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cific Rim, and another facility in La Chaux-de-Fonds, 
Switzerland, opened in January 1997 for the European re­
gion,'including Russia. 

For many years, Mary Kay has emphasized that it is a di­
rect selling company, not a multilevel marketing company. 
Mary Kay spokespersons reported to the authors, however, 
that they do use a multilevel compensation plan, which pays 
on two levels of downline organizations. The fact that Mary 
Kay is probably better known to the average consumer for 
the products it makes rather than the direct selling and net­
work marketing approaches it uses to sell them reveals the 
product-driven focus of this dynamic international company. 

Nikken 
Nikken is one of the largest network marketing/direct sales 
companies in the world. Nikken's industry positioning is 
dramatic based on performance benchmarks provided by 
company spokespersons, including: 

• $1.75 to $2 billion in global sales projected for 2000 

• Solid sales growth in the United States—from $3 million 
in 1989 to over $600 million in the United States and 
Canada in 1999 

• 300,000 distributors in the United States and Canada and 
several hundred thousand more worldwide 

• A customer base in Japan that includes one in eight Japan­
ese homes, making it one of the top providers of health 
care products in Japan 

• More than 30 million customers worldwide 

• A wide selection of therapeutic products, ranging from 
bedding and clothing to nutritional and skin care 
supplies 

• Sufficient capital to sustain future growth 
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In 1973, Nikken founder Isamu Masuda visualized a 
company that would help people achieve total wellness. Two 
years later, he formed Nikken in Fukuoka, Japan. Nikken^. 
the company, the products, and the business opportunity—j s 

built on a corporate philosophy centered on Masuda's con­
cept of total wellness. This concept extends well beyond the 
scope of physical health, to encompass five key areas of life 
to be brought into a state of balance. These five areas are 
known in Nikken as "The Five Pillars of Health": 

1. Healthy body 

2. Healthy mind 

3. Healthy family 

4. Healthy society 

5. Healthy finances 

The company prides itself on being an innovator that ap­
plies cutting-edge technologies to help people enjoy freedom 
from discomfort, more restful sleep, enhanced athletic per­
formance, more complete nutrition, and healthier-looking skin. 
Nikken's cutting-edge technologies include the following: 

• Advanced Sleep Technology 

• Ten Steps to a Great Night's Sleep 

• Far-Infrared Technology 

• Comfort Technology 

• Flexible Kenko Technology 

• Magnetic Water Technology 

• Breakthrough Bioavailable Nutrition 

• Swiss Botanical Skin Care 

• Kenko Pet Technology 
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Today, the company has a global presence in full opera­
tion in nineteen countries, including Japan, Hong Kong, Tai­
wan, the United States, Portugal, Thailand, Spain, France, 
Canada, Mexico, England, Sweden, Holland, and Germany. 
The company reports that Nikken Europe has been experi­
encing substantial growth in 
1999. Finland opened its doors 
in March of that year, and with 
the opening of Ireland in late 
October 1999, Nikken has now 
increased its European market 
unit to ten countries. In addi­
tion, by adding Taiwan to the 
list of Nikken countries in Octo­
ber 1999, Nikken distributors 
now have six market units to 
choose from—in addition to 
Japan—when expanding their 
business internationally': 

1. North America (United States, Canada, Puerto Rico, 
Dominican Republic) 

2. Europe (United Kingdom, Sweden, Netherlands, 
Germany, Portugal, Spain, Italy, France, Finland, 
Ireland) 

3. Mexico 

4. Philippines 

5. Hong Kong 

6. Taiwan 

Currently, Nikken's North American operations are sup­
ported by its U.S. headquarters in Irvine, California, and 
by two distribution facilities in Toronto and Vancouver, 
Canada. 

JNikken—the 
company, products, 

and business 
opportunity—is built 
on "The Five Pillars 

of Health." 
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All of Nikken's offices and factories are linked to the 
head office via a sophiticated communications network. As 
mentioned in the last chapter, its eNikken Internet initiative 
has put many sales and business-building functions on-line. 

We call this company the "silent giant" of network mar­
keting. It doesn't make a lot of marketing noise in the United 
States—it just makes money! In a marketplace, particularly 
in Japan and Asia, that has grown somewhat skeptical of 
upstarts, Nikken's long track record, good reputation and 
focus on a healthy, holistic lifestyle position it well as popu­
lations of Japan and the West age. 

Nu Skin Enterprises 
Nu Skin Enterprises, Inc., has gone from a small U.S. start­
up to a multinational corporation with nearly $1 billion in 
yearly sales. In 1984, Nu Skin cofounder Blake Roney had 
just finished college when he pulled together a small group 
of professionals to develop a line of premium personal care 
products, containing only beneficial ingredients. 

Beginning with less than $5,000 of start-up capital, Blake 
Roney, Sandie Tillotson, Nedra Roney, and several associates 
founded Nu Skin in June 1984 with twelve personal care 
products. In the company's beginning stages, with very limited 
capital, the founders negotiated with an Arizona company to 
formulate the skin care and hair care products, provide ninety 
days' credit, and ship the products in ten-gallon containers to 
Nedra Roney's apartment. There, the founders distributed 
products from Roney's living room, filling plastic containers 
and baby food jars with personal care products by hand. 

Nu Skin says it opted to distribute its products through 
person-to-person marketing so a trained sales force could edu­
cate consumers one-to-one about the products' unique benefits. 
It also wanted to avoid the high cost of traditional consumer 
advertising and the wholesale-middleman infrastructure. 

By 1991, Nu Skin International had grown its sales at a 
double-digit monthly growth rate, reaching $500 million in 
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