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On May 23, the Federal Trade Commission (FTC) took 
swift action against a Michigan-based direct selling 
company that offers credit repair services, when it issued 
a motion to shut it down and freeze all assets. Just over a 
month after the closure, a judge has reversed this order 
allowing the company to continue operating under the 
observation of a monitor.

Financial Education Services Inc. (FES), also doing 
business as United Wealth Services among others, offers 
services including: credit restoration, wills, living trusts, 
smart credit, travel, LifeLock, Debt Zero, credit builder, 
financial literacy, youth financial literacy, and power of 
attorney, according to a company LinkedIn page.
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Like many of you, I was amazed and inspired by 
last month’s release of the first images from the 
James Webb Telescope. The vivid and colorful 
snapshots of deep space reveal countless 
galaxies, each one containing hundreds of 
billions of stars and planets.

For me, personally, viewing these images is a 
humbling experience—not only because of the 
incredible genius of the telescope’s designers and 
engineers, but also because these views of the 
incomprehensibly vast and inhospitable expanse 
of space are a stark reminder of the fragility of life 
on Earth and the environment that sustains us.  

As people across the world endure yet another 
record-breaking heat wave, and as many 
regions suffer from devastating droughts, 
water shortages, and wildfires, we simply must 
redouble our efforts to, as astronomer Carl 
Sagan put it, “preserve and cherish the pale blue 
dot, the only home we’ve ever known.”

With these distressing problems around us, it is 
especially gratifying to read news of businesses 
and corporations stepping up and taking action 
to increase sustainability and minimize their 
impact on our shared environment.

Many direct sellers are leading the way in these 
efforts, and I would like to recognize and applaud 
them for their good and important work.

Nu Skin, Natura, Oriflame, and Amore 
Pacific recently announced their membership 
in the EcoBeauty Consortium, a group that 
develops industry-wide environmental impact 
assessments for cosmetic products. Using a 
sustainability scoring system, the impact of 
ingredients and raw materials as well as the life 
cycle of products will be studied.

Herbalife announced in June that it was 
entering a two-year partnership with Plastic 
Bank, a program that is recruiting Ocean 
Stewards to prevent plastics from entering the 
ocean. Through this collaboration, Herbalife 
aims to prevent over 400,000 pounds of 
plastic from entering the oceans by the end of 
2023. This partnership comes in addition to 
Herbalife’s recycling initiatives in over a dozen 
markets around the world. 

Nature’s Sunshine, staying true to its name, 
has announced that its U.S. manufacturing 
facility has converted to 100% solar power. The 
company revealed in its first environmental, 

social and governance report that it has set a goal 
to transition its other manufacturing facilities to 
100% renewable energy by 2023.

So, three cheers to these companies as well as all 
of the others that are taking action to preserve 
and protect our planet and our environment. 
I know that positive progress such as this will 
inspire and encourage even more people and 
corporations to become a part of the solution in 
the near future.

I wish each of you a safe and rewarding month 
ahead as we begin to close out the sweltering 
summer of 2022.

With appreciation, 

DAVID BLAND

ONLINE EXCLUSIVES
Be sure to visit socialsellingnews.com for 
exclusive online content. 

FOLLOW US ONLINE 
Facebook.com/socialsellingnews

@SSellingNews

Direct Sellers Embrace Sustainability
and Environmental Impact

LinkedIn.com/social-selling-news

PUBLISHER’S NOTE 

A thank you to the companies that are a part of the solution
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After hearing oral arguments in the 
U.S. District Court for the Eastern 
District of Michigan, U.S. District 
Judge Bernard A. Friedman issued 
an order on June 30 denying a motion 
for preliminary injunction, vacating 
the temporary restraining order 
he issued on May 24 to Financial 
Education Services Inc. and some 
of its executives. In addition, the 
order terminated the asset freeze 
and converted the receivership to 
a monitorship.  According to the 
company’s legal team, it will take 
some time to bring the company back 
online so it may conduct business 
again under the assigned monitor, 
who will report back regularly to the 
court and the FTC.

The May 24 order was immediately 
issued after the FTC filed a 
complaint on May 23 alleging that 
FES and its owners, Parimal Naik, 
Michael Toloff, Christopher Toloff 
and Gerald Thompson, as well as 
a number of its related companies, 
bilked consumers for more than 
$213 million. The complaint 
alleged that, since 2015, FES 
has operated an unlawful credit 
repair scam that has deceived 
consumers across the country, 
and its investment opportunity is 
an illegal pyramid scheme. The 
FTC alleged that the company’s 
practices violate the FTC Act, the 
Credit Repair Organizations Act 
and the Telemarketing Sales Rule.

The complaint against FES 
contained several unfounded 
accusations, according to the 
company’s legal team, and in their 
opinion it did not follow ordinary 
administrative actions prior to 
filing the complaint. 

“They did no investigation here. 
They did no investigation of the 
company. They did a background 
investigation secretively, but they 
never reached out to the company,” 
says Richard Epstein, a partner 
with the litigation practice group 
at Greenspoon Marder LLP and a 
member of the FES legal team.

According to Epstein, typically 
the FTC might have issued a Civil 
Investigation Demand, or CID—a 

legal document that does not 
require court approval and seeks 
documents or other information 
related to an FTC investigation.

“They (the FTC) never sent a CID,” 
states Epstein. “They never took any 
depositions in an investigational 
hearing, which is something they 
often do, far more frequently before 
going after a company the size of 
this one. They did not actually 
try to find out what the company 
was doing internally and assumed 
that none (of the rules) were being 
followed, and that’s what they 
portrayed to the judge.”

Basis for FTC Original 
Complaint 

“There are two elements of this 
case that they (the FTC) targeted,” 
says Epstein. “One is MLM and 
the other is credit repair. There 
is an ongoing effort by both the 
Federal Trade Commission and 
the Consumer Financial Protection 
Bureau to target the credit repair 
marketplace.”

In connection with FES’s marketing 
and sale of credit repair services 
and investment opportunities:

●     The FTC claims that FES violated 
Section 5(a) of the FTC Act, which 
prohibits unfair or deceptive acts or 
practices in or affecting commerce. 

●     The FTC claims that FES violated 
Title IV of the Consumer Credit 
Protection Act, which prohibits 
untrue or misleading representations 
and requires certain affirmative 
disclosures in the offering or sale of 
“credit repair” services. The Act also 
bars companies offering credit repair 
services from demanding advance 
payment, requires that credit 
repair contracts be in writing, and 
gives consumers certain contract 
cancellation rights. 

●     The FTC claims that FES 
violated the Telemarketing Sales 
Rule, which requires telemarketers 
to make specific disclosures of 
material information; prohibits 
misrepresentations; sets limits 
on the times telemarketers may 

call consumers; prohibits calls to 
a consumer who has asked not to 
be called again; and sets payment 
restrictions for the sale of certain 
goods and services.

Along with the May 23 filing, the 
FTC also submitted a declaration 
from Dr. David Givens, an 
economist in the Consumer 
Protection Division of the Bureau 
of Economics at the FTC, to support 
its claim that the company was 
operating as a pyramid scheme.

While Givens emphasizes in the 
declaration that he had not seen 
company data on enrollment, 
purchasing, compensation or 
tenure, he concluded that based on 
the materials made available to him 
by the FTC’s Bureau of Consumer 
Protection that FES is operating in 
a manner consistent with being a 
pyramid scheme. He summarized 
that selling FES services to 
customers likely results in negligible 
consumer value, and, in any case, 
does little to advance FES Agents in 
the investment opportunity.

Epstein opines that these types of 
cases are almost always based on 
stories told by consumers and that 
a judge weighs heavily on that.

“Unfortunately, the way it works 
is the judge gives full value to all 
consumer complaints,” states 
Epstein. “And it’s been that way in 
litigation with enforcement agencies 
for decades. I’m not going to criticize 
the process because it is what has 
been developed over the years.”

According to Epstein, roughly 500 
consumer complaints have been filed 
against FES in the FTC’s consumer 
complaint portal since 2015, and he 
states that the company has upwards 
of 600,000  customers, not including 
its agents in the business.

He also adds that the company had 
received a number of Better Business 
Bureau complaints over the years 
and that they had resolved all but 
a few of the most recent ones since 
they were subject to a receivership.

COVER STORY FTC HANDED SETBACK, CONTINUED FROM 1

There is a counter story. 
There is a narrative on the 
other side, so [the judge] 
balanced those sorts of things 
saying, wait a second, this 
isn’t all bad. There’s obviously 
good out there. And if there’s 
good, then it’s got to be worth 
at least an opportunity 
to salvage. 

— Richard Epstein, Partner, 
    Greenspoon Marder LLP

CONTINUED ON PAGE 9
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Stephanie Ramirez is 
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Contributor.

“People complain, whether rightly 
or wrongly, they complain,” says 
Epstein. “And most consumer-
facing businesses generate a 
number of complaints.”

Basis for Denial of Motion for 
Preliminary Injunction

Epstein shares that FES offered 
in their arguments on June 30 
approximately 18 consumer 
testimonials, affidavits, declarations 
of some real success stories—both 
FES agents as well as customers who 
benefited from the use of several of 
the FES products.

In addition to the customer affidavits 
and testimonials, the defense 
also offered a declaration from an 
expert to provide a rebuttal to the 
declaration provided by the FTC.

Epstein and FES’s full legal 
team from Greenspoon Marder 
LLP asked Branko Jovanovic, 
Ph.D., principal with The Brattle 
Group, an international economic 
consulting firm, to review the 
FTC’s complaint and opine on the 
allegations regarding the product 
offerings of FES. They also asked 
the firm separately to provide 
an analysis on the charge that 
FES was operating as an illegal 
pyramid scheme.

While Jovanovic’s access to 
detailed company data was also 
limited due to the receivership, 
based on the data provided to him 
by company officials, he opined 
that FES has several key features 
differentiating them from typical 
MLM companies. He suggested that 
these features mitigated common 
sources of potential harm to MLM 
distributors, according to the FTC’s 
Business Guidance Concerning 
Multi-Level Marketing.

Jovanovic’s declaration states:

No incentive for inventory 
loading and front loading –
Two common sources of potential 
harm to MLM distributors are 
inventory loading and front 
loading, whereby the distributor 
accumulates inventory at their 

own cost, which they may or may 
not be able to sell at a later date. 
However, because of the nature of 
FES’s products, FES agents have 
no incentive to accumulate an 
inventory of products.

Visibility into consumers – 
The majority of companies with an 
MLM compensation model do not 
require sale receipts to document 
sales to ultimate customers, 
and therefore have little or no 
visibility into the demand for their 
product. In contrast, FES has full 
visibility into the purchases of 
ultimate customers.

No ongoing consumption –
The nature of FES’s products 
is such that it may not necessitate 
continuous consumption—while 
some of the offered products 
provide lasting benefit, others 
may be of limited use to customers 
once they have accomplished 
their goals.

Jovanovic also pointed out that 
distinguishing companies with 
legitimate MLM compensation 
models from those that operate 
as pyramid schemes is not 
a straightforward endeavor. 
Although the FTC has created a 
body of literature through which 
it has communicated features of 
MLM companies that it views as 
problematic, the exact criteria 
for establishing the differences 
between a legitimate MLM 
company and one operating 
as a pyramid scheme remain 
unfortunately vague.

Epstein believes what the judge 
ended up seeing was that the 
receiver who was appointed 
and spent roughly a month in 
the business, controlling and 
evaluating the business processes, 
found and described a business 
that actually had a fairly robust 
compliance infrastructure in place.

“There is a counter story. There is 
a narrative on the other side, so 
[the judge] balanced those sorts of 
things saying, wait a second, this 
isn’t all bad,” says Epstein. “There’s 
obviously good out there. And if 
there’s good, then it’s got to be worth 
at least an opportunity to salvage.”

What’s Next for FES?

The court’s denial of a preliminary 
injunction and lifting of the 
asset freeze is a departure from 
the usual FTC playbook where 
courts have traditionally rubber 
stamped the FTC’s contention that 
a multilevel marketing company 
is an illegal pyramid scheme, 
according to Larry Steinberg, 
chair of the Buchalter law firm’s 
MLM industry group.

“Here the judge seems to be 
demanding actual evidence based 
on specific facts, and is not willing 
to simply accept the agency’s 
unsubstantiated allegations,” 
Steinberg opines.  “But there will 
undoubtedly be further motions, 
and possibly an appeal, as the 
case progresses, and the FTC has 
access to the company’s books 
and records.”

From the June 30 hearing 
transcript, the judge remained 
fairly neutral and expressed his 
strong belief that FES will work 
or move to modify any business 
operations to be fully compliant and 
within the law going forward since 
there will be so many watching the 
business. His decision ultimately 
was to appoint the receiver as the 
monitor who will stay on for an 
undisclosed amount of time. The 
monitor is there to make sure the 
businesses are being conducted 
according to the law.

“There’s a lot of discussions that 
have occurred during this week, 
and management is going back in, 
but there’s going to be a transition,” 
states Epstein. “The business is not 
up and running and selling yet. It’s 
going to be some days down the 
road, but soon.”

The appointment of the monitor 
is indefinite, and Epstein suspects 
it could be 18 months to two years 
before the case is settled, which 
will be either by settlement or some 
sort of judicial resolution.

COVER STORY FTC HANDED SETBACK, CONTINUED FROM 7

Here the judge seems to be demanding actual 
evidence based on specific facts, and is not 
willing to simply accept the agency’s 
unsubstantiated allegations.
— Larry Steinberg, Chair of  MLM Industry Group, Buchalter
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will help the consumer sleep 
or quit smoking, meets the 
definition of a drug because of its 
intended use. 

“Similarly, a massage oil that is 
simply intended to lubricate the 
skin and impart fragrance is a 
cosmetic, but if the product is 
intended for a therapeutic use, 
such as relieving muscle pain, it’s 
a drug.”

Health Claims Lead to 
Misbranding

The FDA’s letter not only 
identifies several Young Living 
products as misbranded drugs, 
but states that, under 503(b)(1)
(A)  of the FD&C Act, the products 
are considered to be prescription 
drugs and therefore lack the 
authorization and labeling 
required for such items.  

“Based on the above-referenced 
claims, your “Essential Oil”, 

“Vitality”, “Ningxia”, and “Nature’s 
Ultra CBD” products are intended
to prevent, treat, or cure 
conditions that are not amenable 
to self-diagnosis or treatment by 
individuals who are not medical 
practitioners,” the letter states.

The letter goes on to say, regarding 
the company’s CBD products, that 
even if they were to be considered 
non-prescription drugs, they 
could still not be legally marketed 
without the approval of a new drug 
application.

Deadline for Corrective 
Measures Set, Injunction 
Threatened

The FDA has given Young Living 
15 working days from receipt of 
the letter to notify the agency 
of the specific steps taken to 
address the violations, including 
an explanation of measures being 
taken to prevent the recurrence of 
these violations.

“This letter notifies you of our 
concerns and provides you an 
opportunity to address them. Failure 
to adequately address this matter 
may result in legal action including, 
without limitation, seizure and 
injunction,” the agency warns.

At the time of this publishing, the 
Young Living products in question 
remain for sale on the company’s 
website.

On June 10, the U.S. Food and Drug 
Administration (FDA) sent Young 
Living a warning letter to advise 
the direct selling company of 
essential oils that several product 
claims and descriptions found on 
the company’s websites as well as 
on the social media accounts of 
distributors were in violation of the 
Federal Food, Drug, and Cosmetic 
Act (FD&C Act).

Drug Classification and 
Intended Use

The letter, addressed to Young 
Living Co-Founder and CEO Mary 
B. Young, stated that the company’s 
“Essential Oil,” “Vitality,” 
“Ningxia,” and “Nature’s Ultra 
CBD” products are drugs, under 
section 201(g)(1)(B) of the FD&C 
Act because of the way they were 
marketed by Young Living and 
several of its distributors. 

Specifically, as the FDA defines 
a drug as any product intended 
for use in the cure, mitigation, 
treatment, or prevention of disease, 

it considers product claims made 
by a company or its representatives 
as establishing that product’s 
intended use.

The FD&C Act states that, “The 
intended use of a product may be 
determined by, among other things, 
its labeling, advertising, and the 
circumstances surrounding its 
distribution.”

Social Media Posts Under 
Scrutiny

The warning letter included several 
examples of problematic intended 
use claims made by Young Living 
representatives on social media 
dating back to 2019:

“May ease symptoms from a 
urinary tract infection”

“Can be used to combat acne…”

“May reduce inflammation”

“The Phenolpropanoids (sic) and 
phenols in essential oils…attack 
invading microbes and parasites.”

Company Websites List 
Problematic Claims for CBD 
Products

The FDA also cited product claims 
made on the Young Living company 
websites youngliving.com and 
naturesulta.com for several items 
containing cannabidiol (CBD).

“…Soothes sore muscles…Soothes 
occasional tension”

“Some studies suggest [t]he most 
common illnesses caused by 
an improperly functioning ECS 
are depression, Alzheimer[’]s, 
IBS, fibromyalgia, and even 
migraines …CBD is a great 
way to support your ECS” 
(endocannabinoid system).

“When thinking of emotional 
wellness . . . [a] lot of people may 
think about mental health issues, 
such as depression or PTSD . . . 
[h]ow [c]an it be [i]mproved? . . . 
[y]ou can also try to encourage a 
positive and relaxing atmosphere 
throughout the day by using 
your favorite scents or oils! We 
highly recommend our Cinnamon 
CBD Oil.”

Guidance on CBD Marketing 
Remains Murky

Contributing to the difficulties 
surrounding the marketing of 
products containing CBD, the FDA’s 
sometimes ambiguous guidance on 
the non-psychoactive cannabinoid 
has frustrated many company 
executives, industry observers and 
health advocates.

While the federal government has 
legalized CBD, the FDA has made 
clear the cannabinoid cannot be 
marketed as a food or dietary 
supplement because it is the active 
ingredient in an approved drug 
for seizure patients. However, the 
rules governing CBD-containing 
cosmetic or wellness products 
depend on how those items are 
marketed.

According to guidance on FDA.gov, 
“This principle also holds true 
for ‘essential oils.’ For example, a 
fragrance marketed for promoting 
attractiveness is a cosmetic. 

“But a fragrance marketed with 
certain ‘aromatherapy’ claims, 
such as assertions that the scent 

NEWS FEATURE 

By SSN Staff

FDA Sends Warning Letter to Young Living
Company and distributor claims lead to reclassification 
of some products as drugs

The intended use of a product may be determined 
by, among other things, its labeling, advertising, 
and the circumstances surrounding its distribution.
— FDA

The FDA warned Young Living Essential Oils that several of its product 
claims and descriptions violated the FD&C Act.
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Digital banking is not a new concept, 
nor is it unusual for consumers to 
conduct their banking digitally, but 
what is true about digital banking, 
especially for businesses, is that the 
industry has not accelerated at the 
same pace as demand. Trends in the 
payments industry tend to follow 
innovation that is happening in the 
consumer market, but if consumers 
can make safe and low-cost instant 
payments, why has it not been 
available sooner for businesses to 
do the same?

When the pandemic made its way 
around the world, digital banking 
was introduced to millions of new 
users. Just in the first half of 2020, 
the volume of digital payments 
increased by 21% among American 
consumers, according to Statista. 
Today, only 1 in 5 Americans prefer 
going inside a physical bank. For 
businesses, the pandemic also led to 
an influx of supply chain shortages, 
and having the ability to move 
money quickly was an important 
value-add to mitigate any further 
disruptions. 

Businesses want, and need, the 
same banking conveniences they 
have access to as consumers. This is 
crucial to stay afloat amid the threat 
of an unstable global economy and 
to meet the evolving needs of their 
customers. Businesses that can’t 
compete with efficient payment 
solutions will fall behind, and it is 
up to payment providers to ensure 
they have the solutions businesses 
require to meet their customer 
demands. 

Real-time payments are one 
necessity for businesses, and gone 
are the days where it was acceptable 

to wait days, even weeks, for a 
payment to reach an account. There 
is more to digital payments than just 
that. Low-cost options and highly 
secure solutions should also be a top 
priority, in addition to being able to 
choose a payment provider that can 
deliver around-the-clock care. These 
features are pivotal for companies 
to not fall behind their competition 
and seamlessly make and receive 
payments in the digital age.

Securing Touchpoints

Understanding customers’ 
expectations can be one of the 
greatest challenges for businesses. 
The customer journey needs to 
be seamless for the payer and the 
payee to ensure their needs are 
met and the process is a positive 
experience. Customer satisfaction 
is a high priority, but certain 

processes can’t be overlooked. This 
includes the safety, security and 
credibility of the payment transfer. 

Payment providers must do what 
they can to mitigate risk, and with 
the global payments security market 
expected to reach $54.1 billion 
by 2028, growing at a compound 
annual growth rate (CAGR) of 
16.5% between 2021 and 2028, 
digital payments open the door to 
security breaches and fraud. With 
the payments industry set to invest 
more time and money ensuring top-
of-the-line security solutions are 
in place, financial criminals match 
that workload with new malware.

It should come as no surprise that 
distrust in the payments industry 
is a factor standing in the way of 
its exponential growth. Identifying 
vulnerabilities in payment software 

is incredibly important to keep up 
with the latest payment solutions 
and its risks to instill trust among 
customers. Cutting corners in the 
security of digital payments can 
only cause more harm, especially 
if real-time, low-cost payments are 
already almost too good to be true.  

The global real-time payments 
market was valued at USD $13.55 
billion in 2021 and is expected to grow 
at a CAGR growth rate of 34.9% from 
2022 to 2030. The adoption of real-
time payments by businesses surged 
following pandemic lockdowns in 
2020 as they filled in the gap of the 
payment ecosystem with contactless 
and timely payment solutions. Prior 
to real-time payment solutions, 
businesses—and specifically finance 
teams—struggled with wasted 
time due to operational problems, 
including slow payments and failed 

By Eddie Gonzalez, Guest Contributor

The Future of the Customer Journey 
in the Payments Industry

expectations between what was 
promised and what was ultimately 
delivered. 

One-third of business payments are 
still made manually, but making 
the shift to more efficient digital 
payment solutions can reduce risks 
and preserve revenue that might 
otherwise have been lost. Mitigating 
the risk of payment failures is one 
benefit that can come from using a 
reliable payment infrastructure. Not to 
mention, businesses would have more 
control over the payment process. 
Being able to move money quickly 
and knowing the status of individual 
transactions is an important feature 
when payments need to be made in a 
short amount of time. It also removes 
any risk associated with credit 
payments as transactions are cleared 
and settled in real time.

International payments are cause 
for a new challenge altogether. 
Businesses and individuals 
making international payments 
in a multitude of currencies often 

experience high transaction and 
regulatory fees. The additional cost 
of doing international business 
can certainly add up, and often 
these charges are passed on to the 
payee. The combination of high 
transaction fees, slow speeds and 
poor transparency have dominated 
international payments, making 
them highly inefficient. 

National bank transfer solutions, 
similar to ACH (automated clearing 
house) transfers, can allow costly 
transfers to be transacted across 
lower-value rails using the latest 
digital technology, ensuring 
customer convenience, reliability 
and fast payments. These payment 
solutions provide a better result for 
both the payer and the payee as they 
provide lower transaction fees, and 
the transfer can be made within a 
couple of days—as opposed to wire 
transfers, which are costly and take 
longer to process.

The global payments industry 
still has a long way to go to 

achieve efficiency demanded by 
consumers, but the pandemic 
exponentially accelerated its ease 
of use and accessibility. The digital 
transformation led to more efficient 
digital payment solutions and 
changed how businesses operate, 
and this became a foundational 
pillar to securing a positive customer 
journey. Customers and business 
partners in the payments industry 
value trust above all else, and 
payment providers are increasingly 
offering high-security solutions 
and data that tracks the payments 
journey, creating reliable end-to-end 
communication.

Next Steps in the Customer 
Journey

Every touchpoint of the customer 
journey has been made more 
convenient to the consumer by 
going digital, and no facet of any 
stage should be overlooked, right 
down to making the transaction as 
seamless as possible. The reality is, if 
consumers have the option to advance 

at their own pace and can resolve 
problems on their own, they are more 
likely to proceed to the next stage. 

Enhanced innovations in technology 
can ensure customers are given the 
information they need to keep them 
progressing forward, but privacy 
is also a highly important element 
to factor in. Demand for a fully 
digital, custom-tailored payment 
experience will surely be high in 
the coming years as the payments 
industry meets ever-evolving 
consumer demands and payment 
providers expand capabilities 
to increase efficiency, optimize 
security, deliver transparency, and 
make digital payments even more 
accessible around the globe.

SSN

Eddie Gonzalez is 
founder and CEO 
of i-payout.

Trust and Transparency:
Payers and payees expect full transparency 
of the progress of their transaction at every 
stage anywhere, anytime. The industry is moving 
towards a highly personalized banking experience.

Low-Cost Payment Rails:
Payment rails provide the infrastructure to move money 
from one place to another. Rails with low fees will always be 
more appealing for individuals making B2B and B2C 
payments in multiple payments and currencies.

Top-of-the-line Security:
Security between customers and partners has 
never been more important as banking goes 
digital. Keeping up with the latest security tools 
to protect funds and customer data is a top 
priority for businesses in the digital age.

Access to Real-Time Payments:
Instantaneous data sharing has become a 
part of our daily lives. Payment providers 
that can deliver instant funds to partners 
will hold an advantage over their competitors.
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SPECIAL REPORT: ECONOMIC UNCERTAINTY IN 2022

As the past several years have 
demonstrated, the direct selling 
channel is not only unique in its 
approach to marketing goods and 
services to the public, but also in 
the ways that it responds to and is 
affected by the various dynamics of 
today’s economic trends, pressures, 
and realities.

There is no better example of this 
than the direct selling sales boom 
of 2020. As the U.S. and world 
economies faltered in the face 
of COVID-19-related shutdowns 
and disruptions, the direct selling 
industry experienced a 13.9% 
year-over-year increase in retail 
sales as well as a 13.2% increase 
in distributors working part-time 
or full-time.

Herbalife stock rose more than 
100% between March 2020 and 
February 2021. Even companies 
that rely more heavily on person-to-
person direct sales and party plans, 
such as Tupperware, saw explosive 
growth. The food storage giant saw 
its share price increase from $1 
to $30 per share between March 
and October of 2020. Nutrition 
and skincare direct seller USANA
reported a 7% increase in net sales 
in 2020, including a 14% jump in the 
fourth quarter of that year.

However, in 2021, as the U.S. 
economy rebounded from its 
pandemic-induced drop off, 

including a full recovery of the 
U.S. stock market and significant 
improvements in national 
employment figures, sales and 
participation growth began to slow 
for many direct selling companies 
compared to 2020 numbers. While 
the channel as a whole reported a 
record $42.7 billion in retail sales in 
2021, up 6.4% over 2020, the number 
of direct sellers decreased by 5.2%.

2022 So Far a Mixed Bag of 
Economic Indicators

The U.S. economy in 2022 has seen 
record levels of inflation, interest rate 
increases, stock market losses in the 
double digits and continued supply 
chain disruptions. In the first quarter 
of 2022, the GDP fell for the first time 
since 2020. However, other indicators 
are quite positive; unemployment 
is at near-historic lows, wages are 
increasing at their fastest pace in 
decades, and consumers are spending 
more in many sectors, including 
travel, lodging, and dining—clearly a 
rebound from the lockdowns of 2020.

Success Amid Recession

With the direct selling channel’s 
recent history of explosive sales 
and participation growth in the face 
of national and global economic 
downturns, the current outlooks 
suggesting a possible recession 
have some direct sellers seeing 
reasons to stay positive.

Dustin Gardner, chief financial 
officer at Tranont, believes the 
recession is already here, but that 
the difficult economic times are 
resulting in more people needing 
additional income through gig work.

“We’re seeing two sides; June, 
July and August tend to be slower 
months for the direct selling 
industry because people are on 
summer vacation. But then you add 
the pending recession—which, I 
believe, is already here, especially 
with the inflation we are seeing and 
the interest rate increases—and 
we see an uptick in the number of 
people who want a second business.

“Our Chief Sales Officer comes to 
meetings and confirms this, and we 
are hearing this from the field as 
well,” Gardner adds.

John Licari, chief operating officer 
at Total Life Changes, also 
recognizes the inherent strength 
of direct selling during economic 
downtimes.

“I would not go as far to say that 
direct selling is recession-proof, 
but I believe we are a recession 
safe haven. People need that extra 
money, and that will offset the 
inflationary pressures for the 
consumer. I know this, my partner 
Jack knows this, and so many 
C-levels in our industry know this—
we’re not afraid of recession.”

Licari says that having more brand 
partners during difficult economic 
times serves to offset the decreases 
in discretionary spending affecting 
product sales.

“Unfortunately, in most people’s 
budget, health and nutrition is close 
to the bottom. It’s their house, their 
mortgage or rent payment, gas for 
the car, insurance, etc. And if there 
is any money left, they’re going to 
buy our vitamins and drink our 
detox tea. But if we get an influx of 
distributors, we can offset that. And 
most of the time, we not only offset 
it, but we beat it. It has happened so 
many times before. We took off as a 
company and really made our mark 
in 2007 and 2008, when things 
were falling apart financially in this 
country.”

The Effects of Low 
Unemployment on Gig Work 
and Retail Sales

In a continued recovery from 
the mass shutdowns and layoffs 
following the start of the 
COVID-19 pandemic, U.S. 
unemployment currently stands at 
3.6%, just a tenth of a percent lower 
than before the pandemic.

With fewer unemployed Americans, 
the number of people seeking out 
gig work could logically decrease. 
However, more people working 
also creates more consumers 

By David Bland

Navigating the Challenges of the 
Post-Pandemic Economy
Direct sellers adjust to record inflation, low unemployment 
and a looming recession

with disposable income and more 
potential distributors with money 
for starter kits.

“As people work full time, they do 
have extra cash for our products. 
And some of these products, quite 
frankly, are very expensive,” says 
Garner.

“Furthermore, when people have 
full-time employment, that also 
gives them extra cash to start 
a direct selling position. Our 
demographic here is primarily 
women who are looking for a job 
that they can fit into their busy 
work and home schedules.”

TLC’s Licari confirms the difficulty in 
increasing distributor numbers when 
competing with employers offering 
increasingly high salaries and hourly 
wages, along with good benefits.

“From a representative standpoint, 
there are so many companies 
offering great pay, great benefits 
and work from home,” he says. 
“These employers are so desperate 
to fill positions that they’re willing 
to do anything to make that happen. 
I mean, the local restaurant near 
me is paying $25 an hour for 
dishwashers because they just can’t 
find any. Let’s use that dishwasher 
as an example. They are making 
$25 an hour. If they were making 
$15, they might be looking for a 
side gig, but now they’re not.”

Large vs. Small – Companies 
React Differently to Economic 
Stress

While channel-wide trends and 
behaviors are worth studying, the 
diverse companies of the direct 
selling industry by no means 
respond to economic pressures and 
changes in the same way.

Company size and exposure to 
international markets and risks 

We’re seeing two sides; June, July and August 
tend to be slower months for the direct selling 
industry because people are on summer vacation. 
But then you add the pending recession—
which, I believe, is already here, especially 
with the inflation we are seeing and the interest 
rate increases—and we see an uptick in the 
number of people who want a second business.
— Dustin Gardner, Chief Financial Officer, Tranont

CONTINUED ON PAGE 19

is certainly one important factor, 
according to Gardner.

“I would say that there is a direct 
correlation between the size of a 
company and their exposure to 
larger national or global economic 
trends,” he says. “When we’re 
talking about global companies like 
USANA, Nu Skin and Herbalife, the 
majority of their revenue is coming 
from outside of the United States. 
So, the problems that come along 

with international logistics and 
supply chain issues or problems in 
China and Russia can be a bigger 
contributor to sales decline.”

Conversely, larger companies 
will often have the resources and 
experience to withstand national or 
global economic downturns, supply 
chain problems or shutdowns, 
according to some experts.
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Ray Chipman and Marc Andrus, 
partners at Squire & Company, 
a tax and audit accounting firm 
that services many direct selling 
companies, say that a company’s 
size contributes in both positive 
and negative ways to economic 
challenges.

“It seems like a tale of two worlds,” 
says Chipman. “The direct selling 
space has always been a tale of 
companies that are taking off or 
going down. And so the largest, 
most successful companies 
obviously have found a way to just 
maintain and have a good growth 
model because of their product 
brand loyalty. But some of the 
smaller companies have a quick 
pop and then a drop.”

Conversely, Andrus observes that 
larger companies may not be as 
quick to adjust to changes in the 
market or economy that affect the 
top line.

“The flip side is that larger ships 
take a lot more time and effort to 
change course,” he says. “When 
they are moving in one direction 
and have to pivot, they have to 
move the whole field as well. Thus, 
more resources have to be used to 
figure these things out with the 
larger companies.

“There are pros and cons to being 
both big and small, but the pro to 
being a small company is that you 
can come out of the gates with a 
model that is more appealing to the 
younger generation, as opposed to 
having to transition to that.”

Chipman says that larger 
companies tend to be more 
proactive in bracing for economic 
problems by establishing core 
processes to manage surges in 
growth as well as declines.

“Small companies are often less 
sophisticated,” he says. “Larger 
companies are able to be more 
proactive getting their expenses 

in line with where they’re really 
going to be. And that will help 
the long-term viability of the 
company, as opposed to some of 
the startups, which end up being 
a f lash in the pan because they 
never built the underlying core 
processes to help them manage 
growth or decline.

“I see companies that are down 
20%, 30% in revenue because they 
are slow to adjust their G&A, and 
they don’t let people go until it’s 
too late. So we’re seeing some of 
that right now where executives 
say, ‘I had really good margins 
and net income, and I didn’t want 
to let my people go. So I didn’t, 
and now I’m dealing with a loss,’ ” 
says Chipman.

Distributor Behavior Is an 
X-Factor

As the direct selling business 
model relies on independent 
contractors to connect its products 
to consumers, changes in the 
behavior and mindset of these 
distributors during different 

economic cycles or global events 
becomes an important factor for 
companies to consider.

Herbalife has recognized this 
phenomenon, as explained by its 
Chairman and CEO John Agwunobi 
during the Q1 Earnings conference 
call in May.

“Despite the adaptability and 
ingenuity of our distributor base, 
we’ve begun to see an emerging 
shift in behavior,” Agwunobi 
says. “Specifically, we’ve begun to 
see that as a group, the behavior 
of distributors that joined the 
business during the pandemic 
has diverged from historic trends. 
The number of distributors from 
this cohort that are ordering and 
recruiting is below last year and 
below expectations.”

Herbalife reported an 11% decrease 
in net sales in the first quarter of 
2022. The company’s chief financial 
officer, Alex Amezquita, addressed 
this challenge during the call as 
well as the decision that was now in 
front of them.

“We see a change in behavior of 
the cohorts,” Amezquita says. “We 
know what that problem is. It’s 
actually a known issue that we have 
addressed in our 42-year history 
thousands of times as each market 
goes through a cycle.

“We’re just looking for that data, 
and we’re looking for the strategic 
initiatives that each market is 
employing to figure out—is it a 
better use of time to reengage or is 
a better use of time to recruit new?”

Squire’s Andrus sees this 
distributor phenomenon as well 
from a demographic perspective.

“I think that the industry as a 
whole is needing to figure itself 
out a little bit,” he says. “What 
we’re seeing is that a lot of newer 
companies are trying to figure out 
the problem of the millennials 
not wanting to build a business, 
not wanting to build a team and 
instead taking the affiliate route.

“They want to put a link up on 
Facebook and get people to buy the 
product and take a commission 
from it. So, companies are working 
to figure out what that solution 
looks like, such as a hybrid 
between a traditional commission 
model and a newer type of one-
level affiliate model. I don’t see 
the direct selling industry going 
anywhere. It just needs to migrate 
at some point or pivot a bit.”

NAVIGATING THE CHALLENGES, CONTINUED FROM 17
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David Bland is the 
publisher of Social 
Selling News.

I would not go as far to say 
that direct selling is 
recession-proof, but I believe 
we are a recession safe 
haven. People need that extra 
money, and that will offset 
the inflationary pressures 
for the consumer.
— John Licari, Chief Operating Officer, 
    Total Life Changes
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EXECUTIVE SEARCH COMPANIES
RANKED BY NUMBER OF DIRECT SELLING CLIENTS INVOICED IN PAST 12 MONTHS

RANK
COMPANY 

NAME & 
LOCATION

NUMBER OF 
CLIENTS INVOICED 

IN THE LAST
12 MONTHS

KEY 
CONTACT SAMPLE CLIENTS WEBSITE CONTACT INFORMATION

1
Direct Sales 
Experts Inc.
Orlando, FL

31
Craig 

Fleming

In Cruises
Tori Belle 
Cosmetics
Merry Vital

DirectSalesExperts.com
407-489-3351  

Craig@DirectSales
Experts.com

2
Driggs Search 
International

Salt Lake City, UT 
and Mesa, AZ

22
Scott 
Driggs

Kyani
LifeVantage

Plexus          
driggssearch.com

801-253-1818
scott@driggssearch.com

3
Hanna Shea 

Executive Search
Chandler, AZ

21
Sean 

Eggert

Green Compass  
Color Street

PM International
hannashea.com

844-344-7177
info@hannashea.com

4
Serendipity 

Executive Search
Scottsdale, AZ

21
Kristina 
Swift

Nature’s Sunshine  
ThermoMix/

Vorwerk
Bemer

SerendipityExecutive
Search.com

315-222-6623  
Kristina.serendipity

@gmail.com

5 C3 Executive Search 
VA and CA

15

Kate 
Gardner 

and Michele 
McDonough

USANA
Norwex

PartyLite
c3executivesearch.com

TX 214.908.7570 / 
CA 949.466.2707 
kateandmichele@

c3executivesearch.com 

6

Pam Anthony 
Recruitment
Rawtenstall, 
Rossendale, 

Lancashire, UK

10
Pam 

Anthony

Synergy Global  
Younique  
Oriflame

pamanthony-recruitment.
co.uk

00-44-(0)1706 231354  
Pam.anthony@pamanthony-

recruitment.co.uk

7 IMPACT This Day
Clearwater, FL

7
Debbie 
Squier

Rodan+Fields
Monat Global  

Lifewave
impactthisday.com

727-743-9924
debbie@impactthisday.com

8
Wakefield Talabisco 

International
New York, NY

3
Barbara 
Talabisco 

Saladmaster     
Oriflame Cosmetics 

Regal Ware
wtali.com

212-661-8600
barbara@wtali.com

Each month, The Ranks spotlights companies, people or trends that are important to the direct selling channel. This month, The Ranks lists executive 
search companiess that work specifically in the direct selling realm, ranked by number of direct selling clients invoiced in the past 12 months. 
Companies with the same number of clients are listed in alphabetical order. The Ranks will vary monthly in type of information and in number 
of items included.
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WHAT’S NEW 
Kirby Opens Selling to Customers Online
After 108 years, The Kirby Co., based in Cleveland, Ohio, has taken a 
step further in line with the digital future by offering products for sale on 
its website, Kirby.com. The company has sold vacuum cleaners and home 
cleaning accessories to customers through door-to-door sales as well as 
at small businesses since its inception. According to the company, that 
part of the business continues to thrive with distributors buying directly 
from the company and selling products through in-home demonstrations. 
Executives still consider demonstration of the vacuum’s performance 
and quality best shown in person. Yet, following current purchasing pat-
terns, the company also wants to meet consumers where they are and 
acknowledges that they may want to experience products and purchasing 
differently. Maintaining its legacy of quality, all products are made in the 
United States, in Texas and Ohio, and the vacuums are made of die-cast 
aluminum with the ability to last up to 40 years.

DSEF Honors ‘Educator of the Year’ Inductees
The Direct Selling Education Foundation (DSEF) has announced 
Dr. Dianne Welsh and Dr. Anne Coughlan as recipients of its 2020 and 2021 
Educator of the Year Award. Dr. Welsh is the Hayes Distinguished Profes-
sor and founding director of the Entrepreneurship Cross-Disciplinary Pro-
gram at the University of North Carolina Greensboro. Dr. Coughlan is the 
Polk Bros. Chair and emerita professor of marketing at Northwestern Uni-
versity. DSEF recognized Welsh and Coughlan during the Direct Selling 
Association’s Engage 2022 Conference on June 7 in Boca Raton, Florida. 
Created in 2017, the DSEF Educator of the Year award is given to educators 
who demonstrate outstanding service to the Foundation through leader-
ship, personal involvement, teaching and research. Welsh contributed her 
leadership and guidance to professors as part of DSEF’s work with univer-
sity professors throughout the country to offer direct selling curriculum 
development. Coughlan has co-authored award-winning research on the 
lifecycle of direct selling distributors, consumer harm in voluntary busi-
ness arrangements, and more.

Herbalife Agrees to $12.5 Million Settlement 
in 2017 Lawsuit
Herbalife Nutrition Ltd. has agreed in federal court to pay a $12.5 mil-
lion settlement to a potential $1 billion class-action lawsuit filed in California 
against the company in September 2017. The class action accused Herbalife 
and top distributors of using a deceitful seminar scheme, Success Training 
Seminars, to lure new distributors. While the settlement has been agreed 
upon, the legal proceedings have been stayed by the judge in California until 
Aug. 15. This California action is closely related to a case in Miami, Florida, 
which involves the same claim with the same plaintiffs. Herbalife states in 
the filing that it is not “admitting fault, liability or wrongdoing” but did agree 
to five stipulations, which amend its conduct and distributor policies. These 
stipulations express that “attendance is not mandatory and does not guaran-
tee financial success” at these events, and any representation to the contrary 
is prohibited. All corporate flyers also are required to state this. Tickets can 
now be refunded or canceled within a certain timeframe.

MONAT Brings Pop-Up Shop to London
For the first time ever, MONAT brought a two-day “Discovery Pop-Up 
Shop” to London providing the opportunity for visitors to learn about 
its vegan, cruelty-free, healthy aging products. Along with its hair care, 
skincare, and wellness ranges, the pop-up also offered complimentary 
beauty services, such as MONAT-related nail art, dry hair styling, and 
hand massages using MONAT’s new hand cream. A celebrity hair stylist 
provided the dry hair styling using MONAT hair protecting and styling 
products, and visitors were also able to create wellness drinks with the 
latest MONAT Wellness launches, including those made with collagen 
and healthy greens. Along with getting to know and experience MONAT, 
perhaps for the first time, visitors to the MONAT Pop-Up Shop received 
a complimentary goody bag with best-selling product samples to try at 
home, based on availability.

USANA Explores Research 
in Traditional Chinese Medicine 
USANA recently partnered with the U.S. Center for Chinese Medicine 
(USCCM) to host a joint research symposium in Maryland as it further 
explores the efficacy of Traditional Chinese Medicine (TCM). The sympo-
sium was a proactive step toward seeing how TCM can be integrated into 
Western health practices and provide alternative interventions. USA-
NA’s chief scientific officer, Dr. Rob Sinnott, and director of new product 
research, Dr. Jeremy Tian, joined several USCCM speakers during the 
event. The join research symposium is part of USANA’s broader five-year 
collaboration with the Beijing University of Chinese Medicine (BUCM), 
which brings together scientists and research around both modern nutri-
tional science and TCM to further develop products and protocols that 
support global health and wellness. USANA and BUCM are already eval-
uating the effectiveness of TCM to replenish Qi (an ancient Chinese heal-
ing art involving meditation), researching TCM ingredients, and develop-
ing targeted nutrition for different body types.

Nu Skin Doubles Down on Affiliate Model
Nu Skin Enterprises Inc. shows positive financial results following the 
first quarter after announcing its shift from a direct selling firm to a “social 
commerce company.” In the first quarter of 2022, ending March 31, Nu 
Skin had 1.3 million customers, about 250,000 affiliates, and more than 
50,000 sales leaders. Nu Skin first shared news of its intentions to move 
toward the affiliate model during its Investor Day presentation earlier this 
year, and called the strategic transformation plan, Nu Vision 2025, later in 
a letter to shareholders regarding its 2021 results. The company set a goal 
of growing its “affiliate-powered social commerce” business to comprise 
half of its global operations by 2025, according to the letter. Ryan Napier-
ski, president and CEO, stated Nu Skin started seeing the growing power of 
social media for its distributors in recent years, and to support this growth 
is investing in technologies including the recent purchase of Mavely, a plat-
form to help its affiliates build their social businesses.

More Direct Sellers Close Operations in Russia 
Amway and Young Living have both announced they are stopping 
business operations in Russia. Amway stated that it would be thoughtful 
and considerate when winding down, while “providing support to those 
impacted by this decision.” Regarding distributors and customers, it plans 
on “treating all with openness, dignity, and respect while meeting our con-
tractual and statutory obligations.” Amway, which has had an operational 
presence in Russia for 17 years, stated on its website that this is the first 
time in its 63-year history to leave a market and citied “economic, tech-
nological, organizational and operational circumstances” as contributors 
to the exit. Young Living announced that it had also ceased its business 
in Russia. This move follows a previous announcement in March 2022, 
when the company suspended some promotional and operational activity 
in Russia and the CIS. The D. Gary Young, Young Living Foundation has 
committed to continuing its work with relief organizations at the Ukraine 
borders to support families in need. 

Manufacturing Facility of Nature’s Sunshine 
Now 100% Solar-Powered 
Nature’s Sunshine Products has converted its manufacturing facil-
ity in Spanish Fork, Utah, to 100% solar energy to power its operations. 
Currently, the facility manufactures the majority of the company’s herbal 
supplements.  This transition to renewable energy resources is one of sev-
eral milestones the company set in its inaugural environmental, social 
and governance (ESG) report with a commitment to reach this goal by 
2023. The switch takes Nature’s Sunshine a substantial step closer to 
achieving the other goals it outlined in its ESG report, including reducing 
greenhouse gas emissions by 50% by 2025. This recent conversion of the 
manufacturing facility now reduces Nature’s Sunshine’s greenhouse gas 
emissions by 42%. Other sustainability milestones Nature’s Sunshine is 
working toward include: zero waste to landfill by 2025 at U.S. distribution 
centers; and 35% waste reduction at the manufacturing facility by 2025.

New Image Acquires Nutrimetics   
New Zealand-based New Image Group has acquired Nutrimetics, a skincare and cosmetics brand, from Tupperware Brands Corp. for an undisclosed 
amount. The acquisition includes Nutrimetics Australia, Nutrimetics International New Zealand, Nutrimetics Manufacturing and Nutrimetics France. Rod Tay-
lor, CEO of New Image International, said that at the time Tupperware chose to sell its beauty business units, he and others formerly associated with Nutrimetics 
saw it as an opportunity for New Image Group. New Image Group is a wellness and nutritional product manufacturer and exporter since 1984, with a globally 
expertise in colostrum and infant formula. It is comprised of two subsidiaries: New Image International, a global direct selling retail sales channel, and NIG Nutri-
tionals, the New Zealand manufacturing and packaging center that services New Image International and additional customers both domestic and international. 

WHAT’S NEW 

Beautycounter Launches Text Campaign 
to Advocate for Cosmetic Safety
Clean beauty brand Beautycounter recently launched a text action 
campaign to push for meaningful changes to the Food and Drug Admin-
istration Safety and Landmark Advancements Act (FDASLA). By work-
ing with federal lawmakers, the company would like to see cosmetic and 
personal-care regulation and oversight modernized through an update to 
the legislation. The Senate committee voted on a bill in June that would 
do just that, the Modernization of Cosmetics Regulation Act of 2022. But 
Beautycounter proposed further ways to strengthen the bill in a letter by 
Founder Gregg Renfrew. Proposed modifications focus on further pro-
tecting states’ ability to enact their own laws and regulations concern-
ing health and wellness; creating a more robust safety standard based 
on a “reasonable certainty of no harm”; and banning the use of PFAs in 
cosmetics. Beautycounter is encouraging consumers and its community 
of more than 50,000 distributors to text BETTERBEAUTY to 52886 to 
access suggested communication that can be sent to local representatives 
to share their support of proposed changes to the legislation. 

doTERRA Begins Operations in India, Chile 
doTERRA has expanded its global footprint by opening new operations in 
India and Chile. The Indian region will now also serve as a central hub for 
doTERRA to cover all of South Asia. According to the company, many of its 
essential oils are sourced from India, Asia, the Pacific, the Middle East, and 
Africa, so it makes sense to have some operations in India. Manoj Shirod-
kar, an industry veteran with over 25 years of operations experience, will 
manage doTERRA’s operations in that market. The company’s increasing 
presence in South American will also now include a new corporate office 
and locally registered products in Santiago, Chile. The new operations 
in Chile will support the expanding needs of South America, providing 
opportunities to those interested in essential oils throughout the region, 
which is the fourth-largest economy in South America, with the highest 
GDP per capita on the continent. Claudia Pino Baquedano, a leader in the 
industry, will manage doTERRA’s operations in Chile.

THE SUPPORTERS 

MEET OUR PARTNERS
Below is a listing of all of the suppliers who placed display advertising in this month’s issue. We are grateful for their participation and support in bringing news and 
information to the social selling channel. 
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Mary Kay Teams Up with Professor to Study Skin Microbiome
Mary Kay Inc. has partnered with Dr. Jack Gilbert, a professor of pediatrics at the University of California San Diego School of Medicine and a professor of 
microbial oceanography at UC San Diego Scripps Institution of Oceanography. The focus of their research and partnership will be the skin microbiome—one 
of the most important aspects of health that is still not well understood. More specifically, the skin’s aging process and its influence on the skin microbiome will 
impact how cosmetics are designed in the future, according to Dr. Lucy Gildea, Mary Kay’s chief innovation officer, product and science. Dr. Gilbert became 
co-director of the Microbiome and Metagenomics Center at UC San Diego this year as part of the National Institutes of Health’s $175 million Nutrition for 
Precision Health program. Joining Gilbert, scientists at Mary Kay hope to explore how different skin attributes are associated with microbial shifts in women.
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ON THE MOVE 

People on the Move

Sponsored by:

HENRY BEDFORD, SOUTHWESTERN 
Board chair Henry Bedford has assumed 
the role of CEO at Southwestern Family 
of Companies, following the departure of 
Dustin Hillis. Hillis had served as CEO since 
July 2018 and had joined the company in 
2006. Bedford has spent more than 45 years 
with Southwestern, having started as a 
student sales rep. 

VINCENT MCMAHON, SOUTHWESTERN
Southwestern Family of Companies
has appointed Vincent “Vince” McMahon
to general manager of the Southwestern 
Distribution Center. McMahon has more than 
20 years of operational leadership experience, 
including with CEVA Logistics, Advanced 
Innovative Technology Corp., and Beck/Arnley 
Worldparts Inc.

DAVID MACLEAN, PPLSI
PPLSI, the parent company of LegalShield
and IDShield, has promoted David MacLean
to vice president of strategic growth within 
its Business Solutions division. MacLean will 
oversee strategies for membership growth, 
marketing and communications. Most 
recently, he was vice president of sales in that 
division. Before PPLSI, he was at MetLife. 

SHOEB ANSARI, EXP WORLD HOLDINGS
eXp World Holdings has hired Shoeb 
Ansari as chief information officer of eXp 
World Holdings. In this new role, Ansari 
will lead software engineering, product 
management, IT, product launch, project 
management, and data services. Prior to this 
role, he was the chief technology officer for 
RealPages and PR Newswire. 

ROBERTO VICINANZA, KYÄNI 
Kyäni has appointed Roberto Vicinanza, 
M.D., Ph.D., to the company’s Scientific 
Advisory Board. Dr. Vicinanza is a
physician, geriatrician, researcher and 
associate professor at USC Leonard Davis 
School of Gerontology. He specializes in 
nutrition, cardiovascular health, nitric 
oxide, diet, and metabolic disorders.

LEO PAREJA, EXP WORLD HOLDINGS 
eXp World Holdings, the holding company 
for eXp Realty, has hired Leo Pareja as 
president of affiliated services for eXp Realty. 
He will oversee products and services such as 
mortgage, title, escrow, and lead-generation 
platforms. Pareja has more than 20 years 
of real estate experience and co-founded 
Washington Capital Partners. 

MARÍA ANDREA VARGAS, NATURA
María Andrea Vargas has been named  gen-
eral manager of Natura in Colombia. Vargas 
has spent 10 years with Natura and worked 
as a product marketing manager and makeup 
grouper as well as commercial operations man-
ager. Specializing in industrial engineering and 
cosmetics, Vargas will also prioritize continuing 
initiatives to protect the Amazon rainforest.

LAWRENCE PERKINS, NEWAGE
Lawrence Perkins will serve as interim 
principal financial officer for NewAge Inc.
Perkins and the firm he founded, 
SierraConstellation Partners LLC, already 
provide chief restructuring officer and other 
services to the company. He has over 20 years 
of management consulting and advisory 
experience with companies in transition.

DAN GUBLER, VASAYO
Vasayo has named Dr. Dan Gubler, Ph.D., 
as chief scientific officer and head of the 
Vasayo Scientific Advisory Board. Gubler is a 
chemist and former Brigham Young professor 
researching phytonutrients in plants to help 
improve people’s health. He is the founder and 
host of “Discover with Dr. Dan: The Proactive 
Health Podcast.” 

JUSTIN SPARKS, IDLIFE
Justin Sparks has joined IDLife as chief 
financial officer. He will oversee the company’s 
financial strategy to increase profitability and 
improve overall financial health as well as use 
data and analytics to drive business. With a 
24-year career in business intelligence and 
finance, Sparks previously worked at 
WorldVentures as well as startup ventures.

PAUL JARVIS, TOCARA
Canadian jewelry company Tocara has 
appointed Paul Jarvis as global president 
and chief operating officer (COO). Jarvis most 
recently served as global chief operating officer 
of Juice Plus+. In his 25-year career, Jarvis 
led global direct sales including Organo Gold
and Vision International People Group. 
He will lead daily operations at Tocara.

LAURA BRANDT, IDLIFE
Laura Brandt has been promoted to pres-
ident of IDLife. She will now establish the 
company’s short- and long-term goals, oversee 
resource allocation, and help cast the compa-
ny’s vision. Brandt joined IDLife in 2013 as 
director of project management. She previously 
worked at Enhance International and Max 
International, in corporate and the field.

MARK BENNETT, IDLIFE
IDLife has appointed Mark Bennett to chief 
business and legal officer. Previously, Bennett 
served as chief operating officer and general 
counsel. He will now work with leadership to 
execute key growth strategies, develop new 
business opportunities, and oversee legal and 
regulatory affairs. Before IDLife, Bennett 
spent almost 20 years practicing law.

KIM DRABIK, DSEF
Kim Drabik, senior director of corporate 
affairs for Plexus, has joined the Direct 
Selling Education Foundation (DSEF)
Board. Drabik, who served as chairman of 
the World Federation of Direct Selling 
Associations Advocacy committee, 
will serve three years on DSEF’s board. 
Previously, she spent 28 years with Amway.

DSA, NEW BOARD OFFICERS
The Direct Selling Association (DSA)
elected new officers to its board of directors: 
Chairman – Kevin Guest, USANA Health 
Sciences Inc., CEO and Chairman of the 
Board; Vice Chairman – Danny Lee, 4Life 
Research, President and CEO; Vice Chair-
man – Cindy Monroe, Thirty-One Gifts, 
Founder; and Treasurer – David Merriman, 
ACN Inc., Executive Vice President. 

ON THE MOVE 
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RESOURCE DIRECTORY RESOURCE DIRECTORY 

COMPLETE 
MERCHANT 
SOLUTIONS
1-877-267-4324
sales@cmsonline.com
727 North 1550 East 3rd Floor, 
Orem, UT 84097
www.cmsonline.com

Complete Merchant Solutions 
(CMS) is a full-service US merchant 
account provider representing 
multiple banks. CMS safely and 
securely supports many types of 
payment processing for direct 
selling companies.

JENKON
Jenkon: 915 Broadway Street, 
Ste. 400 
Vancouver WA 98660 
jenkon.com

From Startup to Enterprise, Jenkon 
provides Direct Selling companies an 
award-winning, scalable platform unifying 
the future of direct selling: Openness, 
connectivity, omni-channel and 
salesforce empowerment.

PENNY AI 
375 Water St, Unit 250, 
Vancouver, BC V6B 1B8
www.getpenny.com

Penny AI is the data-driven, 
enterprise platform built for social 
sales enablement, learning, and 
strategic insights.

BYDESIGN
813-253-2235 x321
Sales@bydesign.com
9503 Princess Palm Ave,
Tampa, FL 33619

Top ranked Direct Selling, Party Plan 
and MLM software (SaaS), including 
Genealogy & Commissions, Inventory, 
Replicated Websites, Premier Rep 
Tools, Mobile App, Virtual Parties, 
E-vites, Hostess Rewards, Bookings, 
Social Sharing, Promotions, & 
E-commerce.

BLOO KANOO
20280 SW Acacia St., 
Suite 100, 
Newport Beach, CA 92660
(866) 943-2869
www.blookanoo.com

Bloo Kanoo is the first company to 
enable distributors around the world to 
conduct shoppable videoconferences, host 
shoppable livestreams and play shoppable 
videos directly on their own distributor 
sites.  Bloo Kanoo’s mission is to humanize 
the internet by eliminating the line 
between digital and personal selling.   

RALLYWARE
1-877-858-8857
sales@rallyware.com
650 Castro St, Suite 120-376, 
Mountain View, CA 94041

Rallyware mobile and web apps 
enable direct selling companies 
to onboard, train, and engage 
distributors by delivering personalized 
activities based on their individual 
performance data. Global industry 
leaders use Rallyware realizing 23X 
ROI on average.

IDSTC
1208 E. Kennedy Blvd.
Suite 222
Tampa, FL 33602
(813) 277-0625
www.idstc.com, info@idstc.com

Flight Commerce Inc. helps enterprises and 
entrepreneurs who are fixated about their sales 
goals catch a relaxing direct Flight to their unlimited 
revenue potential and freedom. Flight is the 
All-In-One Software You Need to Master Direct 
Sales - Social Selling - Ecommerce - & More

goals catch a relaxing direct Flight to their unlimited 

THATCHER 
TECHNOLOGY GROUP
55 Shuman Blvd. Suite 350
Naperville, IL 60563
866.698.3848
www.thatchertech.com
We provide direct selling’s most 
configurable technology platform 
designed for social selling, network 
marketing, and party plan companies 
of every size.

XIRECT
686 E 110 S Suite 104
American Fork, UT 84003
385-448-1800
https://www.xirect.com

Xirect helps companies reclaim control 
by providing flexible, reliable, and 
affordable software solutions so you 
can: Stop feeling forced to compromise 
quality, accuracy, and speed, Build 
trust with your field, reduce frustration, 
enhance productivity.

PROMOREPUBLIC 
c/o Vendep Oy, 
Tammasaarenkatu 1, 00180 
Helsinki, Finland 
+1-929-376-0126
www.promorepublic.com

PromoRepublic for Direct Sales 
is a social selling app helping 
distributors stay compliant on social. 
A mobile app empowers distributors 
to be more active on social, 
increasing the number of people 
talking about the brand.

VERB
801-367-8032
mjo@verb.tech
782 S. Auto Mall Dr. Ste A
American Fork, UT 84043
www.verb.tech

The industry leader in cutting 
edge digital and physical sales and 
marketing solutions. Our digital 
prospecting and training platform 
provides Sampling, Training/
Education, and our new Mobile 
LMS. Call for a FREE demo.

I-PAYOUT
540 NE 4th Street
Fort Lauderdale, FL
www.i-payout.com
discover@i-payout.com
866-317-8772

Since 2007 i-payout has been 
the leading payment choice 
for pay out and pay in solutions. 
We pride ourselves on exceptional 
service paired with integrated and 
customized solutions.

INFO TRAX
1875 S State Street #3000 Orem, 
UT 84097
(801) 431-4900
info@infotraxsys.com

InfoTrax Systems is a trusted 
global name in MLM software 
with over 30 years of commissions 
and network marketing expertise. 
We’ve created the first and only 
comprehensive platform software 
solution, FlexCloud. 

EXIGO
1600 Viceroy Dr, Suite 125
Dallas TX 75235
(214) 367-9933
www.exigo.com
sales@exigo.com

We give you everything you need 
to operate a full-scale and premier 
direct sales company. We offer a 
flexible and scalable platform to give 
you a turnkey solution requiring little 
or no technical expertise. 

MOMENTUM FACTOR
4801 Spicewood Springs Ste. 250
Austin, TX 78759
(512) 690-2134
www.momofactor.com

The leading global compliance 
monitoring, reputation 
management, and brand protection 
firm for direct sellers who want 
to lower costs, reduce risks and 
outperform their competitors.

NEXIO
1-866-80-NEXIO
(1-866-806-3946)
sales@nexiohub.com
727 N 1550 E 3rd Floor
Orem, UT 84097

Nexio is a payment management 
platform that provides a way for 
direct sales companies to integrate 
payment solutions, both domestic 
and international, into one platform 
within their back-office.



34    AUGUST 2022 AUGUST 2022    35



SOCIAL
NEWS
SELLINGSSN

Insightful. Actionable. Compelling. Independent.

PRSRT STD
US POSTAGE PAID

PERMIT NO. 16
ZIP CODE 78660




