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The objectives of this research are:

1. To study the incentives in conducting the network marketing
Business.

2. To study the obstacles to conducting the network marketing
Business.

The members of the sample group used in the study consisted of 400
network marketing business operators of Amway (Thailand) Company
Limited chosen through purposive random sampling. Questionnaires were
used in the collection of data. The data obtained from respondents in the
sample group was processed by a computer software program: SPSS Version

13.0. Statistics with the level of significance set at 0.05 were used in data
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analysis to determine frequencies, percentages, means, standard deviation,
together with a Chi-square and one-way Anova test (F-test).

The results of the research may be summed up as follows:

1. The age of business operators is not too high but appropriate enough
to enable them to learn new skills. They are not too burdened by family
responsibilities and are highly educated. The period they spend engaged in
the business is not more than 1 year but those working in private companies
generally spend more than 1 year in the business. It is possible that working
women would like to have greater stability in life; therefore, they desire
greater income and additional knowledge by undertaking supplementary
business side by side with a permanent full-time job.

2. The level of incentives in terms of working conditions and the
marketing plan of direct sales companies constitutes differences in terms of
the duration of the business undertaken in accordance with a network
marketing strategy, the results being statistically significant at the level of
0.05. It was found that the rewards, such as the potential to become a
business owner, fairness to business owners, the possibility of passing the
rewards they obtained to their heirs, are incentives for people who would like
to seek additional income, security in life and a good future for members of
their family or close relatives.

3. The level of incentive in terms of trust in companies with different
network marketing strategies will constitute different incentives in the

undertaking of business with network marketing, at a statistically significant
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level of 0.05. It was found that companies engaged in network marketing
have not been able to convince the public regarding the differences between
network marketing and pyramid marketing or chain share schemes. Both are
of similar nature and that may confuse the public. Would-be operators of
businesses engaged in network marketing prefer to participate in companies
with a proven record of stability.

4. The results found that there were also obstacles from team members.
Customers do not want sales proposals or to be approached for additional
sales. Some give up using the product. Some want special privileges and
some have problems with the goods purchased. The kind of obstacles that
originated from customers are as follows: not receiving customers’ orders or
repeat orders, unpaid bills, and request to return or change goods. Such are
the medium-level obstacles that may cause a delay in business operations or
the feelings of discouragement in the operators.

Obstacles from team leaders do not bear any influence on the period in
which they are engaged in network marketing. These obstacles are few.
Obstacles from the company are also few, such as cases where goods
ordered are out of stock, there are delay in paying rewards, mistakes incurred
in paying rewards, the conditions or payment of rewards (marketing plan) are
too difficult to understand, price changes, delays in conveying information
and the lack of lists of special promotions.

5. The following suggestions are made: (1) Adjustments should be

made to the marketing plan to provide higher reward as incentives to work;

(2) More importance should be placed on team members to allow for the
future growth of the network marketing business; (3) Would-be operators
should have a thorough understanding of how to run the network marketing

business before making the final decision to engage in it.





