build your super
hicrarchy: the human rendency to quit. I
am talking about your tendency to quit
building because you think you “have it
made.” For example, let’s say Ive hired Joc
Stud. And I just know he’s going to come to
the Opportunity Meeting.I’m just certain
that Joe is going to be a superstar. He’s
going to build a-great organizaton.

So I quit talking to other people be-

cause [ just know that Joe is going to come
through. But Joe may not work out immedi-
ately. He may say he’ll ger back to me later.

ow the Factory Works

[ spent more than 15 years of my life
as a ratlroad conductor. Day after day, [ was

! involved in the operation of the trains, whose

primary purposc was to transport raw materi-
als ro manufacturing plants in various loca-
tons across south Georgia.

Years larer, when I went into busi-
ness for myself, I notced a striking similaricy
berween what [ was doing and what [ had
been doing part of day after day on the rail-
rozd. [ began to compare potential new
people o “raw material,” and my office to a
manufacturing site. Here is how the analogy
breaks down:

Plant Management Factory

raw material potential new hires

delivery/ new people and leaders
transport system  selling the dream
processing site  opportunity

meeting
screening/flter  follow-up
system
finishing line start up

That’s the killer. You can’t stop building | volume the new people
while waiting for a particular person to come  {  production "building more new
through. You have to expect people to || people
come in, but act as if none will. |
i
~S———
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New people are the “raw marerial.”
The object is to get the raw mareral to the
planr processing site or, in our case, the Op-
portunity Meeting. Each builder is desig-
nated as a “delivery vehicle.™ He or she is the
transportation supplying the factory with raw
material.”

Look at the diagram on the previous
page. The builder approaches the raw mate-
rial supply, which are the prospects. He
brings a prospect to the plant site (the Op-
portunity Meering).

The “delivery vehicle™ runs several
times a week from the raw material supply to
the plant processing site. This way, the “pipe-
line™ stays filled with new potential people.

Once at the Opportunity Meeting,
the new prospect moves farther into the
facrory system. He learns more about the
company, what it does for the consumer and
what ir can do for him as a business opportu-
nity. Meanwhile, the builder, after he has
dropped off his “raw material™ at the plant,
goes o a “refucling station,” or a training
class.

Afrer the Opportunity Meering and
the training classes are over, the builder joins
up with his prospect. The builder then es-
corts the prospect to his manager, where he
begins what [ call the “8-Filrer Follow-up.”
The follow-up is a serics of steps that the new
prospect takes to tell you just how committed
he really is.

It he makes it through all cight
“filters,” then he becomes parr of the Man-
agement Factory,

This pactern continues for ar Jeast
four training classes. Meanwhile, the new

person studies stare required educarion mare-
rial and passibly, by the fime he gers his
beense, he is ready to ger starred building his
own business.

o )} ight Filters

The follow-up system provides a
means of testing the incerest level of the new
person. Each filter, or step, requires an addi-
tional commitment from the person. You
should read his reacrions carefully. They tell
you how scrious the person really is. Desire is
the main ingredient to look for.

To start the follow-up, the builder
must leave his training class in time to join ug
with the new person immediately following
the Opportunity Mecting.

FILTER ONE
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Stay after the Meeting

This srep is simply a challenge to the pros-

* pects to remain afterward tor a brief onen-
tarion. The keynote speaker ends his meet-
ing by requesting that those who are
interested should stay after the meenng,
He also thanks those who are not inter-
ested and asks them ro leave.



FILTER TWO ]

Take Home Information

ach new person should take home some
rvpe of information packer, somerhing of
value that will provide him with an in-
creased knowledge and awareness of the
opportunity vau're offering,

The manager is expected to point our
which marerials will work best for thar
particular person. The idea here is chat the
prospect must take home something of
value no marrer what,

l FILTER THREE l |

Schedule Follow-up Interview

[Cihe prospect commits o a delinire time
within the next 24-48 hours to meet with
the leader tor a tollow-up interview, then
vou know e (or she) is probably veny
inrerested. 100 during chis intenview that
he submits hinng papers, Set up this ap-
pointment the night of the Opportuniny
Meeting, and try to arrange to have it at
the office. '

I've seen too nany people run all over the
country rrying to ger hiring papers back
and the person is conveniently not at
home, There is no way of knowing
whether the extra trouble that vou go o
for one person will be worth i

Set ap a davume appaiimene,
which will increase the prospect’s Tevel off

CONUMILINCIL,

FILTER FOUR W

Prospects Submit Hirinng Papers

This 1s the ulnimare indication of comnic-
ment. 1t the porennial new person fills out
the hining papers, vou can feel sure he or
she has a serious interest. :

FILTER FIVE

i

Qualify Leads/Sign Lertters

Ifa prospect is crubly interested, hewill sic
down with vou and fully qualifi- his leads,
stening referral ferrers (letters sent to pros-
pects advising them of the opporouniny). A
really committed recruir will sign 20
lerrers of referral. When vou are qualifving
a person’s leads, vou should deade
whetler or not vou need 1o

g
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go by

lg ‘call the person by phone

Never trear him as it voure some greedy
person trving to ger names from him. UL
timarely, the names will be helping ro
build his business. [ talk to him abour
how grear the possibilities are because of
all the people he knows,

[f vou keep jogging someone s memorny’
he can come up with al kinds of names.
Work toward getting as many as 130.
Referrals from a new person are critical 1o
lis survival in the business. One of the
bigprest reasons Tor lack of ACTIVITV I vour
ollice is that people are wasting toa much
valuable time on new people whe have

procrastinating endonies.



The new person should personalize these
ferters with a handwritten “P.S.™ He
could write something like, “[ am going
to try to drop by with my friend if at all
possible. You’ll really want to rake a look
ar this.”

These letters are mailed directly
to new prospects. Even though the new
PErsoOn cannot partcipare in a sale unti he
gets his license, you should always try to
take him with you to observe!

E—FHTERSIX - - e s

Determine Immediate Goals”

You know a ncw person is commitred
when he tells you exactly whar he wants
to accomplish. You must find out why he
is signing on, what he sees himself doing,
and when he plans to attain his goals.

—— FIEFER-SEVEN

Fast Start

[f a prospect will immediately go out with
i you to the homes of his three best pros-
pects, you may have found a “super
stud.”

E=FIEREGHT .

Client

: Most new people who need our product
and qualifv for it, will buy ir. This shows
that they truly believe in rthe value of the
product, and they are sincere in selling it
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eview Your Results

It makes sense ro hold a weekly
manager's meeting to review the past week’s
program and plan for upcoming weceks.
Consider the following:

How many prospects came from each
team?

How did the speakers at the Opportu-
nity Mecting and the instructors in the
- training classes do?

Was the space adequate?

Did everyone go through a follow-up?
How many submitted hiring papers?

How many sets of policies/data were
picked up?

How many referral lerters were signed?
Which managers participated?

That’s just to get you started. The
important thing to remember is to always be
trying to improve your system. Set a goal of
developing a very mobile and building-on-
cnted team of managers. This team should
quickly build through their new reps. They
hold the key to the team’s success in this
systent by keeping a constant flow of pros-
pects coming through.



The “plant superintendent™ {the
leader) should have 2 “building mentality™
and the “vision of a master builder.” He or
she must constandy think and talk building
and must be the top builder on the team cach
month. :
When I built 2 base shop in Denver,
we called it the Denver Plant of the
Humphrey Management Factory. There was
even a sign thar said that. We had shifts,
training shifts, to teach classes. The important
thing was that everyone understood thar the
“raw material” was the people in the homes,
and to ger it to the plant site, we had to use
“delivery vehicles.”

The Management Factory produces
successful leaders. It takes people, gers them
excited, prepares them for their new career
with thorough training, and sends them our
as leaders who bring in even more prospects.

iu.lshing Up People

f R

There’s only onc way to go wrong
with the Management Facrory analogy and
that’s if you take it too far and don't treat
people like people. You must take that pure
business concept of getting raw marerial to
the plant, and then understand that the raw
material is 2 human being who must be
treated with respect. If you can apply the
principles of Pushing Up Peoplc you'll have
it made.
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jranking It Out

Just implementing the Managemen:
Factory for a few wecks or months is not
enough to make you a success. Remember
that one of the purposes of implementing a
system is to keep you from the human ten-
dency of quitting. The Management Factory
will help you do that, bur you must work at
it, tQo.

It took me seven years to learn thac
no matter how good a guy is, you've got to
keep on. You have to keep building. Expect
people to come in, but acr as if none will.

|he Buddy System
| |

Part of an effective Management
Factory is making surc that cach of your new
people receives proper training. Remember
that TRAINING IS CRITICAL to your
building program. You can’t just hire masses
of pcople and expect to build a Super Hierar-
chy. You must treat each new member to
your tcam as if he or she were going to be a
life-time leader, and that means TRAINING
them.

I have set up a “Buddy System,”
that helps me handle the high numbers thar
come on board in a big office. All youdois
select 2 designated trainer who ¢an help you
when you have a surge in new people.



Don’t worry that your new people
won’t see you as their leader if you are not
the onc personally doing their training. You
HAVE to have help, and in the end, it won’t
matter which leader trains them, they will sill
perceive you as the team leader.

I think of it like 2 woman having a
baby at the hospiral. She stays in there for a
few days, and during that time, there are
nurses who help her by changing the diapers
and bring the baby up ro the morher for
feeding. But who does the baby remember
when he grows up? Nor the nurses whao cared
for him his first few days in this world, but
the mother.
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BUILDING PRINCIPLE

Work with those who
deserve it, noft just
those who need it.
Everyone needs your
help, but you can’t
spend all your time
working with people
who will not meet you
hatfway by putting.
forth effort of their own.
Every leader must
make that distinction.
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ELEVEN

- Compress Activity/
Collapse Time Frames

he Big Success Secret

I have people ask me all the time,
“Hubert, how in the world did you ger such
a big organization and make all kinds of
moncy?” Certainly, some of my keys have
been building and training large numbers,
and duplicatung mysclf as a leader. But an-
other factor thar has had a tremendous effect
on my success has been my building “time
frames.”

Time management is one of the
most important skills needed to build a Super
Hierarchy. Since time is the major investment
you'll make, you have to ger the
maximum return for your efforts.
We all have 24 hours cach day,
but somchow, two people
with the same apparent
abilides and oppor-
tunities can ger
vastly different
resules! I'll ber there
are some other people
who have talked to as

many pecople or been exposed 1o as many
prospects as [ have, but who have never built
a Super Hierarchy. Why? Because they hired
and trained over a much longer time span.
The results of your efforts are in direcr rela-
tion to the time frames in which you work.

Think of it like cutting grass. If you
spent 60 minures cutting vour grass, you
would probably ger a well-groomed lawn.
Burt if the same 60 minures were spread over
7 or 8 days in shorr increments, the desired
result just wouldn’t be there.

The same thing happens in building.
If you bring one person on board per month
for three months consecutively, you are

* diluting your efforts with too much dme. By

the time person No.
3 is commirtted, No.
1 may have lost inter-
est. It may not have
looked 1o him as if
you knew what you
were talking about
when you told him
abour the “big pic-
ture.” What if vou
hired those samce




cC H A P T E R

three people in one month? One week? One
day? Or how abour in one hour? These
people sce cach other, they actually get ro be
in the room at the same time, and vou have a
ream forming! They’re sharing war storics
and cheering each other on and keeping cach
other excited about the opporruniry and the
crusade. By compressing activiry, you get dif-
ferent results.

-

- ntensify Your Efforts

Whar happens when vou compress
gas? It explodes. How did I build such a
huge hicrarchy? I built and trained and built
and trained until things exploded. By putring
pressure on yourself and keeping up momen-
tum all the time, you’ll causc an

0

—
b

N

of your own

[ remember one time very early in
my career sitting down with one¢ of my first
new leaders. Ir was Mav 1, 1978, and we
were trying to figure out a plan of atrack for
the next few months. He had all these pros-
pects and I had all these prospects and we
sifted chrough our list and derermined the
best anes. We were excired. We wanted o
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EL‘EVEN

make seme progress. So we looked ar our
calendar and hgured out who we could sce
trom 8:00 co 12:00 and who we could see
from 12:00 to 6:00 and who clse we could
sce later that nighe.

Altogether, we wanted to make
abour 60 sales over the nexr 1 2 months. All
the sudden, we said, “Why don’c we do this
stuff THIS month? All in this month?™ We
went out and did it. My leader’s carnings
were $14,200 and mine were $14,500. We
didn’t hit our goal of $30,000, bur we came
close. More importantly, it changed me
forever. It just blew my mind and made a
different person out of both of us.

You must leamn to concentrate, to
FOCUS, ro INTENSIFY vour cflorts. As
vou look at most successful pecople, vou'll
find that they probably compressed more ac-
tivity into tighter rime frames chan others at
the critical times in eheir growrh. )

There are plenty of smaller teams
that worked just as hard, but the factor of
“too much time™ diluted their efforts. If
the pilat of a large jer aifdiner doesn’t “get
afrer it™ within the limits of the runway and
get the speed up to 140 mph (the magical
lift-off speed), he won't become airborne, no
martrer what clse he docs.

When [ first started as a part-time
sales representartive, [ always planned more
appointments than I could keep. [ would
constantly call fom onc home to the next
reschedule my visit as 1 was having success. 1
never allowed myself to rake the night off just
because my one appointment either called ro
cancel our, wasit't ar home, or wasn'finrer-
ested. Too many of us rationalize valuable
hours away by using the poor ¢xcuse thar,
“1tried.”™
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Some imporraar keys ro remember are:

Develop a burning desire/a
“Magnificent Obsession”

Crystalize your tllit:kiné}#:t a goal

Develop a game plan with clear
steps and a deadline for attainment

Use a calendar and follow it daiiy.

Become a student of the business.
Become an expertat what you do.

Don’t let up for any reason.
No slack. '

Use the “ish™ principle. Example:
“I’ll see you 7:00%sh™ ; this could
mean up to 7:30 or 8:00 p.m.

Once you “lift-off,” you must con-
tinue to climb unril you reach rhe desired
altitude and spced or you™I never reach your
goal. Too many times you’ll recruit a fow
people and case off. You fall viedm to the
temptation of quitting. Imagine whar would
happen if the pilot of an airplane shut off the
engines just after lift off!

Don’t ever let up! Momentum is
such a rarc and valuable asser. Obrain it and
don’r ever lose it. When you find your next
recruit, start that day to help him build his
ream.
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aximize “Non-Productive
Hours

.

There is alwavs going to be some
rime in the day when vou physically can’t re-
cruit or build your tcam. Whén [’'m in the car
driving or flying somewhere or waiting on
someone, [ listen to success tapes in order to
collapse tme frames. [ also use my car phone
to call people in my hierarchy and give them
zood news or motivate them. Leam whart
the Law of Averages is in building and puc
the Law of High Numbers into effecr.

But ger after it right now, whether-
you're ready or not! If you hire and train 12
people personally in the next 30 days, you’ll
find that only abour 3 or 4 winners will
emerge and vou’ll have about 24-25 roral
new people in that period (12 by addition
and 12-13 by multiplication). After vou start
ro lav your foundarion, group meetnngs, such
as home or office opportunity meetings,
allow you ro maximize vour ume. By work-
ing in large groups, you are making many
first presentations, visiting several homes,
training many new recruits, all in the same
hour.

Whatever vou are planning to do in
the next year, do it next month! Do next
month’s work next week. Ler next week be
completed tomorrow or in the next hour. |
promise you the rewards will be worth it and
your life will never be the same. Youll be
propelled from mediocrity o excellence.
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agic of the Blitz

I've found thart short, 2-3 day
blitzes work best when you are leading and
motivating part-timers. [t's very hard to
keep a part-timer intense and excited 2bout
something over a long period of time. Their
regular jobs and other factors ger in the way.

[*ve had great success as have many
of my leaders in having a Policy Pick Up
(PPU) Blitz from Wednesday morning’
through Sarurday night. I’ve also done
recruiting blitzes, sales blitzes and “invitee”
blitzes for Opportunity Mectings. Remem-
ber when you are blirzing that you don’t do
it for a long period of time, like 30, 60 or 90
days. A blitz is a surge within this period of
nme. Blitzes are all-out, intensive atracks on
mediocrity. They may START momentum.
If you wanted to start building your Super
Hicrarchy roday, you might plan a blitz to
get things going. When all else fails, the blitz
gets you to CHARGE. Just always remem-
ber: the first person you have to ger moving
is YOU. Don’tjust try to get your “ream”
moving. The ONLY way to have 2 successful
blitz is for you to lead the pack!

tretch for Success

One of the most successfutl rools 1
have used to produce new levels of activity
has been my Strerch for Success merhod. It is
based on what I call the “Volcanic Eruption
Principle.™ After a volcano crupts, whart

C H A P T

happens? The lava flows down the side of the
mountain. When it hardens; you have a new,
and bigger mountain, Then, the next rime it
crupts, what happens? You know you're
going to get an even BIGGER mountain
because of the layers underncath.

. It’s amazing how you can produce
the same effect with acavity in your office. If
you work toward a big “eruption” in your
growth, then you will find thar your new pro-
duction “low,” from that point on, is higher
than your old producrion “high.™

The way to create an “cruption” is
to challenge your people with somc very
simple performance incentives. Run this
contest for one-month’s time and callira
“Super Month.™ I like to give my months
catchy names like: “Nuclear November™ and
“Gigantic July.” This helps form a MENTAL
PICTURE in the rcam’s mind. Cap off the
end of the contest with a big event such as an
Awards Banquet and give LOTS OF.REC-
QOGNITION! You'll ind thar your future
“low™ production months will always_ be
higher than your old “high™ production
monrhs!



| jhe Magic of 90-day
1 [Madman Cycles

z i
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_ You can do ANYTHING for 90
days. All you have to do is ser goals, deveiop
a game plan, put your head down and go for
it.

[ have developed a “90-Day Mad-
man Cyele™ thar can produce incredible
results during a year's time. Looking at the
chart, vou see that | have established four
90-day cycles. They are concurrent, meaning
that they overlap with no gap in between.

Yau don't work like mad tor 90 days and
then take a break. There's no slack. If you
finish vour goals for the first 90 days early,
then vou start immediately on the goals for
the second 90.

Now look at the first cycle. Bégin-
ning in this one and cach one thereafter, you
£o out and get 6-12 personal recruits. The
actual goa! will depend on your individual
market and your personal recruiting capabili-
ties. You spend 90 days recruiting and train-
ing these people. During that time, you will
be abie to identify and develop one to three
Fireball feaders. '

4 Cycles Concurrently =

PLOSION/!

18T 90 DAYS

2ND 90 DAYS

4TH 90 DAYS
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I the second 90 davs, vou start moved back ro Georgia, 1 just continued with
another expansion. You work to Aind and cight morce cycles. And when T restarted nav
rrain another 6-12 people and develop one 1o base here almaost nwo vears ago, T did cight-
three new Jeaders. IN ADDITION, you've mare cvcles n nvo vears, This positioned me
gor ta go back and continue ro make sure the for another major explosion.
momentum you started in Cyele One is sall The whole story of Hubert
going. To do that, you go back and work Humphrey's success has been just a linking
with people from Cycle One. Don’t just together continuously of 90-Day Madnian
plunge ahead into Cyele Two expecting what Cycles. In the process, [ have been able to
you did in Cycle One to perperuare itsclf, duplicare rhis downline and produce leaders
Even though vou have ried to develop new who do their own Madman Cycles.,
leaders to help with training and motivation, Review the results of your efforts
YOU are still ultimarely responsible. You ONLY after 90 days. As you make vour as-
ntusr be there ro help those who want and sessment, “recommit” for another 90 days for
deserve vour assistance. Remember our new and greater goals or consider “germing
Chinaman with the spinning plares? Every out”™ of this business! Don’t be discouraged if
tme he gor a new plate spinning, he had to go vour first 90 days didn’r turn out exactly
back to his very first ones and give them an- according ro plans. If vou were just a “sales-
other turn ro keep them going. man,” vou probably would have been able to

The rest of the chart is somewhat sce immediare results from the beginning of
self-cxplanatony. You move into vour third vour first 90 davs. Bur vou are 11 manmge-
and fourth 90 davs with the same goal as the ment, and vou are building for the furure.
fiest two cyeles. By the time vou reach Cycle ' '
Four, vou should have 20 - 50 new people
and somewhere benween 5-15 strong leaders.
Yaour office will be running at a high quality
level, producing about 100 sales 2 month and
$50,000 in premium.

Dunng your Madman Cyclcs, you
should try not to ger “too high™ or “too
tfow.™ And you should nor stop for any rea-
SO,

All T did when [ moved to Denver
was ro put rogether eight consecutive 90-Day
Madman Cycles. In the rwo vears T was there,
this ¢ftort laid the foundation for the gant
cxplosion of my Super Hicrarchy: When |

S ——
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xplode to Excellence

Your goal in collapsing time frames
and compressing actvity is to begin a tradi-
tion of excellence in your Super Hierarchy.
[f you get to the speed I just mentioned and
maintain your base at 100 sales 2 month,
you’ll probably be promotng people every
couple of months. Remember that you must
continually cultivate new leaders.

If you maintain a thriving, produc-
ing base, you'’ll set a strong example for your
newly promoted leaders. They’ll have “grear-
ness in their genes,” and they will naturally
want to follow the example set by their
leader. I have found that when my base shop
is the biggest, the RVPs I produce are mod-
vated to produce more. They haven’t just
been promoted ourt of my office, they’ve
EXPLODED OUT, like energy from a
“Super Nova.” They aren’t comfortable with
a litde bitty base shop for themselves. They
come out with their VISION stretched and
they are on fire!

The charr on the following pages
depicts this concept. It shows how after three
RVPs have exploded out, you become an
SVD with a strong base shop. After four more
RVDs, you become a National Sales Direcror.

Building a Super Hierarchy basically
comes down to two opaons: 1) the long,
grind out way, or 2) the explosive, Super
Nova way that perpetuates a tradition of
excellence. Which do YOU choose?
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'BUILDING PRINCIPLE

The speed of the leader
determines the speed of
the team. Do it first. -
tead by excmpie

.- Pedple won't follew 'yqu
just because youftci]k- q
good gd"rﬁe Io?ﬁﬁ

‘Scsres is
momen

gef Develep a se - e_. }
“urgency.ﬂnd neverﬁe’r
up. ‘whetheér condifions
are good of bc:d.

e




SUPER NO
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TWO WAY

THE LONG “GRIND IT OUT”” WAY




A CONCEPT
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TO GET BIG

_(HE EXPLOSIVE “SUPER NOVA WAY”
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Profile Of The

Great ALW Super Hierarchies

(THE GREAT APES)

orth American Sightings

~—

The Greatr Apes are among
the most intriguing antmals on
carth. They're a rare species that
cxists only in a secluded rain
forest area of Africa.

A.L. Williams starred with a
group of Grear Apes, but
several years ago they were in
danger of becoming extnct.
Recently, there have been
some sightings in scat-
tered parts of North
Amecrica thar prove that
the Great Apes in

A.L. Williams are still
alive. There’s been a
sighting in southern
California, one or
wwo in Georgia,
several in

Texas...

[ suspect you under-

*.  stand my point.
These Great Apes
are the ALL.
Williams Super
Builders who have
built the Super Hi-

crarchies. The next
pages arc a result of

a study of the Super

Builders.



ey Built Great Base
; Shops

|
5

Al of the Super Builders in A.L.
Wilhams did more than recruit and train a
few people and work downline. They ali
built Wide, and maintained big base shops,
producing $100,000 - §200,000 in pre-
mium a month. They all ran big Opportu-
nity Meetings systems, and were successful
in recruiting and tramning 100 or more
people a month in their base for several
years. They built strong personal relation-
ships with all of their key people.

r hey Built Strong First
| - Generation RVPS

Each Grear Ape has produced 20-
75 first generation RVDPs, and most have
produced more than 25. These RVDPs EX-
PLODED out in a rapid stream. Qut of that
group, the RVPs were able to develop 10-
25 tremendously strong first gencration
RVDs (NSD-type people) downline from
them (second generation to the Great

Apes). All the while, the Great Apes condin- -

ucd to run a giant basc thar set the big,
stretching example for cach wave of new
RVDs. As a result, some of the RVDPs devel-
oped a burning desire o establish their own
giant base. For those Great Apes who didn't
continue to run a big base, some of the
magic left for their first gencration.

Another characreristic of RVPs of
the Great Apes is that these first generation
people were “independent™ versus “depend-
et In orher words, they didnt just gert

that person to RVP by the guidclines, they
developed the RVD according ro a standard
of excellence that enabled the newly-pro-
moted person to lead a team by himscif. The
following are 10 points to develop in an in-
dependent RVP leader:

: |11 Attitude —
! Totally positive, loyal to the spirit
' of the busmcss

per month

Business Sense — A studcnt of

the business manages activity and

focuses on resules; makes
_money/saves monecy

; ;[EE Quality Business - Strong ficld
i - underwriting; strong mutual
: ﬁ.md/strong rotal conceprt

LS_ Strong Builder - Replaces himself

with a team capable of 20-30 sales a
month; team leader should have a
rccrmt{.r/lmildc.r menrality

i @ Incomc -
Cash flow of $6,000 - $9.,000
3

"Office — Moves out of upline's base
shop complex to bcEm on his or her
own; has upline NS approval

Té@.

‘z Sccrctary —Hires 2 sharp , admin-
h— lstraavc pcrson

’@I Savmgs ‘Sets aside 51 0,000 in
fl— cash ro assure at least one year's
rent

ILgs; Stror.;g_ After -R.cf_»i;ccmcnt
[ :

]1‘_@) Motwauon/Comrnunlcanon -~ is
E a good leader, bood at mouvatng
and communicating downline
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hey Produced Giant
NSD/SNSD-Type

The first generation RVDPs of the
Great Apes maintained big base shops for 4-
5 years solid. These bases produced 15-30
RVPs front line to them (Seconds of the
Great Apes) and out of that 15-30, came 7-
10 tremendously strong NSD-type leaders
under them. The process was duplicared
through ar least six generations. All the
while, the original “Grear Apes™ continued
to lead by example with a giant base shop as
did others throughout the hierarchy. (My
recommendaton is that you make a com-
mirment TODAY to run a big base shop for
1Q years or more. Make that kind of com-
mitment and everything you want will come
from it).

hey Became Master
Motivators

The Greatr Apes mastered the art
of motivation to large groups of people
at all levels. They worked with
cvery RVP as if they were first
generaton to them. They 4
held big events to give il
major recognition; they é,_
mastered the art of personal 22 &&=
Jetrers, newsletrers, monthly
leaders bulletins and confer-
ence calls. They made the
commitment to go and visit
people locally.

onstant Personal
Motivarion

The Great Apes communicated

- almost daily with their key people for rwo

years. In my hierarchy, [ spoke with my key
people every day, whether we were a thou-
sand miles apart or in the same city. There
are four types of communication to have
with your leaders.
Lﬂi Modvation —
-— praisc when someone does well

::% Encouragement —
= the most important if your RVP is
_ “down”

@ Good News -

* everyone loves it

Li—h Know-how — new ideas, new
. 1

systems, new techniques




igh Octane Motivation

A

N
The Great Apes all discovered thar
communication is the key to maintaining a
big base. In my Super Hierarchy, I have
worked to build a giant “irnigation™ system
using conference calls and letters. It reminds
me of General Patron’s tank army. It was
much more powerful than the rraditional
foot soldier army, but it presented a whole
new ser of challenges. The tradition foot
soldier could ger by on C rarions and ban-
dages. But the ranks needed firel and lots of
it. They thrived on “high octane.” It was
never easy managing the constant delivery of
fuel to 2 moving army, but in the end, it was
worth it. The tank army was so powerful it
couid devastare the enemy.
When you are building a
Super Hierarchy, remember that you need
to use High Octane Motivation to keep it
going. A remendous effort toward commu-
nication, training and motivation is key.

hey Couldn’t Live
with Being Average
and Ordinary

- All of the Great Apes have the heart
of a champion. They were born with an ex-
traordinary amount of desire. The reason
they built it big was because they just “had
to.” They couldn’t live with themsclves if
they weren’t the “BEST.™
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| he Magic of Expansion

All of the Grear Apes were cxpan-
sion-oriented and builc multiple base shops.
They weren’t contenrt with an isolationist
mentality. They ventured our and pioneered
other areas.

There are three correct methods of
eXpansion.

1 Leader transplants himself
to new area. .

This is the purest and best way to
expand. It’s the way I expanded into
Denver. I could have sent someone that [
groomed, but | promise that if T had, I
wouldn’t have been writing this book today.
Moving ro Denver not only had 2 major
influcnce on me, it stretched me beyond
belief. I came from the poor side of a small
Southern town, but I moved my family to
Denver and duplicated the base shop build-
ing cffort that I had first accomplished in
Macon.

Raise leaders in your base

2 shop and satellite them
out.

The second best way to expand is
to raisc a strong leader in your base and
then send him or her our to an area of their
choosing.One of my first generation RVPs
was raiscd as a leader in Denver and then he
went back ro southern California, where he
was from. I raised another person as a leader
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"~ Denver and he retumed o his home Missouri. He came to Denver twice before
town of Austin, Texas, When you expand [ ever set foor in Springficld. Another of
rhis way, you ensure rhar vou have an expe- my RVPs came to visit me from Wichira,
rienced person with vivid impressions of And sull another came to Arlanra swice
whar he must do. before | ever wene ro Milwaukee with him.
Your final cansiderarion in this
¢xpansion merthod is MONEY. [ wasata
Find a strong leader-type point in my carcer that I could handle the
3 personin a certain area demands. I was making over $200,000 a
m and build through him vear. I had a base that was running over
or her. $100,000 in premium cach month. [ was at
This is the least preferred of the lcast 50 wide in my base and had 10-15
three correct methods of expansion. It takes strong leaders. When ['left to visit the
longer and it takes more financial commit- cxpansion office, these leaders were capable
ment, but it will still work. Every one of the of running the Opportunity Meertings and
people that expanded from me in this the training on their own. [ could afford to
methed found me FIRST. 1 didn’t go travel and subsidize them and help them
loaking for them. They were a referral or with monthly support money. There is
they heard about A.L. Williams and con- always a sound business basis upon
tacted me. In shorr, I came to meer them in which successful expansion occurs.
a natural, untorced fashion. They were all Whar is unsuccessful expansion?
good with people. They were honest wiarh Tvpically, I sce people get a name in 2 far
“goad repurarions. They had sound financial away place that they're all excired about.
sitruations (very important). Tht.:-y use last month's rent on an airline
Below are the two critena tor this ticket chey can't afford to go rushing up
expansion method: there and work with this person. They're
jumiping on quick sand. Then there’s the
|_]l You must be a strong leader “sl.ing it aguainst the wall“.cxpansio;: trlr:cn-
who can afford to travel tality, the “send them a kit through the
to them. ‘ mail™ mentality and others. In all of these
2 . - cascs, the RVP is just hoping against hope
L They must be strong enough they've found a good person. Usually,
for you to build on. futile hope. THINK and PLAN before you
You must be able to afford to visic EXPAND.
them, but you must NEVER start our that
way, They shouid visit vou a minimum of
two to three rimes before vou visie their
focal 1ermtory. For example, one of my
RVDs was the tirst AL, Williams person in
L



hey all Set Goals
for Themselves and
Their People

Each of the Great Apes recognized
the importance of setring goals, both short-
term and long range. They also saw the
value of serring goals for members of their
teamn. I sec a lot of people capable of setting
goals for themselves, but they miss out on a
whole other dimension of management by
failing to sct goals for their people.

In my hierarchy, I send our “Possi-
bility Projecdons.” These are projections of
how many recruits or sales or how much
production each person in my base will do
in one month’s dme. It helps STRETCH
the vision of your team. [ get people coming
into my office all the ume, saying, “Hubert,
how am I supposed to make this projec-
tion2™ Then, I sit down with them and go
over a step-by-step plan that will produce
the projecred amount.

A similar method of goal serdng is
Promotion Time Tables. These are printed
projectons of the month thar a person in
your downline hierarchy will achieve a
certain promouon. For example, I have a
posted list of a “Promotion to Senior NSD
Time Table” that includes everyone of my
NSD:s. I have a “Promoton to NSD Time
Table™ that includes all my RVPs. Even if
the person doesn’t make it, it gives them
something specific to shoot for. They have a
MENTAL PICTURE of themselves becom-
ing thar new person.

They may have used different
names, bur each of the Great Apes had some
type of Standard of Excellence that pro-
duced above-average leaders.

rt Williams On Building

I'd like to leave you in this Chapte:
with 2 final thought that has always been
truc of the Grear Apes.

“Leaders that build a
big base shop and keep
producing first genera-
tion RVDPs...then to
those leaders go the
greatest honors and
greatest rewards.”

Art Williams, 1986
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My Story

emember that your personal
story is always the best way to
express the hope and opportu-
nity that A.L. Williams offers.
Always have 2 personal story. Tell events
of your life that have a moral or a point to
themn and always make it easy for someone
to identify with your feelings. Always re-
member what it was like for YOU.,

A lot of people don't believe me,
but I starred working the year [ was bom. |
paid for the whole first year of my life. My
mother and father didn’t have a lot of money
by any means. In fact, they fell immediazely
into debt the night of their honeymoon. My
Dad had borrowed my uncle’s car, and they
were driving along the road on the way to
Florida, and the car swerved off the road and
into a pasturc where ir hit and killed a cow.
Not only was my uncle’s car all banged up,
but the cow happened ro be the prize win-
ning animal of the farm. Between trying o
pay for this mess and the hospital bills, my
parents needed all the exra money they
could get. So when I was born, my mother
put me to work nighr away. She entered me
in a2 Carnation Baby Contest in Macon,
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Georgia. They were giving away some savings
bonds and a year’s worth of diapers and
Carnation Milk. I ended up winning. I didn’t
cost my parents hardly anything for about a
year.

. I can’t say for sure, but this turn of
events must have had something to do with
an carly predisposition I had to be an en-
treprenuer. I had my first paying job ar age
12 as a stock boy in a grocery store. When
the older and regular delivery boy quit, 1
quickly grabbed the chance to become the
local delivery boy using a bicycle. My short
legs could hardly touch the pedals. From the
tme thar I was a small boy unal after [
started college, I had many jobs. I was a soda
jerk, I worked ar a bakery, I did construction
work, I was a plumbers assistant. I worked at
a hearing and air company, two service sta-
tions and managed a shoc store and a vend-
ing company.

I atrended Georgia Tech for wo
years before realizing thar I didn’t want to be
an cngineer for some big corporation. I may
be one of the few people to make the Dean’s
List at Georgia Tech for every quarter [ was
there — then drop our in two years. During



this time | married Norma, the perfect wife
and partner for a dreamer like me.

Just by chance, during the summer
of 1962 whilc home from college, 1 rook
what [ thought was a part-time summer job
with the railroad. [t turned into a 17-year
J-O-B. For the first four or five years, the
idea of working on the railroad secmed
intriguing to me. Gradually, the romanric
idea of being a “ratiroad man,” wore off. [
hated being away for days at a time and
working all night or getting up at 5 o'clock
in the morning to go to work. Sometimes, |
felt like an indentured servant. [ was just a
number. In fact, I stll remember my number.
I was 42818. That was mec. Today, people ask
me, “Hubert, do you ever dream of working
on the railroad?™ and [ say, “Yes, when | have
nightmares, [ do.”

During that time [ learned a lot

“ about myself. I learmed what it was like to

want 1o “be somebody,” but to be trapped in
a job working for someone clse. As cach vear
wore on, I became more and more frustrated.
I didn’t want ro work for a company that
paid jobs T wanted to work for a company
that paid peéople. But I couldn’t just walk
away. My family was growing, and [ had
heavy responsibilitics.

What was even worse, as | looked
around, it seemed that things had changed
for me. Life didn’t look so full of potential
anymore. It scemed rhar the business avenues
that had been opened to me after high school
were all closed now. Everything I rhoughe
abour doing cicher required a lot of money or
a lor of experience, or it required quitting my
secure job. It was a hietle scary ro see “no way
out.”

At frst 1 was discouraged. Then de-
rermination set in, [ began raading moriva-
tiomal and sclf-help books. 1 conmitred
mvself to growing, and evenrually, [ came to
a fantastic realization. T came to the realiza-
tion that [ didn't have to be a “railroad
man.” When 1 was born and thart doctor held
me up by my feer and spanked my rear end,
he didn’t stamp “Railroad Man™ on my
behind. I could be ANYTHING T wanted 1«
be. :

From the time that [ “woke up,™ |
spent the next 12 vears trving to get out of
nmy rut. [ wanted freedom more than any-
thing clse. [ reaily wasn’t motivared by
dreams of becoming wealthy or making a
rremendous amount of money. T couldn’
caomprehend that sort of thing. Norma and |
had three children and one on che way. All |
asked was an opportunity 1o keep my same
standard of Tiving, ver be my own boss.

My peers just laughed when T rold
them abour dreams of being able to go into
business for mysclf. But [ did one smart
thing. I kepr an open mind. 1 was always
looking and searching. In the fare 60s, many
different so-called “opportunitics™ came our
way. They were ventures with different mar-
keting companies. [ won’t go inro great
detail, except to say [ stuck it put with one of
the ventures for seven years, thinking this
would be my great escape from the railroad.
Even Norma believed, just like 1 did, that this
time, it would work for us.

I sacrificed more than half of my
railroad working time, only to find mysclf
under tremendous financial pressure. But for
seven years [ hung on. And every nme I
would get up our of thar dirch and pur my



fingers right over the edge, somebaody would
step on them and [ would fall back down. |
was becoming more and more frustrated. |
wasn't a quirrer, but [ was considering it. |
had my hands half raised in surrender.

About that time, along came a part-
rime ALW rep who had only just started.

I remember exactly the way he
recruited me. He had sold me $200,000 of
coverage for less money than [ was paying for
$62,000. [ was a satisfied client. Nor more
than a month later, he brought my policy
back to me, and I could rell he was excited
about something. I said, “What are you so
excited abour?™ And he said, [ just quit my
job!™ (He sold pianos and organs in Macon.)
Then he rold me that the week he had come
to sce me, he had made $3,000. 1 said,
“Whart $3,000:™ He said, “And since thar
time, [*ve made §2,000. So in a monrh and a
half, I've made $5,000.7

Envy started o serin. T had spenc 12
vears trving to get away from rhat prison in
the railroad and here was a guy selling pianos
ar the mall relling me he just made $5,000.
He tried to explain his overnide system and 1
could tell that he barely knew beans abour
the marketing potential of his new job. But |
knew. I could sce nghr away that this
sounded berter than any venrure I had seen
while working on the railroad. It hit me like a
ton of bricks. All those years of trying this,
and trying that, and kecping an open mind
paid off. [ knew then and rthere this was [T
for me. This was my chance for FREEDOM.

The first thing I wanred to do was to
go tell other people about it [ wanred ra
start right away. [ came on board and my first
goal was (o beat thar piano salesmen, He
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made $5,000 in a month and a half, so |
made 36,000 the first 30 days aftcr gerting
licensed. I made over $70,000 my firse 7
months and over $100.000 my first tull 12
months with ALW.

In late July of 1979, 18 months afrer
starting, [ moved my family to Denver, -
Colorado to build “my company within a
company.” Now the magic of compound
dreaming could really take off. I couldn’t
beficve that this was really happening for me.
I was both excired and scared. | remember
when [ first joined the railroad. They prom-
ised me [ was really going places. [ did:
Albany, Atlanta, Columbus, places [ didn’t
really want to go. Also, [ remember when 1
left the railroad, I had mixed emotions: joy
and happiness. Now here I was in Denver
with the freedom and responsibility to make

~ my own future. [ was in business for myself,

but not by myself. T had learmed a lot about
the fundamentals of the ALW crusade and
the ALW way of doing business
ng busin

Burt the real key.to my success was
that I had leamed how to have a builder’s
mindsct. I practiced this philosophy: know-
ledge doesn’t produce activity, but activity
docs produce knowledge. [ went to Denver
with one mission: to build a nerwork of
outiets.

1oy i monshin Denvey, | had
12 personal recruits. Many of our onginal
RVDs came from this group. After two
moenths in Denver, Norma and I were pro-
moted to RVP (October 1979). We had the
greatest business opportunity in the world.
After 90 davs, we had 350 people recruited.
Ar the end of 6 months, we'l wer 1125
people and had produced our first RVD.




- It was during this time thar the
“Humphrcy Management Factory™ concept
was born. We set up a system whercby build-
ing would never stop. We learped the power..
of the words “hold a meeting.” We intro-
duced Opportunity Meetings to ALW, and
through our hard work, and the tremendous
cfforts of many wonderful people who came
our way, the Humphrey World Wide Net-
work was born and was destined to become

ALW’s team of the first decade, 1977-1987

Today, Norma and I have built efe
of the largest hierarchies in A_L. Williams. In
doing so, we have built an estare that will
provide financial security for our children and
our children’s children and perhaps beyond.
We have been able to help our parents and
family members when they needed financial
support. We have been able to travel and
provide the best for our family.

_ But you know, when [ leave this
carth, and if I've made millions of dollars and
own anything ! want, it will all be-minor
compared to onc thing: the fact thar, at age
36, I escaped from the railroad, and ! don’t
have to go to work for sorficone elsc cver
again, The funny thing is, I wouldnt take
anything for thosc years [ worked on the
. railroad. Do you know why? Because they
madc me appreciate the freedom that [ now
have. _

One of the first steps to greatness
~ requirces a ot of courage. You must first sec
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yourself achieving the dreams you once had.
The next step is to TRY. Try to make your
dreams come true. Never give up. Keep an
open mind. Always be searching for YOUR
personal opportunity, whatcver it is. And re-
member one thing: it CAN be donc. T know,
because it happened to me.



