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EXECUTIVE CHAIRMAN
FRANK VANDERSLOOT

The Difference Is Persistence

As each month goes by and my calendar switches to a new
month, I marvel at how quickly time is flying by. It always
seems like there is so much more to do or so much more
that could be done if only 1 had the time! I realize more
than ever that taking action now on the most important
things is the only way 1 will accomplish those things that
are most meaningful in my life.

Each month, 1 wait with great
anticipation to see who is going
to advance that month. It thrills
me to see all their lives change as
their financial burdens are lifted
from them and they can finally
see the light at the end of the
tunnel. I realize that, for most of
them, Melaleuca is something
that they do in addition to

their full-time job. In building a
successful Melaleuca business, 1
know that they have had to be diligent and persistent in
contacting and presenting to new customers. Somehow,
they have found the time to pursue their dreams. They
have not allowed anything to stop them.

They put first things first, and their lives will be different
from now on—because they pursued their dreams.
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Each month, Melaleuca sends out tens of millions of
dollars in bonus checks and commission checks. The
size of those monthly checks ranges from one dollar to
hundreds of thousands of dollars. The size of the check
is always relative to the number of customers that each
Marketing Executive has in their organization.

It’s not easy, but it is simple. The only
ones who do not succeed are the
ones who do not enroll customers
consistently, week after week.”

It has been proven over and over that anyone can be
successful in this business. The key is to increase your
number of customers each week! Anyone can do it! It just
takes persistence! Those who team up with others and
have weekly presentations in their homes thrive! It does
not happen all at once—it is a business! If I wanted to
change my life building a substantial residual income, 1




would make sure that nothing stood in my way of having
a Melaleuca Overview in my home each week. Or 1 would
team up with someone else to trade off homes week by

week. I would do this because 1 have seen the fruits of
consistency and persistence.

Sometimes people dream but do not follow through with
pursuing and capturing their dreams. Our formula for
success is easy: We add customers, one at a time.

Executive Directors make in excess of one hundred
thousand dollars per year. They became Executive
Directors by enrolling new customers consistently each
week, and by helping a few of those customers become
Directors. This is not a lottery where you hope you win

if they draw your number against million-to-one odds.
Your success is guaranteed! If you consistently enroll new
customers each week, you will get there. It will not happen
any other way, but it will happen if you discipline yourself
and follow through, week after week.

I am thrilled by tens of thousands of families that are
reaping financial rewards from their Melaleuca business.
I continue to be impressed by the fact that it doesn’t
matter if someone has an education or not, or if they
come from a specific background or not. The opportunity
is the same for everyone. (1 love that part!) Persistence is

the key! Put first things first! If you set your Melaleuca
business on the “back burner,” you will never reach your
goals. It’s not easy, but it is simple. The only ones who do
not succeed are the ones who do not enroll customers
consistently, week after week.

As time flies by, 1 feel a sense of urgency to communicate
clearly the opportunity that exists when we help others
reach their goals. It starts with the enrollment process.
We do not need to hurry and we do not need to rush. But
we cannot let this week go by without at least one new
customer. It is persistence that creates success! Everyone
who wants to do it can—if they put first things first.

And enrolling new customers is always the first thing in
building a Melaleuca business.

Sincerely,

C Dok Jondidi
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Business Building

January is closer than ever. But three months

of consistent growth can put your business in
position for an explosive start to 2027. Discover
how Pacesetter, monthly promotions, and January
Launch can help provide the spark.

10

Executive Message Advancing Leaders

Growth can make the
people around you
uncomfortable. Learn why
great leaders act before
they feel confident—and
refuse to let someone else’s
expectations determine
how far they’ll go.

What can you learn from
the experience and advice
of these leaders?
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EXECUTIVE LEADERSHIP COUNCIL

The Executive Leadership Council represents the pinnacle of dedication,
leadership, and consistency at Melaleuca. These outstanding business builders
have demonstrated an unwavering commitment to growth, mentorship,
and overall wellness. We celebrate their hard work and congratulate them
on earning their place among Melaleuca’s top leaders.

Masters are those Executive, National, Corporate, and Presidential Directors
who have been Senior Directors or above for five or more years.

MASTEﬁs

Jody & Jim Morgan
FLORIDA

Brittney & Matthew Landrum
INDIANA
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TEXAS

Braydi & Tanner Hoppus Troy & Shandee Messer
ALBERTA ARIZONA

Danielle & Johnny Odom
FLORIDA TENNESSEE

Geneveve & Sean Sykes




The Executive Leadership Council (ELC) is composed of the top Executive, National, Corporate, or Presidential Director businesses with
the highest contribution index and a current Monthly Retention Index (MRI) of 50% or more. At least five positions are reserved for Masters.

Natasha Rae Lisa & Jason Rusk Morgan & Derek Martin
ONTARIO OHIO TENNESSEE

MASTERS

Devan & Adam Rothers Brittney & Zach Zillig Karah & lan Bosmeijer
KANSAS OHIO KANSAS

Brandi & Jeremiah Whitmer Sarah & Thomas Fisher Allison & Paul Thomsen
GEORGIA GEORGIA KANSAS

Consult the Annual Income Statistics on page 58 for typical results. OCTOBER 2026 | MELALEUCA.COM/LIA 9



EXECUTIVE MESSAGES

e hermostat

Effect

GROWTH

You refuse to
let the room set
your temperature.

Every Marketing Executive knows the feeling.

You know the next step to take: the person to call,

the invite to extend, the follow-up to make, the goal
to set. But right before you act, an unwanted question
squeezes its way forward in your thoughts:

What will they think?

That single question has stopped more dreams than lack of
talent ever has. In fact, most of the time, the challenge isn’t
that you don’t know what to do. The challenge is becoming
the kind of person willing to do it before everyone around you
understands, approves, or applauds.

o THE THERMOSTAT EFFECT

Growth does not happen in isolation. When you grow, the room
feels it. And your growth changes the temperature of the room.

By “room,” | mean every relationship, family, team, and social
circle you're a part of. Each of these rooms has a familiar
temperature. Inside, there are unspoken expectations about how
you act, what you attempt, and what you avoid.

DARRIN JOHNSON

Senior VP of Sales

@darrinjohnson1

PRESSURE

Your desire to
grow disrupts
the room
temperature.

CORRECTION

The room wants to get
back to equilibrium.

People get used to a certain version of you. Then you go and
start changing! You become more disciplined, set bigger goals,
and talk about your Melaleuca business with conviction. And
suddenly, the room reacts. Someone rolls their eyes. Someone
asks, “Are you still doing that?” Someone gets quiet when you
share a win.

That’s the thermostat kicking on.

Did you know that there’s a term for this very behavior?
Psychologists and family systems researchers call this dynamic
“homeostasis.” Every social group operates like a thermostat
calibrated to maintain an equilibrium. When one person begins
heating up—growing and changing—the system naturally reacts
to pull them back to what is familiar.

It isn’t malicious, and it doesn’t mean they don’t love you. But if
you let the room set your temperature, you'll inevitably drift back.

Leadership requires deciding that your future matters more than
the room’s temporary discomfort.



e THE HIDDEN COST OF ACTION

The reason why many Marketing Executives hesitate isn’t
that they lack ability. They hesitate because taking action
feels socially risky.

Making the call makes it obvious to others that you are
serious. Sending the invitation risks an exasperated
response. When you’re stepping into leadership, it often
means stepping through the fear of being misunderstood or
of being told that the time just isn’t right.

You may wonder:

* What if they think | am pushy?

* What if my family doesn’t understand?

* What if | fail—or succeed—publicly and people treat
me differently?

Those fears aren’t about strategy; they’re
about belonging. As human beings, we’re
wired for connection, so it’s our instinct to

shrink to keep the room comfortable. It’s our
instinct to soften our ambition and tell ourselves it isn’t a big
deal—even though, deep down, it actually means everything.

Guess what? You won’t build a thriving Melaleuca business

while constantly apologizing for wanting to grow. And, although

it’s hard to admit, sometimes the strongest thermostat in
the room is you.

In an article published in Harvard Business Review, researchers
Robert Kegan and Lisa Lahey identified what they call
“competing commitments.” Here’s what they mean. Out

loud, you say you want growth. But quietly, underneath, you
maintain a competing commitment to avoid rejection and stay
recognizable to your old circle. When those commitments
compete, the protective one wins every time.

That is, until you break the pattern. Action breaks the pattern.
Action declares, This is who | am becoming.

EXECUTIVE MESSAGES

e CONFIDENCE COMES AFTER ACTION

One of the biggest mistakes is waiting to feel confident before
you move. We tell ourselves, When [ feel ready, | will make the
calll or When | know exactly what to say, | will invite them!

However, confidence rarely arrives before action.
Confidence is built on the other side of action. In other

words, don’t wait to feel confident before you act; rather,
take action and confidence follows.

Every action you take to build your business—every time you
reach out, every conversation, and every follow-up—is a vote
for the leader you are becoming. If you wait until you feel ready,
you’ll wait forever. When you act before you feel ready, you
begin becoming ready.

e FIND THE PEOPLE WHO OPEN WINDOWS

Not everyone will understand your growth immediately. That’s
okay. Your job is not to convince everyone to approve of your
growth, but simply to keep growing. And yes, this may require
finding the right environment!

The most supportive people don’t grab for the thermostat when
they see you striving to change; they open the windows. They
celebrate your progress and challenge you to think bigger.

Science backs this up! The famous Framingham social network
studies proved that habits, mindsets, and ambition are contagious
across networks. Your circle quietly sets the ceiling of what
feels normal.

In this business, your network and connection are everything.
Plug into team calls, attend Convention, and show up at
ADVANCE Regional Conferences. Surround yourself with leaders
who normalize bold action instead of comfortable hesitation. In
a recent Melaleuca Leadercast, National Director Jenna Trudeau
described doing this as “flying with eagles.”

Q0

REACH OUT HAVE THE FOLLOW UP BECOME
Take the CONVERSATION Keep the READY
first step Stay engaged momentum Build confidence

OCTOBER 2026 | MELALEUCA.COM/LIA n
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Check out Jenna Trudeau’s full message at Melaleuca.com/Leadercast!

e DON’T MISREAD DISCOMFORT

It’s inevitable. When you start conquering new ground,
discomfort will follow. The first invitation you make will
probably feel awkward. The first follow-up will leave you
feeling vulnerable.

Do not misread that discomfort as a signal to stop. Discomfort is
not a warning; it is evidence that you are doing something new.
A no is not a verdict on your future. Someone else’s hesitation

is not proof that your goal is wrong. It’s just proof that you're
taking the next step forward.

060

DISCOMFORT ANO SOMEONE ELSE’S
isnota isnotaverdiccon HESITATION
warning your future is not proof
that your goal
is wrong

It’s just proof that you’re taking

the next step forward.

Here’s one simple step you can
take to beat the thermostat and
fly with eagles: Register for

« Convention 2027!
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EXECUTIVE MESSAGES

@ TAKE ONE ACTION AT FULL VOLUME

[ 4
Here is my challenge for you this month:
PN Take one action at full volume.

Make the call you’ve been avoiding. Send the invitation you’ve
delayed sending. Reach out to the person you’ve been nervous
to contact. Share your goal clearly and celebrate your wins
without minimizing them.

No shrinking. No softening. No waiting for the room to get
comfortable first. You do not need universal approval to take
your next step, and you do not need the room to change
before you do.

REMEMBER that staying
small may keep the room
comfortable, but it will
cost you the leader you
were meant to become.

| dare you to take action before you feel ready.
Because confidence is not the prerequisite for action.
Confidence is the reward.

The people who are meant to grow with you will adjust. The people
who are ready for your next chapter will open the windows. Stick
with the people who will encourage and support your bold actions.
Fly with eagles! @



Something extraordinary
IS waiting to be unwrapped.

NOVEMBER 23-30

Shop early and often for
an entire week of special offers,
beauty bundles, doorbusters,
and much more!
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FEATURE

Building Relationships
in a Digital World

Success in Melaleuca has never been about followers, likes,

or mastering the latest social media trend. It’s built the way

lasting businesses have always been built: through genuine

relationships and the consistent practice of the Seven Critical

Business-Building Activities. In fact, the vast majority of
Melaleuca Executive Directors and above achieved that life-
changing status without a significant social media following.

For many, social media can become more of a distraction
than a driver of meaningful results. But for those who choose

to use it, it’s important that it is used with the right purpose,

guidelines, and best practices.

Some of the best relationships still begin
the old-fashioned way—in the bleachers
at your kid’s ball game, at church,

at the mailbox, in a grocery aisle, or
through a mutual friend. You strike up

a conversation, discover something in
common, and perhaps exchange phone
numbers. From there, relationships
develop the way they always have: one
genuine interaction at a time.

14 ocrosEr 2026 | MELALEUCA.COM/LIA

Social media hasn’t replaced that time-
tested process. And it never will.

But it does provide the opportunity to
meet people and expand your circle
well beyond the places you physically
go. It also creates possibilities to make
an introduction, reconnect with old
acquaintances, communicate and share
with family and friends, and ultimately
build relationships—if used correctly.

CONTINUED>>




FEATLURS

Proper use of social media
can help a business to grow,
but improper use can quickly destroy
our reputation. We want Melaleuca
to be here 150 years from now, and
we want our reputation to be even
more stellar in the future than @@

it is today.

—Executive Chairman
Frank VanderSloot




Today, the person sitting next to you in
the metaphorical bleachers might live
three states away. Maybe you'll meet
because you both belong to a gardening
group or follow the same fitness account.
The opportunity to connect has become
almost limitless, but the fundamentals of
connecting haven’t changed at all.

That distinction is especially important

for Melaleuca Marketing Executives who
know that the first of the Seven Critical
Business-Building Activities is to “build
your contact list.” Social media can be used
as a way to expand your contact list and
stay connected, but it should never become

16 ocToBER 2026 | MELALEUCA.COM/LIA

a substitute for the activities that actually
build a successful Melaleuca business.

“I've been on social media platforms

for a long time,” Corporate Director 7
Erin Clark says, “but I don’t have an
insane amount of followers and 1 don't
prioritize Facebook or Instagram over my
face-to-face interactions.”

This might sound surprising coming from
someone offering advice about social
media, but Erin’s approach is precisely
what makes her perspective useful.

Erin uses social platforms to deepen
relationships she already has—while
occasionally meeting like-minded people
she otherwise wouldn’t know.




“1 post about things that actually

represent my life and interests,” she
says. “ don’t worry about maintaining
the relentless publishing schedule that
aspiring influencers are often told
they need.”

This authenticity takes some of the
pressure off—and it’s proof that you
don’t need thousands of followers or
daily posts to use social media as an
effective business-building tool.

“l don’t know how to do reels. I don't attract
that many followers,” Erin says, describing
the kinds of doubts people can have. But,
she adds, “the reality is that someone else’s
success never diminishes our own!”

Start with the People
Already Around You

For National Director 5 Sabrina Ellis, one
of the simplest ways to use social media
effectively is to pay attention to who is
already talking to you.

Go back through your posts, she suggests,
and find one that generated a lot of
genuine interaction. Who commented?
Which conversations went somewhere? A
similar post may open the door to more
conversation, and when one develops
naturally, it can move from the comment
section into Messenger.

Sabrina also recommends that when
joining a private Facebook group centered
on a genuine interest, don't join that group
just for Melaleuca.

If you love hiking, join a hiking group! If
you're passionate about homeschooling,
photography, cooking, running, or
restoring old cars, find communities
where people share those interests.
Then participate as a member of the
community on topics relevant to that
group, not as someone who entered the
room looking for prospects. Remember
that you're a human with personal
interests—connecting with others is
immensely meaningful.

“Join social media to build relationships,”
Sabrina advises. “Be active, add value, and

engage in conversations.”

National Director 9 Chelsie Gilbert takes a
similarly deliberate approach, particularly
with people she may eventually want

to approach. Following someone on

social media gives you an opportunity to
actually get to know that person first.

“Comment on a post, respond to an
Instagram or Facebook Story, and really
notice what’s happening in that person’s
life,” Chelsie says. “It’s important to
have conversations that have absolutely
nothing to do with business.”

FEATURE

Chelsie emphasizes that the more you
interact with someone on social media in
an authentic way, the faster you can build
a relationship.

“That’s very different from collecting
names and waiting for an opportunity to
pitch them,” she adds.

Imagine joining a neighborhood
barbecue, introducing yourself to
everyone, and then immediately trying to
sell them something. Technically, you've
met a lot of people. But practically, you
have ensured that none of them want a
second conversation!

The digital version feels remarkably similar.

Talk to Someone, Not Everyone

Erin learned that lesson from an
unexpected source.

In 2021, she broke her leg. Unable to build
her business outside of her house the way
she normally did, and feeling as though
her online presence was “a hot mess,”

she listened to a social media expert who
shared one lesson that changed the way
she thought about posting: Stop speaking
to the entire internet.

“What this expert taught me is to go on
social and post as if I'm talking to my ideal
audience,” she says.

Chelsie approaches posting in almost
exactly the same way—only she makes the
imaginary audience even smaller.

“l try to make it very personal,” she says. “A
lot of times when I make a post, 1 think of
someone in my life who has a need for that
product and what 1 would say to them if
they were standing in front of me.”

That one-person test influences
everything from the words she uses to the
images she chooses.

CONTINUED>>
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FEATURE

“The post should sound like my voice and
reflect my personality,” she explains. “If
I'm talking about detergent, the photo
should be from my laundry room, not a
picture borrowed from someone else.”

When possible, Chelsie likes having her
face in the image as well to humanize it.

In an online world increasingly populated
by polished templates and Al-generated
copy, Chelsie believes sounding
unmistakably like yourself matters more
than ever.

“You don’t want to sound like anyone
else’s post,” she says. “It’'s my page. It
should be personalized.”

Authenticity is also a matter of credibility.
People who know you can tell when
something doesn't fit. If the setting

isn’t yours, the story isn’t yours, or the
language doesn’t sound remotely like
you, a post intended to build trust can
accomplish the opposite.

“The post should
sound like my
voice and reflect
my personality, if
I'm talking about
detergent, the photo
should be from my
laundry room, not a

picture borrowed from

someone else.”

—National Director 9
Chelsie Gilbert
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That is why Chelsie, Erin, and Sabrina
return again and again to personal
experiences—theirs or those of someone
close to them. If they show a before-and-
after, they want it to be their own. If they
recommend something, they want to have
a real reason for recommending it.

This holds true whether you have 300
followers or 30,000. When you try to
appeal to everyone, your posts tend

to become generic. Nobody reacts to
generic. When you picture a real person
on the other side of the screen, you begin
communicating like a human being again!

Show, Teach, and Tell a Story

There is a world of difference between
announcing that a product is amazing
and showing someone why you personally
find it useful.

Chelsie likes products that lend
themselves to demonstrations and
immediate results, such as Sei Bella®
Dry Shampoo, Revive™ Fabric Freshener &
Wrinkle Relaxer, PreSpot™ Stain Remover,
or Renew® Lotion. A simple before-and-
after can educate someone without
turning the post into an advertisement,
provided the experience is genuine

and consistent with Melaleuca’s
product-sharing policies.

She also looks beyond the product itself
for useful things to talk about. That
might mean explaining concentrates and
cost per use, talking about fast shipping,
or highlighting features that genuinely
matter to her. And she encourages
Marketing Executives using social media
not to let their feeds give the impression
that the Melaleuca product line only
consists of cleaning products.

“It’s not necessary to post a bunch of
different products all the time, but 1 do like
sharing all aisles of the store,” she says.

Hair care, makeup, supplements,
household products, and everything

in between give customers plenty to
discover. The point isn’t to cram them all
into a post; it’s to let the variety of your
own experiences create variety in what
you share.

Most importantly, a product story should
remain exactly that—a story. What
problem did you have? Why did you try
something different? What happened
when you did?

Melaleuca’s guidelines encourage concise
product experiences grounded in actual
personal use and typical results. Your
original experience is what gives your
story credibility! Polishing it until it
sounds like advertising can remove the
very quality that made it persuasive in the
first place.

Curiosity Doesn’t
Need a Call to Action

One of the unique dangers of social
media is that it encourages us to
overexplain. We caption every photo, tag
locations, name restaurants, and use one
too many hashtags.

However, effective relationship building
sometimes requires doing the opposite.

Melaleuca’s social media guidelines place
considerable importance on nuance—
understanding what you don’t say and
how you don't say it. A post designed
specifically to make someone comment
by asking for information or sending
you a message is not genuine curiosity.
Instead, the better approach is to share
your life naturally, continue developing
relationships, and approach people
personally when the time is appropriate.

Sabrina is unequivocal: Don't use calls
to action. Let the accumulation of what
you share give people a sense of who
you are and what matters to you. Then
pair that social presence with personal
conversations.



FEATURE

“Never invite anyone to learn about They intend to respond and forget.

Melaleuca or watch Melaleuca: An Sometimes the timing simply isn't right.

Overvi til you've first built th
verview Wi you ve HIst bulit the That is why Chelsie believes in thoughtful

relationship,” she says.
P Y follow-up without overwhelming someone.

“Join social media to

0 0 . “My r ibility i n
Don't Mistake Silence build relationships.  ENNIANOI
for Rejection Be active, add received the message,” she says. “ can’t
Then comes another reality of o lue, and engage control when someone will be ready for it.”
communicating online: sometimes : . o That requires a long-term mindset.
people don’t answer. It’s easy to In conversations. Someone who isn’t interested today may
interpret that silence personally. —National Director 5 remember you months later precisely
Chelsie cautions against it. eyt el because you continued showing up as a

“People are busy,” she says. “You are not normal person instead of treating their
\ .

silence as either rejection or permission to

being ghosted.”
bombard them.

A message may arrive while someone is
getting children out the door, standing in

a grocery-store line, or between meetings.

CONTINUED>>
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Consistent, authentic sharing keeps

the relationship intact—and leaves the
door open.

5 Ways to Avoid Sounding Like
an MLM on Social Media

Melaleuca is not an MLM. The MLM
industry has rightly earned a negative
reputation for high prices, poor product
quality, and harming families through
their business practices. Adequately
distancing ourselves from multilevel
marketing is vital for Melaleuca’s
success today and our survival in the
decades to come.

The internet has seen enough vague
opportunity posts, mass messages, and
lifestyle pitches that people recognize

the patterns quickly. Erin, Sabrina,

and Chelsie’s advice, combined with
Melaleuca’s social media principles, offers
a much better approach.
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1. Stop trying to look like
someone building an MLM.

The simplest way to avoid looking like

the stereotype may be to stop doing the
things associated with it! Don’t copy-
and-paste scripts, use excessive emojis,
make vague income implications, send
unsolicited messages, or curate a feed that
resembles an advertisement.

Executive Chairman Frank VanderSloot
says it best: “If we were to allow any of
those MLM practices, we'd no longer

ever receive any of the awards that we've
received over the last 12 months from the
national media—including being named
as one of USA Today’s Most Trusted
Brands and being honored with the #2
spot on Forbes’ Best Brands for Value.”

2. Make it unmistakably yours.

Generic posts sound mass produced—
even when they're technically well
written. Chelsie’s rule is simple: Use your
voice, your personality, your pictures and
your experiences. Don’t copy and paste

someone else’s post or mass-produce
messages to people.

That principle matters even more as Al
makes generic content easier to produce.
A post doesn’t need to sound impressive.
It needs to sound like you.

3. Don’t make every
post a commercial.

Chelsie likes to think of roughly 80% of
her social presence as her life and perhaps
20% as the occasional “commercial break.”

The exact percentage matters less than
the principle. Someone visiting your
profile should encounter a person—not
a catalog.

Share the birthday, the dog, the camping
trip, the disastrous recipe, the hobby, the
family, and the ordinary Tuesday. If every
post somehow circles back to a product or
opportunity, people stop wondering what
you're interested in because the answer
becomes obvious.

4. Don’t manufacture curiosity.

“Who wants more freedom?”
“Big things are coming!”
“DM me to learn how!”

Those posts may be designed to generate
responses, but they also look exactly like
what they are: calls to action—and calls
to action are against Melaleuca policy, not
just a poor business approach. The policy
checklist specifies no direct or implied
requests for a response, including phrases
such as “Message me” or “Click here.”

A call to action asks for something before
you've earned it. Relationships built

the authentic way—patiently, without
asking—are the ones that last.

Share things worth being curious about
and let curiosity happen naturally.

Consult the Annual Income Statistics on page 58 for typical results.



5. Never confuse access
with a relationship.

Following someone doesn’t make them

a prospect. Accepting a friend request
doesn’t give someone permission to send
unsolicited information.

Sabrina follows Melaleuca social media
policy and avoids messaging people she
hasn'’t talked with before, mass messaging,
and anything that feels spammy. Instead,
she finds common interests and grows the
relationship from there.

Melaleuca’s guidelines warn that
intrusive promotion to cold audiences
can damage both relationships and the
company’s reputation.

Bottom line? Respect privacy, respect
boundaries, and earn the conversation.

Don’t Burn the Fields

All of this restraint serves a
larger purpose.

Melaleuca has long used the phrase
“burning the fields” to describe what
happens when a company or opportunity
is injected so frequently into public
forums that people either assume they
already understand it or become tired

of hearing about it. In either case, the
opportunity for a meaningful future
conversation can be lost.

Social media makes burning the fields
remarkably easy because it creates the
illusion that more exposure must be
better. But exposure and influence aren’t
the same thing.

Influence grows through credibility.
Credibility grows when your online

life aligns with your offline life—when
you recommend things you really use,
speak in your own voice, respect people’s
boundaries, and remain interested in
them whether or not they ever become
Melaleuca Members.

“Social media is just another way to build
trust and community with people who
maybe aren’t in your own backyard,” Erin
says. “Be yourself, post consciously, and
build outside of social media so that you're
not putting all your eggs in one basket.”

Chelsie’s experience adds an important
second half to that idea. Social media
works best when you don’t expect the
posts to do all the work. Share your

life. Interact intentionally. Get to know
people. Then, when appropriate, have the
personal conversation. Small interactions,
repeated consistently, can gradually
expand your circle.

The point is this: At Melaleuca, we
encourage you to use social media as it
was originally intended! Let people into
your life, sincerely engage with them,
and pay attention to what is happening
in their lives too. Just don’t mistake

the tool for the work—the work is still
building relationships. @

FEATURE

Social Media 101

To learn more about
Melaleuca’s social media
policy, scan the code below.
Our Building Your Business
Online PDF features specific
examples and best practices
about what you can and can’t

post, and why these policies
exist. We encourage you

to find and review it on the
Grow app:

Now, we’re very proud of our business

opportunity, but the only reason we
have a business opportunity is because of
our awesome products. It’s our products that
we should be talking about. Use social media
to build relationships. Use social media to

endorse Melaleuca products. But please never
mention our business opportunity publicly

on social media. Approach people about the
business opportunity in private, one

person at a time.

—Executive Chairman
Frank VanderSloot
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NEW
ADVANCEMENTS

EXECUTIVE

Lisa & Jason Rusk ouio

DIRECTORS

5 The Courage Her Boys Are Seeing

When her son Wyatt came home and told Lisa he was leading a
Bible study that night, she knew what a big deal that was.

Weyatt is her middle child. The quiet one. He has, Lisa says,
“a really, really strong heart,” but stepping in front of a group of
boys to lead hasn’t exactly been in his comfort zone.

For years, she has told her three sons that growth happens when
you're willing to be uncomfortable. They've watched her live it
too—leading team calls, speaking to groups, making approaches
that still make her nervous, and building

a Melaleuca business that continually asks her to stretch.

“It doesn’t get easier,” Lisa says. “You just understand the process
of what needs to be done and why.”

And now Wyatt was doing it too.

“Wow. If anything, maybe they're learning courage from me,”
Lisa told herself.

For Lisa, that realization made the years of stepping outside her
own comfort zone mean something entirely different.
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Her boys haven't just watched their mom build a business.
They’ve watched her choose courage.

“I constantly tell my boys and my Melaleuca team, ‘You have to

”” “o

live outside of your comfort zone,” Lisa says. “That’s how you're
going to grow. That’s how you're going to figure out what your

passion is.”

Her sons have watched those choices change their family’s lives
too. Because of her Melaleuca business, when the boys were
younger, Lisa could make breakfast and do devotions with them
before school rather than rushing out the door to work. Today,
she’s there when they come home. During the busy summers, she
doesn’t miss a beat.

“I'm very busy, but I'm choosing my busy,” Lisa says.
“I'm choosing my schedule, and I'm choosing my sacrifices.”

That freedom has created new possibilities as her boys have
grown. Her oldest, now 20, is considering starting a business
of his own, and Lisa is in a financial position to help him get
started—something she says she could never have done while
working in education.

Now Lisa’s passion is helping other moms find the freedom she
enjoys. Her advice to them—and anyone who wants to build

a Melaleuca business—is simple. “Do it scared,” she says.

“Get started. Do it when it’'s messy and keep going. And just
know that you're building something that will change your

life forever if you stay consistent.” @

LAST MONTH’S
EARNINGS

$23,664

LIFETIME
EARNINGS

$855,975

Consult the Annual Income Statistics on page 58 for typical results.



NEW
ADVANCEMENTS

EXECUTIVE
DIRECTORS

Jody & Jim Morgan riorion

When Jody Morgan’s daughter, Liz, asked Jody to help her reach
her goals as a new Melaleuca Marketing Executive, a profound

realization dawned on Jody.

She had been faithfully maintaining her own business for many
years. She had attended every Convention and earned every Fast
Track reward that the company offered over the years. But that
was it. She had only been maintaining her business, not actively
growing it. She couldn’t even remember when she had retreated
into her comfort zone.

Her daughter didn’t ask for help as a challenge. But Jody decided
to turn it into a challenge to herself. I know what to do just to
maintain, she told herself. But that isn’t good enough to teach my
daughter. I know what I have in me.

It was a new perspective. Jody realized that she had all the tools
she needed to help others succeed like she had. She just needed
to lead by example.

“The Melaleuca Marketing Executives with thriving teams all
have something in common,” Jody says. “They’re focused on

Consult the Annual Income Statistics on page 58 for typical results.

| Know What | Have in Me

doing the Seven Critical Business-Building Activities consistently
and coaching their teams to duplicate their efforts.”

Jody had to change her own mindset when her daughter needed
her support. But she’s proud of the grit that Liz has shown

on her own. They make a great team as they plan and host
mocktail-themed in-home presentations of the Melaleuca
Overview together—featuring delicious beverages made from
Uncompromised: Wellness-Inspired Mocktails & Desserts! Liz works
hard, duplicating Jody’s actions. As a result, Liz has grown a
substantial repeat income that has helped her pay off her debt
and begin saving.

Other fledgling leaders in Jody’s team have been able to do the
same. Director 7 Peyton Denard, for example, recently paid off
her credit card and is looking forward to paying off her student
loan debt soon, all thanks to the income she has built by sharing
Melaleuca with others.

Another of Jody’s business partners, Director 7 April Harris, is
grateful for her Melaleuca repeat income. It provides a much-
needed financial cushion for her family’s savings. That income
could even cover her monthly mortgage payment if she needed
it to!

“l just thank God every day that I have this vehicle to help
others achieve goals they once thought were out of reach,” Jody
says. “Just another $500 or $1,000 a month closes the gap for so
many families.”

It took Liz expressing her desire to go for it for Jody to realize just
how important her own vision is—and how much she has to
offer to her team. She’s building with a whole new purpose. Her
team is building momentum. And she’s thrilled to see where it’s
taking them. @

LAST MONTH’S
EARNINGS

$24,552

LIFETIME
EARNINGS

$111,179
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LEADERSHIP Through the Years

EXECUTIVE DIRECTORS 6

Nancy & Jack Mellor

RHODE

A Mother’s Legacy. A Son’s Future.

A few minutes ago, Nancy got off the
phone with a woman who intends to
enroll with Melaleuca as a new Marketing
Executive. The excitement is palpable!

“She wants to work from home and get out
of debt,” Nancy says. “She already loves the
products, so I'm really happy that 1 get to
show her the business side of Melaleuca.”

Nancy is no stranger to mentorship.

She and her husband, Jack, have been
Executive Directors at Melaleuca for nearly
35 years—after saying no to Corporate
Director 7 Alan Pariser’s offer to become
Members of The Wellness Company no
less than five times.

“l am forever grateful that Alan was
persistent with us,” she recalls.

Alan’s persistence paid off when Jack—who
worked as a financial planner—finally
looked at the business model and told
Nancy, ‘This is very viable’
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“At that time, Melaleuca’s product line
consisted of 37 products,” she says.

When Nancy received her first box of
Melaleuca products, she immediately
put them to the test. Taking one of Jack’s
shirts, she spilled jelly, ketchup, and
mustard down both sides. “I asked Jack
to donate some blood, but he wouldn’t
do it,” she laughs. On one side, she used
PreSpot™ Stain Remover. On the other,
Shout® Stain Stick.

“The side with PreSpot came out much
better,” she says. “I converted my home to
Melaleuca products and didn’t look back!”

Nancy credits Melaleuca for giving her a
lifestyle she feels blessed to have. She is
currently at her beach house in Rhode
Island. She steps off the deck and she’s on
the sand. She works her business from

10 a.m. to around 3 p.m. After work, she
relaxes with Jack, cooks healthy food, and

watches neighbors walk by with their dogs.

ISLAND

Lifetime Earnings: $7,939,684

Personal Enrollees’ Earnings: $2,041,051
Monthly Repeat Income: $16,479

“Because of my Melaleuca business, 1

was able to raise our three boys and be at
home,” she says. “ don’t have to work, but
do 1 work? Yeah!1love it!”

Nancy’s son, Sean, is also enrolled with
Melaleuca as a Marketing Executive. He
and Nancy have been working side by side
in their businesses together.

Today, she and Jack are experiencing
areward that goes beyond their own
success: watching their son discover how a
Melaleuca business can shape his future.

“There’s something extra special

about mentoring your own child,” she
says. “You spend so much of your life
hoping to give your children something
meaningful—something that can make a
lasting difference. That’s what Melaleuca
represents to us. It’s a legacy business built
on good, solid values.” @

Consult the Annual Income Statistics on page 58 for typical results.



It all starts with
a phone call.

Want to speed the growth of your organization? Double your phone calls.
Phone calls lead to appointments. Phone calls are the simple fuel that powers your business.



FUEL UP NOW
TO LIFT OFF AT
LAUNCH 2027!

Have you ever witnessed a rocket ship about to take off?
It stands on the launchpad like a tiger about to spring.
Every system has the green light. Its tanks are full. When
the countdown reaches zero, the rocket’s fuel is ignited
and the ship blasts off the pad and streaks into the sky.
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Just like that rocket ship, a Melaleuca
business with its tanks full of fuel
can take off and climb into the
stratosphere when its engines

are ignited. That ignition might

be sparked by any number of
circumstances, including one of
Melaleuca’s well-timed, well-planned
events—and there’s one such

event just around the corner!

Could Launch 2027 ignite your
business and make 2027 your
strongest year yet for growth
and achievement?

BEGIN FUELING UP NOW!

If you're reading this in October
2026, you have three months

to maximize your potential for
explosive growth starting at Launch
2027. This time is invaluable

for fueling up your business

before Launch.

Rocket fuel produces massive
energy when ignited. Similarly, your
business can enjoy explosive growth
if you've filled your tanks with fuel.
That fuel consists of newly enrolled
customers and new Directors
throughout your organization.

If you are consistently enrolling
two, three, or four new Members
and actively developing Directors—
and if your team is duplicating
your efforts—you have incredible
potential to finish 2026 with

tanks filled with enough energy to
power you through 2027.

To help spur this kind of
consistent growth throughout
your organization, Melaleuca
has put many powerful tools at
your fingertips—including the

Pacesetter Program and the monthly
promotions. Let’s take a look at how

you can use these tools to prepare
for Launch.

PACESETTER FUELS
EXPLOSIVE GROWTH

Did you know that the
Compensation Plan has a program
for rewarding new Marketing
Executives for regularly enrolling
customers, developing Directors, and
advancing? It’s called the Pacesetter
Program—and as a framework for
consistent, long-term business
growth and advancement in your
organization, this program is
simply unmatched.

Pacesetter incentivizes new Category
2s and 3s to promptly begin doing
the Seven Critical Business-Building
Activities and to enroll new Members
and develop Directors consistently
month after month. Each time they
advance on Pacesetter schedule, they
double their advancement bonuses.

BUSINESS BUILDING

They have the potential to earn
thousands of dollars in extra bonuses
even as they grow! It’s that simple—
and that lucrative.

Don’t miss out on maximizing your
organization’s Pacesetter potential
during these last months of 20206!
Make sure every new Category 2 and
3 learns about Pacesetter in their
Strategy Session and is invited to
commit to this program.

MONTHLY PROMOTIONS
SPUR ENROLLMENTS

Advancing on a Pacesetter schedule
is only possible when a Marketing
Executive is consistently enrolling
new customers. And guess what?
We have attractive incentives in
place to reward everyone who
makes this effort. Announced

on the first of every month, our
monthly promotions feature rewards
for achieving the very attainable
monthly enrollment goals of two,
four, or more new customers.

CONTINUED »
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BUSINESS BUILDING

These rewards can spur greater,
more consistent growth for several
reasons.

1. Monthly promotions offer
valuable immediate rewards for
consistently enrolling Members
and developing Directors each
month. They can spur action—
convincing customers or new
business builders to pick up the
phone and reach out to a few
family members or friends—or
follow up with their own enrollees
about the rewards of referring
others themselves.

2. The process of earning these
rewards is highly duplicable.
It consists of simply doing the
Seven Critical Business-Building
Activities consistently and
teaching your team members
to do the same. When you
and your team are all setting
and achieving enrollment and
Director development goals,
your organization can begin to
grow exponentially.

3. Enrolling four new Members
in one month to earn the
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monthly promotion also qualifies
you for Circle of Influence!

This distinction brings more
recognition, and qualifying for it
month after month can positively
impact your business for years

to come.

ONCE YOU’RE FUELED
UP, IT’S TIME TO IGNITE
YOUR ENGINES!

When you are focused on enrolling
two, three, or four new Members
and developing new Directors every
month during this last quarter

of 2026—and when your team is
duplicating your efforts—you’ll have
more Members to invite to attend
Launch 2027 with you. And the more
people attending Launch with you,
the greater the spark that can ignite
explosive growth in 2027!

Why? All those who attend Launch
2027 will gain a clear view of the big
picture. They’ll see what’s possible
for them and be inspired to commit
to reaching big milestones in 2027.
Everyone who attends with you

Consult the Annual Income Statistics on page 58 for typical results.

will be on the same page. You'll all
emerge with a renewed sense of
purpose, a deeper understanding
of what it takes to succeed in your
business, greater accountability
amongst each other, and a more
profound drive to enhance lives by
sharing Melaleuca. That’s the recipe
for explosive growth.

And remember, Launch isn’t just
for business builders! It’s a great
opportunity to invite customers
and friends to learn more about
Melaleuca’s amazing products and
unmatched business opportunity.

HOW LAUNCH 2027
CAN PROVIDE THE SPARK

What makes Launch 2027 the perfect
catalyst for igniting your business?

New Product Announcements
You'll be the first to hear!

Some of the most exciting parts of
events like Launch and Convention
are the announcements of new
products. And these announcements
are exciting for a good reason!
Melaleuca’s catalog of more than 400
exclusive wellness products is the
foundation of your business. Being
able to shop for these products

at Member pricing is why tens

of thousands of North American
families are opening shopping
accounts every month. They want
these products in their lives!

And every new product Melaleuca
launches is another opportunity
to share Melaleuca with someone
who wants the benefits that those
products promise.



Recognition and Celebration
Put your hands together!

Whenever we gather, we

love to celebrate each other’s
accomplishments and recognize
those who have reached big
milestones. For brand-new
Marketing Executives and
experienced Marketing Executives
alike, being recognized—and being
able to congratulate others who are
being recognized—helps build belief
and self-confidence.

Many flourishing Melaleuca
businesses have taken off because
the business builder got inspired
and motivated while applauding
for others.

Success Stories
If they can do it, so can 1!

Enrolling as a Melaleuca Member
and building a Melaleuca business

has a life-changing impact on the
wellness of households all over
North America. We love to share the
stories of ordinary people for whom
our wellness products and a modest
Melaleuca repeat income have made
a big difference.

You and the team you've brought to
Launch will probably relate to much
of what is shared in these stories.
Hearing them can be the catalyst
for any future leader to make that
crucial commitment to go all in on
their 2027 goals.

Training by Top Marketing
Executives and Melaleuca
Corporate Leaders

Take in the big picture.

Melaleuca’s philosophy is that
understanding the essentials of
business building and leadership
leads to more consistent growth
and long-term success. That’s why

LAUNCH VIRTUAL EVENT. SAVE THE DATE!

SATURDAY, JA

e

NUARY 2, 2021

BUSINESS BUILDING

Launch 2027 will include business
training by top Marketing Executives
as well as event previews, product
and tool announcements, and
additional training by the Melaleuca
Management Team.

You'll get the view from the
top—plus in-depth coaching,
knowledge, and expert insights
to help you every step of the way
toward your goals.

GET LAUNCH 2027 ON
EVERYONE’S CALENDAR!

Watching Launch 2027 with others
is a critically important part of
letting Launch ignite your business.
Starting today, take action to get
your Launch watch party on your
entire team’s calendars. Don’t have

a team yet? No problem! Invite
someone who might be interested in
earning a repeat income by referring
others to shop with Melaleuca.

Then, between now and January
2,2027, ensure that every business
builder in your organization is
taking full advantage of Pacesetter
and the monthly promotions to
grow their businesses and help their
own teams duplicate their efforts.

Launch 2027 will be livestreamed
on Saturday, January 2, 2027, from
Melaleuca Global Headquarters

in 1daho Falls, 1daho. It’s your
launchpad for incredible growth for
you and your team in 2027. Will you
be ready for liftoff? @
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There’s So Much in Store

The holiday season often starts in small ways.

A smile. A laugh. A touch of warmth. Tantalizing aromas.
Mouthwatering flavors.

Melaleuca’s Holiday Collection brings together
delightful treats for all your senses—little touches
that make the season feel special. And the
celebration is just getting started.
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Sweeten the Season

Holiday Cheer at
Your Fingertips

Set the stage for a season of indulgent
delights! Each bite of Delectables
Chocolate Pistachio Caramel
Clusters tames your sweet tooth the
wholesome way with real ingredients
and a satisfying, nutty crunch that
fits every festivity.

Set the tone with a soft touch and
a sublime holiday-favorite scent.
Sugared Amber Sun Valley Foaming
Hand Soap is sure to delight all the
senses this season with its fragrant
and luxurious cleansing foam.




or Your Holiday Season!
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A Warm Welcome
in the Air

Capture the holiday spirit in a spritz
d of sweetness. Our Soft Vanilla Musk
Revive Room Spray quickly banishes
musty air in any room and brings in
a long-lasting sense of freshness,
warmth, and well-being.

Have Yourself Some
Merry Little Cider

Keep the chill outside the door and
make any fall evening feel cozy with a
piping-hot cup of Spiced Apple Cider
Activate-C Immune Complex. Each sip

provides immune-boosting nutrition

even as it warms your hands and
brings a smile to your lips.*




BUSINESS BUILDING

Want a Great 20277
- Start Today!

54
g Forget January 1. If you want next year to
» ‘% ‘ look different, your New Year’s resolutions
““‘! | will start now. Some of Melaleuca’s most

successful leaders of 2026 share how small
goals, consistent action, and a focus on
helping others can put you on the path to
your best year yet.

There’s something wonderfully optimistic about January 1.
New calendar. New goals. New you. But there’s also a problem
with waiting until January to decide what you want from
2027: You're wasting three perfectly good months.
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If you want to begin next year with momentum (and you
should), October may be one of the most important months
on your calendar. And the work you do now will continue
paying off long after the holiday decorations come down.

Just ask some of Melaleuca’s standout leaders of 2026.

Corporate Director 4 Morgan Martin, National Director 9
Chelsie Gilbert, National Director 3 Sadie Kolves, National
Director Lauren Murphy, and Executive Director 4 Devan
Rothers each had a remarkable 2026—including earning
President’s Club. But notably, President’s Club wasn’t
necessarily the goal driving their daily activities.

Instead, they were focused on something more controllable—
helping their team, creating new conversations, showing up
consistently, and developing Directors.

Their experiences offer the perfect roadmap for anyone who
wants to make 2027 a year worth celebrating.

“Don’t wait until 2027!”

Corporate Director 4
Morgan Martin

e\
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Give Yourself 15 Months

Morgan Martin has some great advice for setting your 2027
goals. “Don’t wait until 2027!”

Waiting for January can feel logical. The holidays will be
over. Schedules will normalize. You'll finally have time to
get serious. Except Morgan knows what happens next.
“Something’s going to happen in January that will make you
just as busy, if not more busy,” she says. “You're just going to
have to start when it’s inconvenient.”

Starting in October also gives you something far more
valuable than a clean calendar: three additional months.

Instead of giving yourself 12 months to reach a 2027 goal,
Morgan says, give yourself 15.

And don’t assume the final months of the year are somehow
less valuable for business building. Some of Morgan’s
strongest business builders enrolled in December. But those
relationships didn’t necessarily begin in December.

BUSINESS BUILDING

Your team is watching for consistency. They want to know you
genuinely use the products, believe in what you're sharing, and
will still be there when theyre ready. That makes October part
of your 2027 plan—not the waiting room before it.

Turn the Big Goal
into a Smaller One

What would make 2027 great for you? Advancing to Senior
Director? Executive Director? Earning President’s Club?
Reaching a specific monthly repeat income goal?

Write down your goal. Then stop staring at it.

When Devan Rothers wanted to understand what it would
take to earn President’s Club, she met with her Regional
Director and listened to the explanation.

Her takeaway was wonderfully simple: Develop Director 3s.
“I realized that if 1 could just develop some Director 3s, 1
would be good to go,” Devan says. That became her focus.

During the qualification period, she developed six Director
3s. Along the way came plenty of Directors and Director 2s.
More importantly, she began identifying those on her contact
list with larger goals of their own—including potential future
Senior Directors.

And then came something Devan hadn'’t really expected—
President’s Club. She had taken something big and distant and
translated it into something she could work on right in front
of her.

Devan also likes to work in roughly 90-day increments, using
Fast Track and other Melaleuca programs and promotions

as opportunities to create concentrated periods of activity.
“It’s really easy to stop doing something, but it’s hard to

start it back up,” she says. “So take your big 2027 goal and
work backwards.”

“Take your big 2027 goal

and work backwards.”

Executive Director 4
Devan Rothers

“If you're not doing the work in October and November, those

contacts will enroll with someone else in December,” she says. CONTINUED >>

OCTOBER 2026 | MELALEUCA.COM/LIA 33



BUSINESS BUILDING

To do that, start by asking “What would need to happen in
the next 90 days?” What can you do before January that will
make the next milestone more achievable? You don’t have
to accomplish your entire 2027 goal today. You just need to
identify the next piece of it.

Put It Somewhere You Can See It

For nine years, Sadie Kolves has used a decidedly low-tech
business tool—a whiteboard.

Every month she draws 8-10 boxes for the names of the new
Members she wants to enroll. Then she adds two boxes for
Directors and one for a Director 3.

New month. Clean board. Same goals. Her reasoning is
simple: If she consistently focuses on those outcomes, she’ll

A
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continue bringing customers into her organization and
developing new leadership.

That consistency helped produce a 2026 filled with
recognition, but the recognition didn’t fundamentally

change the way Sadie worked. “I don’t work my business any
differently with or without earning President’s Club,” she says.

What she has become better at is tracking. Sadie now records
growth, retention, and advancements so she can see whether
the activity is producing the results she wants.

Chelsie Gilbert made a similar change in 2026. After targeting
the Convention awards she wanted to earn, Chelsie learned
exactly what they required and began tracking those areas
more intentionally. “It wasn’t necessarily making me work
harder,” she says. “It was making me more aware and

more intentional.”

That awareness influenced the work. She focused on
developing Directors, making business approaches,
caring about retention, and concentrating on the Critical
Business-Building Activities.

“It made me be more organized with my activity,” Chelsie says.

That’s an important distinction. A goal you measure gives you
information. So don’t simply write Senior Director on your
vision board for 2027. Determine what you specifically need
to do between here and there.

If the Results Aren’t Changing,
Change the Activity

Some goals depend on other people, but your activity doesn't.
Sadie checks herself weekly. Are there new conversations
happening? What about Melaleuca Overviews? Is she sending
shopping links? Is her calendar full?

If the answer is no, she doesn’t lower the goal, she raises
the activity. “If 'm not seeing the results, I'm increasing my
activities,” she says. “What else can you do? That’s all you
can control.”

That philosophy has carried Sadie through seasons when the
scoreboard wasn't particularly encouraging. She remembers
one year when her business experienced negative growth
during 10 out of 12 months.

Plenty of others would have concluded that the effort

wasn’t working, but Sadie kept going. She also kept growing
personally. She came to believe that some seasons weren’t
simply about reaching the next status. They were preparing her
to become the a better leader. “You've got some seasons to grow



through,” she says. “It’s not fun and you don't like to hear that,
but it’s absolutely essential.”

Your 2027 will have those seasons too. Don't build a goal
that only survives good months. Build habits that survive the
difficult ones.

Long-Term Consistency Beats
Short-Term Intensity

When you look at the names for President’s Club or the
Executive Leadership Council, it’s easy to imagine that those
leaders possess something you don’t. Chelsie would like to
clear that up. “One of the biggest misconceptions is that when

“You control the work, but
you don'’t control when the

result appears.”

National Director 9
Chelsie Gilbert

you see somebody being interviewed or you see somebody’s
name on the ELC or President’s Club or whatever, that you
think things come naturally to them,” she says. “That is just
not the case.”

Her advice? “Focus on long-term consistency versus short-
term intensity,” Chelsie says. “You control the work, but you
don’t control when the result appears. Sometimes it happens
quickly. Sometimes it doesn’t.”

That’s also why she also warns against comparing your
timeline with someone else’s. “You just genuinely don’t
know what someone else’s journey has looked like,” she says,
“and what they lost in their losing season to lead to their

winning season.”

Instead of looking left and right, look forward. Your goal isn’t
to have someone else’s 2027. It’s to build your own.

Make Their Goal Part of Your Goal

Lauren Murphy entered 2026 focused on developing
leadership. She saw individuals in her organization with goals
that mattered deeply to them, and she wanted to help.

BUSINESS BUILDING

She drove hours to work alongside a leader. She held in-home
meetings. She organized team dinners. She ran her own Fast
Track. She hosted a retreat at her home.

By the end of the year, Lauren had developed three new
Senior Directors. She also earned President’s Club—
something she once assumed would never happen.

What she learned is to focus on what others need. “Sometimes
1 hear Marketing Executives say things like, ‘l need a Senior
Director. 1 need a Director 3. 1 need this for my advancement,”
she explains. “When you need someone to be something,
nobody wins. My job isn’t to force someone who is walking to
sprint. | tell my team, ‘1 will walk with you. I will run with you.

1 will sprint with you, but I will never sit down with you.”

Meet people where they are. Understand what they want.
Match your support to the effort they're willing to give. “Focus
on their goal and being an incredible leader to help them have a
lot of wins,” Lauren says, “and you will win alongside them.”

As you write your 2027 goals, don’t simply focus on yourself,
ask yourself Who can I help accomplish something meaningful
for themselves?

(4

ocus on their goal and being
an incredible leader to help

them have a lot of wins.”

National Director
Lauren Murphy

CONTINUED>>
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BUSINESS BUILDING

“The first thing you have to do
is make a decision that you're

going do this no matter what.”

National Director 3
Sadie Kolves

Don’t Let Success
Make You Comfortable

Morgan’s experience in 2026 offers another kind of warning.
She had already accomplished more than she once thought
possible. She had reached Corporate Director. She had
earned Marketing Executive of the Year.

Then she found herself asking an unexpected question: What
now? At Leadership Quest 2026, Morgan found her answer in
the goals of others.

She watched Directors 3 catch a bigger vision for their

businesses and realized there was another wave of leaders
ready to move. “It really wasn't about
me,” Morgan says. “It was about them
and what they want to do. They were

Your 2027
Starts Here

Don’t wait for
January. Take 10

depending on me to help them.”

That renewed belief also exposed
something in her own activity. “The
greatest threat to future success is
current success,” she says. “Success
can tempt you to coast—but the

results you're enjoying today often 1. What is the one
big thing | want to accomplish

by the end of 2027?

come from work done months ago.
Momentum is the hardest thing to
get and the easiest thing to lose.” 2

So Morgan went back to work. me toward it?

The activity changed her posture. 3
That changed how she led, how she
showed up, and even how she talked

minutes and answer
these questions now.

. What smaller 90-day goal would move

. Who can | help reach a meaningful
goal of their own?

Activities will | track every week?

. What can | accomplish before

Give Yourself Another Goal

If you're reading this thinking That sounds great, but I already
know I'm not reaching my 2026 goal, Morgan has an answer for
that too. “Don’t throw away the remaining months because
one goal now feels unlikely.”

Find another goal worth pursuing. Could you help someone
reach 20/20 Club? Could you earn the Critical Activity Bonus?
Could you dramatically expand your contact list? Could you
help someone else reach their year-end goal?

“There are so many other goals you can set instead
of throwing in the towel because of the one goal
you didn’t hit,” Morgan says.

And Lauren wants you to remember something
else: “A lot can happen in a short time. Don’t
count yourself out.”

 See It. Decide. Begin.

Sadie has another practice she uses when

pursuing something big. She envisions a

goal in detail long before it ever happens.

She imagines the advancement. The
stage. What she’ll be wearing. The
conversation. What the moment will
feel like. “1 dreamt it,” she says of
President’s Club. “In my mind I had
already seen it on stage.”

But visualization alone isn’t enough.
“The first thing you have to do is
make a decision that you're going to
do this no matter what,” she says.

So make the decision. Picture
December 2027. Where is your
business? How many customers
have you helped? Whose life is
different because you helped them
reach a goal? Who have you become
along the way? Then come back to
October 2026.

The person standing in that future
doesn’t appear on January 1. You build
that person through the choices you

about her business. Contacts she 4. Which Critical Business-Building
had yet to approach began

approaching her. 5

Sometimes your next breakthrough January 17?

doesn’t require a new strategy. It just
requires returning to the activities
that created your last one.
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Then do one thing today that your future
self will thank you for.

make between now and then. New
Year’s resolutions are usually about
starting over. This year, try something
better. Start now. @
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The nights are growing longer. The days are
growing eerily dimmer. But with K2-D3 Smart
Chews, your bones don’t have to suffer.*

K2-D3 Smart Chews deliver spooky-strong bone-health
support in the form of vitamins K2 and D3! These are the
vitamins that help calcium get to where it’s needed in your
bones and teeth. Enjoy one deliciously flavored Smart Chew
a day to get the full benefits.*

*These statements have not been evaluated by
the Food and Drug Administration.
This product is not intended to diagnose, treat,
cure, or prevent any disease.




TOP TAKEAWAYS
FROM ROAD

TO EXECUTIVE
DIRECTOR 2026

They came to Melaleuca’s Global Headquarters expecting business
training. They left with stronger belief, new friendships, a clearer
vision, and one message for the Marketing Executives following
behind them: You’ve got to get here!




What happens when some of Melaleuca’s
newest Senior Directors come together at
Global Headquarters? They learn. They
connect. They get an inside look at the
company they represent. And somewhere
along the way, many begin seeing their
businesses—and themselves—differently.
That’s Road to Executive Director.

But ask attendees what makes Road to
Executive Director so special, and you'll
hear surprisingly little about numbers or
status. You'll hear about belief. Family.
Friendship. Perspective. Purpose. And

a company they understood differently
after experiencing it up close.

Here are seven lessons they brought
home—and seven reasons to put Road
to Executive Director 2027 on your own
vision board.

1.You Have to Get in the Room

For over seven years, Senior Director 2
Cori Hogstad had pictured herself at
Road to Executive Director.

She had been a Melaleuca Member for
more than a decade. Her advancement
journey hadn’t transpired overnight. But
she kept Road in her sights.

That day finally arrived in 2026. “It
absolutely blew away any expectations

1 had,” Cori says. “It solidified how
amazing Melaleuca is—and just the

heart of the company!” She saw “the true
servant leadership” of the people working
behind the scenes and came away with

a greater appreciation for how Marketing
Executives and Melaleuca employees
work together to accomplish the

same mission.

Her advice to anyone following her?
“Get there faster than 1 did,” she laughs.
“Don’t take seven years to get there.”

Road to Executive Director is
intentionally different from other
Melaleuca events. While Convention
brings thousands of people together
around a shared mission, Road brings
a smaller group of emerging leaders
closer—to one another, to Melaleuca’s
leadership, and to the inner workings
of the company.

Senior Director 2 Nichole Hansen

describes it as “so much more intimate
and intentional, with a greater emphasis
on personal leadership and taking your
business to the next level.”

You can hear about Road. You can see
pictures from Road. But there’s no
substitute for earning your seat

in the room.

2. The Heart of Melaleuca
Looks Different Up Close

Executive Director Kristy Taylor
arrived expecting numbers. With
years of previous business experience,
she assumed an event called Road to
Executive Director would be three
days of analyzing reports, evaluating
organizations, and mapping the path
to the next status.

There was hands-on business training, of
course. But that wasn’t what affected her
most. “What 1 found was that we got to
really see the heart, the culture, and the
mission of Melaleuca,” Kristy says.

What surprised her was how much

of the experience focused on the

people behind the businesses—their
well-being, marriages, families, finances,
and lives. “This is when 1 realized the
company cares more about my family,
my marriage, my kids, and my well-being
than even necessarily the business,”

she says.

Executive Director Brittney Landrum
experienced something similar while
listening to Executive Chairman Frank
VanderSloot. She remembers him making
it clear that Road wasn’t designed to
deliver a motivational speech that would
temporarily fire everyone up. Motivation
ultimately had to come from within.

Brittney says that attendees leave
understanding “who’s behind you, why
we're behind you, how much we care.”

For leaders accustomed to focusing on
the next enrollment, advancement, or
business goal, Road to Executive Director
offers a wider view. The business matters.
But so does the life you're building
around it.

3. Put the Products First

One of Brittney’s biggest takeaways
was also one of the simplest: focus
on the products.

Hearing that message directly from
Melaleuca’s founder was a gamechanger.
“My posture completely changed when
he said that,” Brittney says. “It was like,
okay, I can just be me—just live my

life and show people how the store fits
seamlessly into my everyday life.”

CONTINUED >>
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You don’t have to turn every conversation
into a presentation. You don’t have to
make your life revolve around talking
about income. Start with your own
experience. Use the products. Know

why you love them. Let people see

how Melaleuca fits naturally into your
household and your wellness lifestyle.

Nichole came home with the same
conviction. “It truly does start with
valuing customers first,” she says. “It all
starts with the product and shoppers,
and it builds from there.”

That makes the work simpler—and much
easier for the next person to duplicate.

4. Build a Great Life, Not Just
a Bigger Business

Road to Executive Director isn’t

simply about earning more. Attendees
heard about financial responsibility,
personal development, family, marriage,
perspective, and creating a life that can
sustain success. That stood out to Senior
Director Candace Spradley.

A training about perspective helped her
reconsider how she was measuring her
own progress. Candace had experienced
significant success in previous businesses,
and she sometimes compared her current
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Melaleuca income against what she had
earned before.

Road helped her look at success
differently. “ am successful here,” she
realized. Rather than comparing one
moment in her journey with an income
she had previously earned in a less stable

situation, she began thinking about what
she could steadily build “for the rest of
my life.”

Kristy was equally struck by training

on financial wellness. “You've got these
amazing mentors—and Frank, the leader
and founder of Melaleuca—teaching you
business practices,” she says. “You just
lean in and listen.”

Yes, Executive Director is a worthy
destination. But what good is a growing
business if everything else in your life

is shrinking? Road challenges leaders to
grow both.

5. Bring Your Spouse Along for
the Journey

For several attendees, one of the most
meaningful parts of Road to Executive
Director wasn’t what changed for them,
it was what changed for their spouses.

Kristy’s husband had attended business
events with her before. But Road felt
different. “He was taking notes. He was
participating,” she says.

More importantly, Kristy felt that
spouses weren't treated as extras. They
were recognized as an important part of
the journey—even when they weren't the
person primarily building the business.
“They’re included in everything,” she
says. “They’re treated as equal.”

That mattered because building a
business inevitably affects the entire
household. A spouse may be helping with
children, managing responsibilities at
home, offering encouragement, or simply
making space for someone else to

pursue a goal.

Road helped Kristy and her husband
envision the future together.

One of Nichole’s favorite memories was
simply sitting at a table during the Fourth
of July festivities with her Regional Sales
Director, his wife, and their children.

“I've never experienced that before,
having family involved at that level,”
she says.

Road to Executive Director may have
business in its DNA. But it never forgets

Consult the Annual Income Statistics on page 58 for typical results.



why most people are building one in the
first place.

6. Find People Who Will Run
Beside You

Candace arrived at Road knowing
relatively few of the other attendees.
She left with friends she now talks to
every day.

The relationships formed among the
2026 class became one of the most
unexpected benefits of the experience.
These weren’'t members of her support
team. They weren't financially connected
to one another. They were simply leaders
at similar points in their journeys who
wanted to see each other win.

“Even though there is no financial
motivation for them, they'’re still rooting
for you just as much,” Candace says,
“because we're on the same path.”

They now compare notes, exchange
ideas, encourage one another, and
provide accountability from across
the country.

Nichole had a similar experience. She
connected with other attendees and
came home with a new accountability
group—and friendships she expects to
carry for decades.

That matters because your next level
of leadership may require more than
knowing what to do. Sometimes you

need people beside you who understand
exactly what it feels like to be where
you are. Road puts those people in the
same room.

7. Do the Work—and Trust
That It Compounds

Perhaps the most important lesson
begins long before you arrive in 1daho
Falls. 1t’s realizing that this business takes
consistent effort. You have to earn your
way there. Kristy knows what it feels like
when progress seems slow. She spent 25
months at Director 6. She kept doing

the Seven Critical Business-Building
Activities anyway.

Then things began moving. Within a few
months, she reached Senior Director.
Within about a year, Executive Director
followed. “The work will compound,”
Kristy says. “The work will work, but you
can'’t give up.”

Kristy’s prescription isn’t complicated:
Do the Seven Critical Business-Building
Activities. Use accountability. Stay
connected to people who are moving
forward. Participate when Melaleuca
provides training. Keep working even
when you can't control the timing.
“We can’t determine timing,” she says.
“Everyone’s timing is different. But
consistency puts you in position when
the timing is right.”

Each month brings new promotions,
incentives, business-building tools, and
reasons to reconnect with customers and
potential customers. Don’t view those
opportunities only through the lens of
what they can accomplish this month.
Use them to create activity that builds
over time.

One new customer can become a loyal
shopper. One Melaleuca Overview can
introduce a future business builder.
One developing Director can change
the trajectory of an organization. And
enough consistent steps can eventually
lead all the way to Road.

Put Road to Executive Director
2027 on Your Map

After attending Road to Executive
Director, Kristy came home with a new
goal: Get everyone to Road. “l am bound
and determined to get as many leaders as
1 can to Road,” she says. “It’s not just my
team. ] want to see everyone go.”

Brittney left with a similar plan. “My goal
now is to make sure that every year 1 have
a new Senior Director in that room,” she
says. “Because you just don’t understand
it until you experience it yourself.”

Cori feels the same urgency. After
waiting seven years to reach a goal she
deeply valued, she doesn’t want others to
wait as long.

Candace shares her advice even more
simply: “Do everything in your power
to get there because it will completely
change your business trajectory.”

Put Road to Executive Director

2027 on your map now! Then work
backward. How many Directors do
you need to develop? Which Critical
Business-Building Activities need more
consistency? Who could be standing
beside you when you arrive?

You don’t have to accomplish everything
today. You just need to know where
you're going—and take the next step
toward it. Because next year, another
group of leaders will walk through

the doors at Melaleuca’s Global
Headquarters. Why not you? @

OCTOBER 2026 | MELALEUCA.COM/LIA 11



“Twelve years ago, if you had asked me if 1

had any health concerns, 1 would have said
no,” Jenni Vicknair says. “But 1 was actually
dealing with some pretty serious problems
that had plagued me for years. 1 just thought
feeling that way was a normal part of

my life.”

It took a scary incident with her two-year-
old son to get Jenni to take a closer look at
what she could do to actually improve her
own—and her family’s—wellness.

“One day, | smelled bleach,” Jenni says. “1
wasn't cleaning, so I went to investigate. 1
looked in my closet and discovered that my
toddler had gotten a bottle of chlorine bleach
cleaner from a kitchen cupboard, carried it
to the closet, and started spraying it in there.
He got some of it on his skin in the process.

I cleaned him immediately. Thankfully, 1
caught it before it did any serious harm. But
it was a close call. Too close!”

Not long after that incident, Jenni was
introduced to Melaleuca and opened a
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How the Vicknairs

Learned
How to
Thrive
Physically

more educated about my

products in our home and

that | could thrive.”

Executive Director 7
Jenni Vicknair

shopping account. She told her enroller
about the incident with her son and the
bleach. “But it still didn’t occur to me to tell
her about my headaches and other health
issues,” Jenni muses.

Switching out the harsh chemicals with
EcoSense® household cleaners gave Jenni
immense peace of mind! And as she
began trying other wellness products
from Melaleuca, she began to notice even
more benefits.

“Four months after I enrolled, I got a
headache,” Jenni recalls. “But I couldn’t find
my ibuprofen. 1 used to get headaches all the
time, and I always had my ibuprofen handy.
Then it hit me. I said, ‘Wait a minute, I don’t

1

get headaches anymore

That one realization put Jenni on a voyage
of discovery. She learned that the optimal
nutritional support she was getting from
the Peak Performance Pack and other
supplements was helping her address many

nagging health concerns and was allowing
her to better manage her daily well-being.

Today, she shares Melaleuca with full
confidence that everyone can enjoy the same
benefits. Her husband, Craig, and their three
children are prime examples! Craig loves

his Melaleuca products and has supported
Jenni every step of this journey. Their twins,
in college now, still have all of their favorite
products on hand. And their youngest son,
who once thought it would be fun to play
with bleach, is now playing high school
basketball, and Jenni makes sure he brings
Sustain® Active Electrolyte Hydration to every
game and practice to stay hydrated.

“Twelve years ago, not feeling good was

just what life was for me,” Jenni says. “But
finding Melaleuca, becoming more educated
about my health, and getting the right
products in our home and our daily routines
taught me that I could thrive—and my
family too—just like God intended!”

“Finding Melaleuca, becoming

health, and getting the right

our daily routines taught me



PRODUCT TRAINING

Products That
Changed the Game

for Craig and Jenni Vicknair
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PEAK
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PEAK PERFORMANCE PACK MELA-OUT® MAGNESIUM COOKIES & CREAM

This clinically proven combination Jenni takes this every evening to PROFLEX PROTEIN SHAKE

of supplements has helped support help her relax, enjoy more restful Craig’s go-to breakfast is Cookies &
a healthy inflammation response sleep, and rise every morning Cream Proflex, his favorite, blended
for Jenni and Craig and has brought feeling refreshed.* with several other supplements for a
greater wellness into their great protein boost to start his day.

everyday lives.*

O~

SUSTAIN® ACTIVE VITALITY FOR LIFE®

ELECTROLYTE HYDRATION COLLAGEN BOOST

The Vicknair’s youngest son relies on Sustain to Craig mixes Collagen Boost into his Proflex
help him stay hydrated and energized as he hits Protein Shake every morning for the

the basketball court each day.* joint support benefits he wants for his

active lifestyle.*

* These statements have not been evaluated by the Food and Drug Administration.
These products are not intended to diagnose, treat, cure, or prevent any disease.
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Every day, you face germs that
can challenge your wellness.

But you’re not powerless. By giving
your body the right nutrition, you
can activate your immune system

and help it stay prepared to
protect you every day.




Powerful Daily Immune Support

Our Activate line, which includes Activate Immune Complex® in pill form, Activate-C Immune Complex® in drink form, and Activate
Immune Complex for Kids Smart Chews, puts key vitamins, minerals, and beneficial plant-based compounds in play for powerful
daily immune system support.

Zinc powered by Oligo®
This mineral provides crucial support for
immune system function.*

Quercetin

This potent antioxidant works
synergistically with vitamin C to protect
against free radicals.*

Vitamins A, C, D, and E
These vitamins provide essential
antioxidant support.*

Astragalus
This herb supports the immune system and
acts as an immunostimulant.*

Beta-glucan

This compound supports optimal
immune cell communication and
coordination.*

Aronia melanocarpa
This extract provides powerful antioxidant
support for immune function.*

— -\ 3 -. WY
Enjoy Activate-C 4
in delicious, refreshing. : Ny

R
- Give your'kids (age 4+)ge’ ' .
= the chewable Activate

supportithey’ll love!

vate-C | . / 4 g . Available for a
\Complex- - s 4 M'"%. — LIMITED TIME

& (] ONLY, our Spiced
Apple Cider
Activate-C Immune
Complex gives
you the immune-
supporting
nutrition you want
in the festive fall
flavor you crave.
Enjoy hot or cold!
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Get your daily
Activate supportin
quick capsule form:
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Body Satin™ Hand Creme
Pure™ Wintergreen Essential Oil
Pure Peppermint Essential Oil
Sun Shades® Lip Balms

Sei Bella® Lip Glosses

Sei Bella Lip Oils

Sei Bella Nail Polishes

Travel-Size Renew® Lotions
(Regular and Lavender)

Pure Essential Oil Roll-Ons
Exceed® Mints
Cool Shot® Breath Spray—Fresh Mint

Hot Shot® Breath Spray—Cinnamon

Delectables Chocolate Pistachio Caramel Clusters
Simply Fit™ Baking Mixes

Sei Bella Brush Bundle

Sei Bella Perfumes

Logo Gear Tumbler

Sugared Amber Sun Valley® Foaming Hand Soap
Soft Vanilla Musk Revive™ Room Spray
Mountain Cabin® Premium Coffee

Renew Lotion (8 fl. 0z.) and
Renew with Pure Lavender (7 fl. 0z.)

Pure Diffuser Blend Bundle

Alloy® Skin Care Bundle
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Five Grams of Protein
in Every Brownie!

Simply Fit™ Baking Mixes are designed for anyone wanting

to enjoy delicious baked goods made with great-tasting
ingredients, naturally sourced sweeteners, and plenty of

fiber and protein—all without excess calories, fat, carbs, or
added sugar. For the chocolate lovers in your life, our Simply
Fit Double Chocolate Brownies are the perfect treat for any
occasion—warm, decadent chocolate brownies that have been
expertly crafted to satisfy cravings without spiking blood
sugar levels.

It’s no surprise that these brownies are R3 friendly!
Melaleuca’s R3 Weight Loss Program helps you learn to
balance your body’s blood sugar while properly balancing
protein, carbs, and fats in your daily diet. With five grams of
protein and just two grams of net carbs per brownie, Simply
Fit Double Chocolate Brownies can stay on your Yes List as
you reset your daily eating habits! Learn more about the R3
Weight Loss Program at Melaleuca.com/R3.

Calories
130
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1 WEEK BEFORE

Holiday Hosting Guide

Get ready for the moments that matter!

The best holiday memories aren’t made while you’re scrubbing the sink five
minutes before guests arrive. This year, spend less time stressing over your to-do
list and more time soaking up the memories that make this season so special.

Our Holiday Hosting Guide features weekly and daily checklists to get your home
clean, cozy, and guest-ready—so when the doorbell rings, you're ready to enjoy
the fun with your friends and family!

Prepare for a Warm Welcome

Think about what will help guests feel comfortable from the moment they arrive.

] Restock bathroom and other guest areas with seasonal hand soap, fresh
towels, and new tissues.

] Clean and organize the refrigerator.

] Make sure you're prepping your immune system with Spiced Apple Cider
Activate-C Immune Complex® (you can also stock up for the party so your
guests are protected too).

Finish decorating.

[y

Do a deep cleaning of all gathering spaces, including bathrooms (Tub & Tile™
12x Bathroom Cleaner cleans counters, sinks, toilets, and tubs with ease).

Prepare party favors or gift bags if desired.
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2-3DAvs BEFORE  Finishing Touches

Focus on the tasks that will stay done.

Complete the grocery and supply shopping.

Prepare make-ahead foods.

Wash linens and remove stains from tablecloths and
napkins.

Vacuum and/or mop floors. If you have hard floors, Clean &
Gleam™ Floor Polish will give them a luminous finish!

Do another quick sweep of bathrooms.

Do final preparations in guest rooms (adding Pure™ I'm a
Dreamer Nighttime Spray is a lovely touch).

Double-check household essentials.

Cc0 OO0 O 000

Add a travel-size Renew® Lotion to guest rooms and a travel-
size Gold Bar® to the guest bathroom. Pure Hit Refresh Odor
Spray is also great to keep in guest bathrooms.

GATHERING DAY Be Present

Keep the final checklist short! Focus
on what guests will see, use,
and experience.

Morning checklist:

L] Do a quick walkthrough
from a guest’s perspective.

] Set the table and organize
place settings.

L] Wipe down kitchen and
bathroom surfaces with
Tough & Tender® Wipes.

] Add final home-fragrance
or seasonal touches, such
as Soft Vanilla Musk
Revive™ Room Spray.

] Keep yourself calm
by mixing yourself
a drink with
Mela-Out® Magnesium.

) Putoutadishof
Delectables Chocolate
Pistachio Caramel Clusters.

L] Enjoy your gathering!

PRODUCT TRAINING

20-Minute Holiday Reset

When another celebration is around
the corner, a fast clean can make the
biggest impression!

1.

Holiday Hosting Guide

Clear kitchen counters and
gathering surfaces.

. Wipe down the kitchen and

guest bathroom.

. Straighten pillows, blankets,

and decor.

. Sweep or vacuum high-traffic areas.
. Empty visible trash cans.

. Add a welcoming finishing touch (we

love a spritz of Revive Room Spray).

Scan the QR code
for the complete

and checklist.

For the Hostess

Freshen up before guests arrive
with a few of these favorites.

Sei Bella® Dry Shampoo
Sei Bella Finishing Spray

Sei Bella Lipstick, Lip Gloss, or
Lip Oil

Pure Lighten Up Roll-On

Sei Bella Perfume (White
Floral & Vanilla, Sage &
Bluebonnet, Seville Orange
& Honeysuckle, Jasmine &
Cedarwood, Pink Iris &
Sandalwood)
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TOTAL WELLNESS

Why eaSier \/\/e|ght |OSS makes It may just be the biggest medical

intentional wellness more
important than ever.
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breakthrough since penicillin.

GLP-1 receptor agonists—
medications like Ozempic, Wegovy,
and Mounjaro—have forever changed health care. You take the
medication and your appetite quiets down, the scale starts
moving, and the weight loss that had felt next to impossible
to achieve becomes nearly effortless. Just like that, your
clothes are fitting better. You can see your toes again. And
many people notice positive impacts on their blood sugar
levels, cholesterol levels, sleep apnea, joint health, and even
cardiovascular function.

Many of these benefits can happen with surprisingly little
day-to-day struggle. That is exactly what makes GLP-1s so
powerful—and what creates the GLP-1 paradox.



WELLNESS INSIDER

Boost your wellness IQ with eye-opening data

and in-depth explanations. Learn practical
strategies to enhance specific aspects of your
wellness journey—and become a trusted guide

for those you’re helping along the way.

CONTINUED »
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TOTAL WELLNESS

WHEN EASIER WEIGHT LOSS
REQUIRES EXTRA INTENTION

When weight loss gets easier, it can be tempting
to assume wellness gets easier too.

In some ways, it does. Losing excess weight can
improve health all by itself. But a GLP-1
medication is different from a medical
treatment that simply does its job while you

go about your life. When you take the right
antibiotic for a bacterial infection, the medicine
attacks the infection. Take an antacid, and the
medicine neutralizes stomach acid.

With GLP-1 medicines, the user plays a key role
in the overall results of the treatment.

GLP-1 is a natural hormone involved in
blood sugar control, appetite, fullness, and
digestion. Medications that act on the GLP-1
pathway help regulate blood glucose, increase
feelings of satiety, reduce cravings, and slow
the movement of food from the stomach into
the intestine.

In other words, they turn down the volume on
some of the biological signals that make dieting
so difficult. But those quieter signals come with
another challenge.

It’s not uncommon for GLP-1 medicine users to
eat half as much as they did before treatment.
But eating 50% less food does not mean your
body suddenly needs 50% less protein, fiber,
vitamins, minerals, or other essential nutrients.
Your nutritional needs stay the same—you
simply have fewer opportunities to fulfill them.
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Right now, one in nine American adults uses
GLP-1 medications, and that number is on the
rise. Whether that’s you or someone you know,
the goal should be bigger than weight loss—it
should be staying well while you lose it.

KEEP A RHYTHM

Before starting medication, hunger may have
dictated your schedule. But after, you may reach
late afternoon and realize you've eaten almost
nothing all day.

It can be tempting to view that as a win. After
all, fewer calories mean faster weight loss, right?
But “I'm not hungry” does not mean “my body
doesn’t need nutrition.”

Long periods without food can leave you
short on the nutrition and energy your body
still needs.

Create an eating rhythm that doesn’t depend
entirely on hunger. Eat at generally consistent
times, keep portions smaller if that feels better,
and have nutritious snacks available when a full
meal is unappealing.

Your old hunger cues may have gotten quieter.
Let your new habits speak up.

PRIORITIZE PROTEIN

When the scale is dropping quickly, it is easy
to celebrate the number without asking an
important question: What exactly am 1losing?

Weight loss does not come exclusively from
body fat. Some lean tissue is typically lost as
well. A 2026 meta-analysis of randomized
clinical trials found that about 25% to 39% of
the weight people lost on GLP-1 medications
was lean mass, depending on the medication.

Lean mass is not exactly the same thing as
muscle, but the finding makes it clear that
protecting muscle matters. Muscle supports
strength, balance, mobility, and healthy aging—
not to mention the shape and definition that
many people hope to achieve through weight
loss. You don’t want to reach your goal weight
only to find that you've become not just smaller,
but weaker. And protecting that muscle starts
with protein.



Experts recommend roughly half a gram of
protein per pound of body weight each day,
with some people needing more depending on
activity level and individual needs. For someone
who weighs 150 pounds, that’s about 75 grams
of protein a day. Research published in JAMA,
the Journal of the American Medical Association,
also recommends aiming for 20 to 30 grams of
protein at each meal.

When appetite is especially low, having a
protein drink may be easier than sitting down
to a large meal.

EXERCISE AND BUILD MUSCLE

Here’s another twist in the GLP-1 medication
paradox—when the medication is working,
exercise can start to feel optional. You can see
results without spending hours at the gym.
Maybe you can eat a cookie, have some ice
cream, skip your workout, and still watch the
number drop. So why bother?

Because weight loss is not the finish line.
Wellness is.

That’s where resistance training comes in.
Research shows that it’s one of the best ways
to preserve lean mass during any kind of
weight loss.

Research published in JAMA recommends
building toward 150 minutes of moderate
activity per week, plus 30 minutes of strength
training two to three times weekly.

This may be a better moment to start building
muscle than you realize. You weigh less, your
joints are carrying less load, movement may feel
easier, and you're not fighting hunger signals all
day. Use this opening to build habits that keep
you strong and agile for years to come.

FOCUS ON FIBER

Because GLP-1 medications slow gastric
emptying, many common side effects involve
digestion. Fiber counteracts these by supporting
regularity and a healthy gut microbiome,
particularly when constipation becomes

an issue.

TOTAL WELLNESS

Yet only about 5% of Americans get enough
fiber, and eating less can make an already-
common shortfall even worse.

Increase fiber by eating whole grains, berries,
vegetables, leafy greens, lentils, beans, nuts, and
seeds. FiberWise® Drink can get you half of your
daily fiber needs in one serving.

HYDRATE DELIBERATELY

Hunger is not the only cue that may change
on a GLP-1 medication. There is evidence
that GLP-1 signaling can also affect thirst and
drinking behavior, which means some people
may not feel as strong of an urge to drink
liquids as they once did. And because you're
eating less, you may also be getting less fluid
from food. Certain side effects can increase
fluid loss even more.

The solution is to make hydration part of your
routine instead of waiting until you feel thirsty.

Electrolytes matter too. Eating less may mean
getting less sodium, potassium, magnesium,
and other minerals from food. Nutrient-rich
foods should come first, with Sustain® Active
Electrolyte Hydration offering convenient
support when you need to replace both fluids
and electrolytes.

The pattern is familiar. When your body’s cues
get quieter, your routines need to become
more intentional.

MAKE THOSE FEWER

BITES MORE NUTRITIOUS

Protein, fiber, and hydration may be the
headline players, but your body still needs a
long list of vitamins and minerals every day too.

If you're eating significantly less food, you
have fewer meals and fewer bites from which
to obtain iron, calcium, vitamins, omega-3s,
antioxidants, folate, and other nutrients.

Prioritize vegetables, lean proteins, whole
grains, fruits, and other nutrient-dense foods.
Dessert can still fit—just don’t let foods with
little nutritional value crowd out the foods your
body needs.

CONTINUED »
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Getting enough nutrients is always important,
but it can require extra attention when

taking a GLP-1 medication. Vitality for Life®
multivitamins and supplements help ensure
that eating less doesn’t mean getting less of the
essential nutrition your body needs.

DON’T WASTE THE WINDOW

Perhaps the most remarkable thing about
GLP-1 medication is not simply that it

helps you eat less. It’s that it may create an
opportunity for true lifelong wellness. No more
food noise. No more urgent cravings. No more
negotiating with hunger.

Don't use that freedom to discover how little
you can eat or how much you can “get away
with” while the medication does the heavy
lifting. Use a period when change feels easier
to build habits that can pay wellness dividends
long after the novelty of the scale wears off.

Your medication has lowered the volume on
appetite. Now your knowledge gets a turn at
the microphone. Your judgment, your goals,
and your habits have more power than ever to
shape your future. ®

GLP-1 medications can have side effects and may not be appropriate
for everyone. Protein, fluid, electrolyte, exercise, and supplementation
needs vary by individual. Talk with your health care provider or
registered dietitian about recommendations appropriate for your
health, medications, and treatment plan.
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SMART SUPPORT FOR

Your QLPI
Routine

These Melaleuca products provide extra
support for nutrition and comfort.

* Sustain® Active Electrolyte
Hydration supports hydration and
helps replace lost electrolytes.

* SplasH,0" makes it easier to get
the hydration you need.

* The Peak Performance Total
Health Pack helps close critical
nutritional gaps when overall food
intake is lower.

* FiberWise® Drinks and Bars are
an easy way to add fiber and
support gut motility and regularity.*

* Proflex and Proflex Pro Protein
Shakes and Bars deliver convenient
protein when your appetite is too
small for a full meal.

* Simply Fit™ Veggie Protein Crisps
make a light, protein-packed snack.

* Vitality Elevate™ Pure Creatine
supports strength and muscle as you
build a resistance-training routine.*

» Calmicid® Antacid provides fast
relief for occasional heartburn, acid
indigestion, and upset stomach.*

* Riverbend Ranch® Beef Jerky
makes it easy to add protein to
small meals and snacks.

* These statements have not been evaluated by the Food and Drug Administration.
These products are not intended to diagnose, treat, cure, or prevent any disease.



| don’t wait for free time.

You don’t need to clear your calendar
to build your business. Open Grow
during the little pockets of your day
to organize contacts, send a product
recommendation, check reminders,
track progress, or share a helpful
resource. It’s got everything you need
to keep building—right in the palm of
your hand.
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MELALEUCA 2024 ANNUAL INCOME STATISTICS

Our entire customer base of more than a million customers have all been referred by someone who loves our products.

PRODUCT

Customers

The majority (82%) of those who
buy Melaleuca products each month
are strictly customers. They are not
pursuing the Melaleuca financial
opportunity. Therefore, they do not
receive compensation from the
company. They purchase Melaleuca

products simply because they want p rO d u Ct A d VO C a te S

to be healthy, and they believe that

Melaleuca products will help them 8% of all Melaleuca customers have referred at least one customer but fewer than eight customers. As those
with that goal. Having customers customers purchase products directly from Melaleuca, those who referred them receive a small commission.

who are loyal to our brand simply i These households are not necessarily interested in the financial opportunity. Their relationship with Melaleuca
because they love our products | is focused on their love of Melaleuca products. Their “status” is determined by how many customers they have
provides the strongest foundation . referred. A Product Advocate has at least one customer. A Product Advocate 2 has referred at least two customers,
for our business opportunity. and a Product Advocate 3 has referred at least four customers. While these individuals may not be considered

serious business builders, their customers (like the vast majority of Melaleuca customers) come from
word-of-mouth referrals. Therefore, the overall contribution of these individuals is significant.

82% |
: PERSONAL TOTAL ACTIVE TIME TO
- : ANNUAL INCOME CUSTOMERS CUSTOMERS ACHIEVE STATUS
HIGH LOW | AVERAGE | MINIMUM | AVERAGE | MINIMUM | AVERAGE | SHORTEST LONGEST
PRODUCT ADVOCATE $2,083 $14 | $10 0 1 1 4 1Mo. | 406 Mo.
PRODUCT ADVOCATE 2 [ERXReIeE] $28 | $234 2 2 2 8 1 Mo. 436 Mo.
PRODUCT ADVOCATE 3 [EYWAtH) $57 | $520 4 5 4 18 1 Mo. 390 Mo.

BUSINESS

BUILDERS Beg|nn|ng a BUSIH@SS

About one out of ten customers (1 0%) decide to start their own Melaleuca business and eventually
achieve Director status, which is considered the first step to becoming a business builder. Directors have
made a significant effort (probably spent 50 hours or more) in developing at least eight Melaleuca customers.
Those estimated 50 hours could have been spent in a single week or could have been spent over several years.
But at some point in their lives, Directors have invested enough time and effort to develop (and maintain)

at least eight Melaleuca customers.

PERSONAL TOTAL ACTIVE TIME TO
ANNUAL INCOME CUSTOMERS CUSTOMERS ACHIEVE STATUS
HIGH Low AVERAGE | MINIMUM | AVERAGE | MINIMUM | AVERAGE SHORTEST LONGEST

$25,685 | $274 | $2191| 8 17 8 77 1Mo. | 373 Mo.
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Melaleuca

6 The Wellness Company®

Initial Leadership Status

Leaders at these statuses have made a more serious effort to build a Melaleuca business. Those who have reached these
leadership statuses have not only invested enough effort to refer several customers but have also helped some of those
customers start a business and become Marketing Executives. Those Marketing Executives have, in turn, referred
additional customers who purchase Melaleuca products each month.

ANNUAL INCOME CPUE:TS:;I::-S Tg;:_IL_OAl:g:;E TIME TO ACHIEVE STATUS

HicH Low AveRAGE MINMUM | AVERAGE | MINMUM | AVERAGE SHORTEST LoNasT
DIRECTOR 3 (3.2%) $31,441 $2,757 $10,911 1 40 45 159 1Mo. 361 Mo.
DIRECTOR 4-5 (2.0%) $39,274 $5,218 $17,087 13 56 102 319 1Mo. 339 Mo.
DIRECTOR 6-7 (0.9%) $53,871 $9,082 $24,085 14 73 196 454 1Mo. 362 Mo.
DIRECTOR 8-9 (0.6%) $75,039 $18,571 $34,958 21 81 275 590 1Mo. 354 Mo.

Advanced Leadership Status

Those Marketing Executives who reach Senior Director or above have shown substantial interest and dedication in
building a Melaleuca business. While most do not work their businesses full time, it is essential that they invest some
time each month nurturing, training, and helping those in their marketing organizations. Melaleuca advocates that
Marketing Executives keep their full-time jobs and work their Melaleuca businesses in their spare time. However,
some Executive Directors at the higher income statuses do work their businesses close to full time. Melaleuca strongly
advocates that Marketing Executives do not quit their full-time jobs until their Melaleuca incomes far surpass the
incomes they receive from their full-time employers. Rather, they should add their Melaleuca incomes to their

regular incomes, thereby making a substantial difference in their family finances.

PERSONAL TOTAL ACTIVE
ANNUAL INCOME CUSTOMERS CUSTOMERS TIME TO ACHIEVE STATUS
HIGH LowW AVERAGE MINIMUM AVERAGE MINIMUM AVERAGE SHORTEST LONGEST
SENIOR DIRECTOR 1-9 (1.7%) $238,946 $25,884 $63,819 20 n7z 37 962 1Mo. 365 Mo.
EXECUTIVE DIRECTOR 1-9 (1.5%) $715,593 $58,747 $181,057 37 156 974 2,552 2 Mo. 353 Mo.
NATIONAL DIRECTOR 1-9 (0.2%) $756,442 $162,761 $309,720 67 214 2,800 @ 4,467 5 Mo. 277 Mo.
CORPORATE-PRESIDENTIAL
DIRECTOR (0.1%) $2,624,273  $427823  $1136,801 70 329 | 6,344 13,851 10 Mo. 251 Mo.
The above annual income statistics include all US and Canadian Melaleuca Marketing Executives who were Your biggest investment will be your time, not your pocketbook. Your business is best built from your own
active during all 12 months of the period ending December 2024 and performed the minimum activity required home without making any substantial financial investment. Such investments are neither necessary nor
at each status. The incomes stated include all commissions, incentives, and bonuses earned during the period. conducive to your success.
For the purpose of these statistics, a Marketing Executive’s leadership status was calculated by taking the The information on this page is not necessarily representative of what any individual Marketing Executive will
highest status achieved and maintained for at least seven consecutive months. earn with this program. Any representation or guarantee of specific earnings would be misleading. Success

with any business takes hard work, diligence, perseverance, and leadership. Success with Melaleuca will

These numbers represent gross income, not net income. In other words, they do not include any business depend on many factors, including how effectively a Marketing Executive exercises those qualities.

expenses. However, it should not be necessary to spend any significant amount to build a Melaleuca business.
You will need access to a telephone and an email account, but you should not invest in purchasing leads,
meeting rooms, or training materials. Nor should you invest in advertising, building a website, and so on.
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Are You Shopping
Smarter‘-’

Month after month, savvy Melaleuca Members are turning everyday spending

into extra rewards and added value with the Melaleuca® Rewards Visa® Card!

/ UNLIMITED REWARDS —PAID IN LOYALTY SHOPPING DOLLARS N

6% 4% 2%
BACK' BACK' BACK'

on ALL Melaleuca purchases on gas, EV charging, grocery, on all other purchases
and dining purchases i

r$1 00 WELCOME BONU_W J

after your first purchase, made within the
first 3 billing cycles after account opening.

Get a decision in less than 30 seconds!
Scan the code or visit Melaleuca.com/Visa to learn more.

Must apply here for this offer. Offers vary elsewhere.

! See the Rewards Terms and Conditions for details. Please see the Melaleuca Rewards Program terms and conditions at
Melaleuca.com for information regarding expiration, redemption, forfeiture, and other limitations on Loyalty Shopping Dollars.

Cards are issued by First National Bank of Omaha (FNBO®), pursuant to a license from Visa U.S.A., Inc. Visa and Visa Signature
are registered trademarks of Visa International Service Association and used under license.



THEWORLD IS DISGOVERING
WHAT YOUALREADY KNOW!

Nothing we do is to seek accolades.
But lately the recognition keeps rolling
in—award after award. Consumers are
confirming what Melaleuca Members

have known all along.

USA Today recently placed Melaleuca
on its list of the top 500 “Most Trusted
Brands” and also the top 500 of

“America’s Best Stores.”

Forbes

AMERICA’S

BEST BRANDS
FOR VALUE

QUALITY FOR THE PRICE

POWERED BY hundredx

Forbes

THE BEST
EMPLOYERS
FOR WOMEN

POWERED BY STATISTA

W Scan to read
ot '% the Forbes article.

Forbes and U.S. News & World Report
recently named Melaleuca as one of the
best employers in America, and Time
recently named Melaleuca as one of

America’s best private companies.

In each case, these media companies
hired a reputable research firm to
determine the results. Melaleuca is being

discovered! Here’s a list of recent awards

by national media:

@ usa ToDAY

Most
Trusted
Brands

2025

@ usa TobAy

America’s
Best Stores

PPPPP N 4
INSIGHTS GROUP

BEST

COMPANIES
70 WORK FOR

! IS [ I&WORLDREPORT

AMERICA’S

BEST

PRIVATE
COMPANIES

statistas 2026

Scan to see
the full Forbes list.

OVERALL =

Forbes

AMERICA'S

BEST MIDSIZE
EMPLOYERS

EEEEEEEEE statista

¢ MYEAR Y,
5, & CHAMPION

Forbes

AMERICA'S
BEST-IN-STATE
EMPLOYERS

POWERED BY STATISTA

Melaleuca

® e Wellness Company:



“CAR BONUS

LET MELALEUCA PAY FOR YOUR CAR

Grow your business to Senior Director, then select your new vehicle and
apply for Melaleuca’s Car Bonus program! Active leaders receive the
following monthly Car Bonus for qualifying vehicles at these statuses:

Presidential
Director

National
Director

Executive
Director

Senior
Director

Corporate
Director

Leslie and Fred Cole have been earning Melaleuca’s Car Bonus for
nearly three decades, beginning in 1997 with a Chevy Tahoe.

The Coles have put plenty of miles on their vehicles as they've driven
to meet with their Melaleuca team members in person, including
one memorable trip to Texas where Fred picked up his 2003 Toyota
Tundra—a vehicle he still owns and that just hit 270,000 miles.

All told, the Coles have now had seven cars paid for by Melaleuca.
For Fred, that has brought real peace of mind. “It’s great to know that
my wife can take off in the car and never have a problem with it,”

he says. “That is a real relief.”

For Leslie, the Car Bonus and other Melaleuca promotions let her
focus the family budget on the things that matter most. “Melaleuca
takes care of the depreciating items,” she says, “so that we can spend
our money on the appreciating things.” @

Executive Directors Leslie & Fred Cole ID
2023 Acura MDX
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THOUSANDS of CARS

MILLIONS of SMILES
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Melaleuca events provide you with world-class coaching and proven
strategies you can use to build your business and improve your life.

November 7-12, 2026 Fast Track to Freedom and Standing ELC | Bahamas Cruise

January 2, 2027 Launch | Virtual Event

February 4-5, 2027 Leadership Quest | Jacksonville, FL

May 6-8, 2027 Convention 2027 | Salt Lake City, UT

October 28-29, 2027 Standing ELC | St. Louis, MO

2027 ADVANCE dates and locations as well as

Road to Executive Director dates are all coming soon!

CONNECT at Melaleuca EVENTS
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Learn more at Melaleuca.com/Events.

Dates and details are subject to change. Visit Melaleuca.com/Events for the latest calendar updates.



?‘ LEADERSHIP

QUEST

Hyatt Regency
Jacksonville Riverfront

EARN YOUR WAY INTO THE ROOM

This event will completely change what you believe This is a working leadership environment—focused
you’re capable of. on helping you:

Leadership Quest is Melaleuca’s most exclusive e Discover how to accelerate
business-building event. But you can’t simply attend your momentum

Leadership Quest—you have to earn your place in the

room. Why? Because every part of the experience is Build and develop new relationships
designed specifically for Melaleuca’s most active and and leadership skills

committed business builders.

You’'ll build relationships with some of Melaleuca’s Master a success mindset

very best leaders, sharpen your leadership skills,
and gain new insights to help you reach your goals,
strengthen your organization, and enhance even
more lives.

Grow your business with greater
clarity and purpose

LEADERSHIP QUEST 2027

February 4-5, 2027
Hyatt Regency Jacksonville Riverfront in Jacksonville, Florida

Join the best of the best!

Visit Melaleuca.com/Quest for details and qualifications.



SOME DATES ARE WORTH
PLANNING A YEAR AHEAD.

This Is one of them.

STANDING ELC 2027

October 28-29 | St. Louis, Missouri

THIS IS WHERE LEADERS SHOW UP

Reaching Executive Director and above means you’ve
built something significant. Standing ELC is where you
prepare to lead it forward. This two-day business meeting
provides access to world-class training, meaningful

time with the Melaleuca Management Team, and
invaluable relationships with leaders who understand the
responsibility of building at this level.

This isn’t an incentive trip. It’s where Melaleuca’s top
leaders do the important work of preparing for what’s
next. Attendance is an essential responsibility for
Executive Directors and above and is required| and is
required to remain eligible for applicable bonuses.

There are more goals to reach. More leaders
to develop. More lives to enhance.

Travel Dates: October 27 & 30

SELC

STANDING EXECUTIVE LEADERSHIP COUNCIL

Melaleuca.com/SELC
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4l An Unforgettable Destmatlon

E e - Deserves a Magnificent Return
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Look closely at the photos on this page. They aren't
glimpses of what President’s Club might be like.
They're real moments from President’s Club 2019
when Melaleuca leaders journeyed to Kenya for an
experience many still talk about today. And now

we're going back in 2027!

Another Chance to Put Yourself in the Picture
Imagine experiencing the savanna from the legendary
&Beyond Kichwa Tembo Tented Camp. Sharing
extraordinary meals beneath an enormous African

sky. Experiencing the traditions of the Maasai people.

And discovering the kind of beauty and adventure that
photographs can capture but never quite replicate.

Earn Your Way to the Wild

Extraordinary experiences begin with extraordinary
commitment. Build consistently. Help others reach their
goals. Then earn your way to the Masai Mara—and create

the photographs and stories you'll still be
sharing years from now.

President’s Club | August 21-26, 2027
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SENIOR DIRECTORS 4

Sean & Manda Kistler texas

JULY’S MONTHLY
CHECK

Sean and Manda Kistler are the proud owners of 15 acres
of wide-open land in the Texas Hill Country. There was a
time when purchasing those 15 acres would have required
years of saving. But after discovering Melaleuca, the Kistlers
realized that they could build a referral business and grow a
repeat income. That extra money could help them own the
land much sooner. And that really appealed to them.

The family felt the urgency. “We wanted our boys to enjoy

it as they grew up,” Manda says. “If we had followed our
original plan, our oldest son would have been 16 by the time
we could make use of the land.”

Not long ago, the Kistlers had doctor’s orders to rid their
home of harsh chemicals due to health issues that plagued
their oldest son. But they couldn’t find gentler cleaners that
were still effective and didn’t break the bank, even after
combing through dozens of stores.
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A Foundation Worth Building On

One day, Manda visited her good friend National Director

Sheyenne Brumbelow. They got to talking. “Sheyenne knew
that we had been switching things up in our home,” Manda
says. “So she started telling me about the Melaleuca products
she was using and how convenient it was to shop for all the

products she needed in just one online store.”

Manda soon enrolled and purchased the Safer for Your
Home Pack. She quickly fell in love with the EcoSense®
cleaners that came in the box. After a few months, she
and Sean were confident that the measures they had
taken to improve their home’s safety and cleanliness were
working. The doctor’s tests revealed that their son had
significantly improved.

By the time Manda began building her Melaleuca business,
she had a deep well of moving personal product experiences
to draw from. And gradually, she was developing into a
capable leader.

“I played sports growing up,” she says. “I always loved being
the captain. That kind of leadership came naturally to me.
However, with Melaleuca, I've learned that true leadership
involves not only teaching others how to do what you're
doing but building trust with them that you'll always be
there. In sports, 1 learned to sprint. But a Melaleuca business
is a marathon.

“Sheyenne taught me that this is a business to last a lifetime.
1t’s no different than a family. You have to build a foundation
for long-term relationships and long-term growth.”

Indeed, standing with their boys on their new property and
gazing out over the endless vista of long grasses and trees,
it’s clear to Manda and Sean that their foundation is right
here—at home. Right here is where they’re establishing their
legacy of wellness. @

Consult the Annual Income Statistics on page 58 for typical results.



Presenting the top eight Senior Director businesses with the highest
TO P SEN Io R DI R E CTO RS contribution index and a Monthly Retention Index (MRI) of 50% or more!

Reaching Senior Director status is a
monumental achievement, reflecting
both ongoing growth and a steadfast
commitment to helping others. These
Senior Directors lead by example,
consistently sharing the value of
Melaleuca while mentoring and

guiding their teams.

Noel Walker

Senior Director 4, Virginia

Josefina Corona
Senior Director 9, California

Manda & Sean Kistler

Senior Directors 4, Texas

Orlando Corona
Senior Director 6, California

Nancy & James Ferguson
Senior Directors 6, Mississippi

Andrea & Mike Van Bakel

Senior Directors 7, Ontario

Shandi & Garrett Polak

Senior Directors 7, Texas

Erika & Steve Cobb

Senior Directors 9, Tennessee
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W SYOL123dIA JOIN3S

SENIOR DIRECTORS

Erika & Steve Cobb
TENNESSEE
Enrolled: 05/07/2025

Orlando Corona
CALIFORNIA
Enrolled: 03/13/2010

MacKenzie & Robert
Gladwell

MICHIGAN

Enrolled: 11/01/2025

Josefina Corona
CALIFORNIA
Enrolled: 02/03/2010

Lindsey Donato*
FLORIDA
Enrolled: 04/03/2025

Elina & llya Katsman
KANSAS
Enrolled: 03/21/2022

9-SENIOR DIRECTORS

N SY0103d1d JOIN3S

Shandi & Garrett Polak
TEXAS
Enrolled: 03/22/2025

Nic & Kelli Hillman
KANSAS
Enrolled: 02/04/2011

Andrea & Mike Van
Bakel

ONTARIO

Enrolled: 04/12/2025

u1 SYOL10341A JOIN3IS
& SY012341a JOIN3IS

Yurisel Salazar &
Richard Diaz*

FLORIDA
Enrolled: 01/15/2020

Tina Hockmuth-
Pezzetti

IOWA

Enrolled: 12/01/2024

Lindsey Donato*
FLORIDA
Enrolled: 04/03/2025

N SYOL1234IA 4OIN3S
SY0123d1d JOIN3S

Yurisel Salazar &
Richard Diaz*
FLORIDA

Enrolled: 01/15/2020

Karley & Taylor Brown
OHIO
Enrolled: 03/14/2024

Alyssa & Adam Hollar
OHIO
Enrolled: 10/04/2022

Melaleuca Logo Gear brings together everyday comfort and meaningful
style in a way that fits your life beautifully. Whether you’re heading out,
working out, or keeping it casual, these are the pieces that help you look
polished, feel confident, and represent what matters to you. Because when
wellness is part of your lifestyle, it shows.

Shop the latest Melaleuca Logo Gear styles at

Melaleuca.com/LogoGear.




seipella

WELLNESS INSPIRED BEAUTY

PINK, POWERFUL, STRONG

Some gifts do more than bring joy. They deliver
hope. Whether you’re purchasing our limited-edition
Dewdrops on Petals fragrance for yourself or as a gift,

you’re standing with a community committed to showing §$/b@f{0 Dewdrops on Petals

compassion, celebrating resilience, and reminding those ] 30 mL FRAGRANCE
facing breast cancer that they are seen and supported. __ %m’!ﬁmf e 2 :

R~ W Cool, captivating, and impossible to
For every 100 Dewdrops on Petals fragrances purchased, _ N - = forget. This delicate blend of crisp
Melaleuca will donate one specially curated wellness “@ fruit and fresh florals has a water-like

quality that’s cool, romantic, and

ackage to someone fighting breast cancer. Filled with
& = = 2 sophisticated. At the base, notes of

products designed to nurture well-being and provide musk, amber, and vanilla linger to
everyday support, each package is a tangible reminder give this enchanting fragrance even
that no one has to face this journey alone. more layers of intricacy.

Do you know a friend or family member who could benefit from a wellness package?

We’d love to hear their story! Visit Melaleuca.com/BreastCancerAwareness to nominate someone special
and learn more about how, together, we’re making a difference.




DIRECTOR 8

Martha Sanchez rLoriDA

1HOITLOdS Jd0123dId

Smiling Again

LAST MONTH’S 72
EARNINGS y

Over the years, the world around Martha Sanchez

has changed. She has had to learn to adapt to new
circumstances. She has had to reinvent herself to meet
every new challenge. Her professional journey has
taken her down many different paths—from working
as a physics professor to becoming an insurance agent
and venturing into digital marketing. And while she
has always given her best to get ahead, not long ago she
found herself facing a particularly difficult situation.

“After trying so many different things—taking courses,
attending academies, and learning new skills—I ended
up with $12,500 in nagging debt from my insurance
business,” Martha recalls. “I was devastated. But that
was also when my enroller first reached out to me about
Melaleuca. Although 1 was initially hesitant because of
everything 1 had experienced in my professional life,

1 ultimately decided to give the business a chance and
go all in.”
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From the beginning, Martha understood that building

a successful Melaleuca business meant focusing on the
right actions. “I'm creating a thriving community by
regularly applying the Seven Critical Business-Building
Activities,” she explains. “There’s nothing extraordinary
about what my team and 1 are doing; it’s simply about
consistently carrying out the activities that drive growth.”

Since enrolling in March 2026, Martha has been amazed
by the products and everything Melaleuca has to offer.
That’s why she recommends the shopping club with
enthusiasm and a genuine desire to make a difference in
other people’s lives.

“The products are wonderful and the business platform
is outstanding,” Martha says. “The most rewarding

part is sitting down with people who need help and
being able to offer them a solution. It’s incredible how
Melaleuca allows me to help so many families—not
only financially but also in other areas of their wellness
that are just as significant.”

In just a few months, Melaleuca has become an
important part of Martha’s life and her family’s future.
1t has given them a fresh start, peace of mind, and a
renewed sense of hope.

“Melaleuca has become my home, my refuge, and an
opportunity to leave a legacy for my daughter and my
grandson,” Martha says. “It has completely transformed
my situation. I'm already paying down my debts, and

1 can sleep peacefully at night. We're smiling again

at home because we know we won’t always have the
burden of debt. My husband’s health and my own have
also improved significantly thanks to the products.
Melaleuca has truly changed our lives.” @

Consult the Annual Income Statistics on page 58 for typical results.



TO P D I RECTO RS Presenting the top eight Director businesses with the highest contribution index
and a Monthly Retention Index (MRI) of 50% or more!

These Directors have demonstrated
their dedication to improving

their own lives as well as their
commitment to helping others do the
same. They have become true leaders
within the Melaleuca community,

inspiring and guiding others on their

wellness journeys. Zainabu Anuarite Hanniel Espinosa

Director 9, Arizona Director 8, California

5 - ; E
Ruama Camp Jen Foster Jose & Sarai Hernandez
Director 8, Texas Director 9, lllinois Directors 9, Tennessee

7 .
Shannon Rawson Rachael & Benjamin Hailey & Jake Polderman
Director 7, Mississippi Akhidenor Directors 8, Mississippi

Directors 5, Quebec
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Zainabu Anuarite* Vetta & Gavin Riley Childs Zainabu Anuarite* Ruama Camp
ARIZONA v Carpenter MISSISSIPPI ARIZONA v TEXAS
Marketing Executive FLORIDA Teacher & Graduate Student Marketing Executive Marketing Executive

Marketing Executives

9
)
m
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o
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7

Hanniel Espinosa* Martha Sanchez Zainabu Anuarite* Hanniel Espinosa* Koda King
CALIFORNIA FLORIDA ARIZONA CALIFORNIA CALIFORNIA
Marketing Executive Marketing Executive Marketing Executive Marketing Executive Marketing Executive

o SY0L103d1d

Rachel Mendenhall* Tehrie Ned Zainabu Anuarite* Hanniel Espinosa* Yatdiara Guerra*
OHIO TEXAS ARIZONA CALIFORNIA TEXAS
Physician Assistant Nurse Practitioner Marketing Executive Marketing Executive Marketing Executive

v1S40.103d1d

D6 .
Rachel Mendenhall* Shea Mills Megan & Mike Nichols Melinda Page Zainabu Anuarite*

OHIO MISSISSIPPI MISSOURI KENTUCKY ARIZONA
Physician Assistant Physical Therapist Physical Education Teacher/ Marketing Executive Marketing Executive

Marketing Executive

Jesse Bailey Cheryl & Larry Fulcher Yatdiara Guerra*® Rachel Mendenhall* Kim Wood

MISSISSIPPI FLORIDA TEXAS OHIO ILLINOIS

Pharmacy Technician Interior Designer/Marketing Marketing Executive Physician Assistant Client Manager
Executive

74 OCTOBER 2026 | MELALEUCA.COM/LIA * These hardworking Marketing Executives have advanced rapidly and are pictured for each status they have achieved.
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Zainabu Anuarite* Elizabeth & Jacob Cierra Gallagher Dainely Giraldo Perez Velma Goree
ARIZONA ) Eshack SOUTH CAROLINA FLORIDA INDIANA
Marketing Executive NORTH CAROLINA Marketing Executive Marketing Executive Marketing Executive

Hairstylist/Plumber

W SYOL03dId

Yatdiara Guerra* Krista Johnson Charlynn McBee Casei Meyers Yudisnalvy Acosta*
TEXAS NOVA SCOTIA TENNESSEE MICHIGAN FLORIDA
Marketing Executive Marketing Executive Marketing Executive Assistant Supervisor of Marketing Executive

Transportation

Zainabu Anuarite* Sonya Biehn John Costales & Daisy Melissa Curlings Amber Dankwardt
ARIZONA SASKATCHEWAN Caoile FLORIDA TENNESSEE
Marketing Executive Retired ONTARIO Broker Associate Marketing Executive

Marketing Executives

Karen De Leén Liliane & Ronaldo de Anna Beth Devine* Hannah Echols Mikki Follis

PUERTO RICO Moraes TEXAS ALABAMA TEXAS

Marketing Executive MISSISSIPPI Marketing Executive Marketing Executive Marketing Executive
Nurse/IT Support

Shelby Graves* Yatdiara Guerra*® Samantha Hill* Brooke Hines Nikki Huffman
MISSISSIPPI TEXAS GEORGIA FLORIDA NORTH CAROLINA
Occupational Therapy Assistant Marketing Executive Stay-at-Home Mom Marketing Executive Marketing Executive
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DIRECTORS 3-DIRECTORS 2

D3 .
Chad & Connie Kohler Shane & Micki LaDage Kelcy Leptich Gwen & Jamie Misty McReady

ILLINOIS SOUTH DAKOTA SASKATCHEWAN Maccarone MARYLAND
Marketing Executives Marketing Executives Stay-at-Home Mom RHODE ISLAND Marketing Executive
Marketing Executive/
Engineering Designer

Brenda Mueller Kealy Murphy Scot & Abigail Joao Claire & Tim Patterson

NEBRASKA FLORIDA Nichols* Nsesikilandamoko & CALIFORNIA
Mental Health & Addiction Marketing Executive MISSOURI Graca Mwilambwe* Marketing Executives
Therapist Inventor/Administrative KENTUCKY

Assistant Marketing Executive

Kim Polsfut Brittany Regans Renee & Austin Gabriela Gonzalez & Milton & Amanda

ALBERTA FLORIDA Rourke* Osvaldo Ruiz Santos
Educational Assistant Civil Servant MICHIGAN FLORIDA KENTUCKY
Travel Experience Specialist/ Marketing Executives Marketing Executives

Concrete Foreman

Haylee Sheahan Devon Smith Candy Snyder Alba Soto* Josh & Stacia Vander

ILLINOIS MISSOURI COLORADO PENNSYLVANIA Stoep

Marketing Executive Cosmetologist Marketing Executive Marketing Executive IOWA
Marketing Executive/Registered
Nurse

N SYOL03dId

Laura & Christopher Jennifer Walski Yudisnalvy Acosta* Zainabu Anuarite* Alyssa Bays
Villanueva MISSOURI FLORIDA ARIZONA ILLINOIS
NEW JERSEY Marketing Executive Marketing Executive Marketing Executive Marketing Executive

Marketing Executives
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DIRECTORS 2

Senga Bigira* Alexandra Bojda* Cassie Byars* Angelica Coffelt Carly Collins*

MISSOURI ALBERTA MISSISSIPPI KANSAS NORTH CAROLINA

Marketing Executive Marketing Executive Legal Secretary & Paralegal Marketing Executive Marketing Executive
Student

Danay Costa Alfonso Twhila Culver Marika Cygert Denise Delpratt Anna Beth Devine*
FLORIDA TEXAS ARIZONA Sampson* TEXAS
Marketing Executive Marketing Executive Marketing Executive NEW YORK Marketing Executive

Retired Podiatrist

Lisa Elias Kristi Erickson* Michaela Gibson* Lorna Gifford* Linda Glass*

MANITOBA OREGON TEXAS WASHINGTON MISSISSIPPI
Cosmetologist Bank Teller Marketing Executive Marketing Executive Teacher

Shelby Graves* Yatdiara Guerra*® April Hagerty* Shari Hassos* Kelly Heimbach*
MISSISSIPPI TEXAS KENTUCKY NEW YORK PENNSYLVANIA
Occupational Therapy Assistant Marketing Executive st Grade Teacher Marketing Executive Marketing Executive

Sheila Henderson* Samantha Hill* Coriana Lashway™* Cara & Larry Shantel Lubrano*
GEORGIA GEORGIA NEW YORK Leatherwood* NEW JERSEY
Marketing Executive Stay-at-Home Mom Marketing Executive ALABAMA Marketing Executive

Marketing Executive
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DIRECTORS 2

D2 1/ g

Nicole Lynch* Emily Manis* Megan & Stephen Teale Montague*® Paige Moore*

OKLAHOMA IOWA McClellan* FLORIDA ILLINOIS
Construction Project Manager Preschool Teacher TENNESSEE Dental Hygienist & Adjunct Gym Owner
Marketing Executives Professor

D2 b D2 e
Lyndsey Nesmith* Scot & Abigail Mimi Novak* Joao Danielle Ohlms*
ALABAMA Nichols* CALIFORNIA Nsesikilandamoko & MISSOURI
Pharmacist MISSOURI Self-Employed Graca Mwilambwe* Realtor

Inventor/Administrative KENTUCKY
Assistant Marketing Executive

Susan Patterson* Justin & Brooke Paul* Yenisbel Pino* Holly Plunkette* Nicole Roper*
TEXAS LOUISIANA FLORIDA KENTUCKY GEORGIA
Marketing Executive Marketing Executives Marketing Executive Nail Technician Marketing Executive

Ashton Ross Renee & Austin Samuel Schneider* Jennifer Smith Lontisha Smith*
TEXAS Rourke* SOUTH CAROLINA CALIFORNIA SOUTH CAROLINA
Marketing Executive MICHIGAN Marketing Executive Marketing Executive Marketing Executive

Travel Experience Specialist/
Concrete Foreman

Chuck & Leah Smith Alba Soto* Leanne Stiltner* Mary Tableman-Kerby Kathryn Touchet
VIRGINIA PENNSYLVANIA VIRGINIA & Wayne Kerby LOUISIANA
Marketing Executives Marketing Executive Case Manager ARIZONA College Student

Marketing Executives
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Phil & Bridgett
Truesdell*

SOUTH CAROLINA
Contractor/Stay-at-Home Mom

DIRECTORS 2-DIRECTORS

D2

Deanna Williams*

Ashley Wahl* Chelsea Wareham*
MICHIGAN WISCONSIN ILLINOIS
Sel-Employed Marketing Executive Marketing Executive
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Tiffany & Jeffrey
Williams*

OHIO

Marketing Executives

Blake & Morgan
Williams*

TEXAS

Marketing Executives

Ronda Aho
OHIO
Marketing Executive

Kerry Wise Crystal Zacharias Damaris Abraham

ILLINOIS MANITOBA FLORIDA

Marketing Executive Stay-at-Home Mom & Marketing Executive
Bookkeeper

o

Alexa Aldaco Rose Jasmin Alvaro Zainabu Anuarite*
KANSAS GUAM ARIZONA
Marketing Executive Marketing Executive Marketing Executive

Yudisnalvy Acosta*
FLORIDA
Marketing Executive

Senga Bigira*
MISSOURI
Marketing Executive

Alexandra Bojda*
ALBERTA
Marketing Executive

Denise Delpratt
Sampson*

NEW YORK

Retired Podiatrist

Cassie Byars* Carly Collins* Jessica Curry
MISSISSIPPI NORTH CAROLINA INDIANA

Legal Secretary & Paralegal Marketing Executive Medical Assistant
Student

Anna Beth Devine* Yadilen Diaz Ailke Dove

TEXAS FLORIDA PENNSYLVANIA
Marketing Executive Marketing Executive Marketing Executive

Maggie DeLamielleure
MICHIGAN
Event Planner

Kristi Erickson*
OREGON
Bank Teller
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Michelle Franklin Kendall Garrison Nicole Gibbons

FLORIDA ALABAMA ILLINOIS
Pharmacist & Retail Owner Marketing Executive Marketing Executive

Linda Glass* Shelby Graves* Faith Graziani
MISSISSIPPI MISSISSIPPI OHIO
Teacher Occupational Therapy Assistant Marketing Executive

Shari Hassos* Kelly Heimbach* Sheila Henderson*
NEW YORK PENNSYLVANIA GEORGIA
Marketing Executive Marketing Executive Marketing Executive

Michaela Gibson* Lorna Gifford*

TEXAS WASHINGTON
Marketing Executive Marketing Executive

Yatdiara Guerra*® April Hagerty*
TEXAS KENTUCKY
Marketing Executive st Grade Teacher

Kaylie Herman Samantha Hill*

INDIANA GEORGIA
Marketing Executive Stay-at-Home Mom

Karla Hulsey- Kelsey Humphrey Vickie Jenkins
Werdehausen LOUISIANA UTAH

MISSOURI Stay-at-Home Mom Risk Adjustment Retrieval
Marketing Executive Representative

Cara & Larry Dana Lee Ashley LeVasseur
Leatherwood* LOUISIANA NORTH CAROLINA
ALABAMA Marketing Executive Marketing Executive

Marketing Executive

Taryn King Coriana Lashway™*
TENNESSEE NEW YORK
Marketing Executive Marketing Executive

|

D

Hannah Lilly Shantel Lubrano*
TENNESSEE NEW JERSEY
Marketing Executive Marketing Executive
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Nicole Lynch* Emily Manis* McKenna Manning Talen & Savannah Christina Martinez
OKLAHOMA IOWA CALIFORNIA Martin TEXAS
Construction Project Manager Preschool Teacher Marketing Executive KANSAS Sr. Account Manager

Marketing Executive

Megan & Stephen Tanika McEwen Olivia Mendiola Teale Montague* Paige Moore*
McClellan* TEXAS SOUTH CAROLINA FLORIDA ILLINOIS
TENNESSEE Marketing Executive Marketing Executive Dental Hygienist & Adjunct Gym Owner
Marketing Executives Professor

D | by
Diane & Dale Murr Lyndsey Nesmith* Scot & Abigail Mimi Novak* Joao
IDAHO ALABAMA Nichols* CALIFORNIA Nsesikilandamoko &
Marketing Executives Pharmacist MISSOURI Self-Employed Graca Mwilambwe*
Inventor/Administrative KENTUCKY
Assistant Marketing Executive

D el -
Katrina & Chris Lisa Ogden Danielle Ohlms* Stephanie Omen Yomaira Beatriz
O’Brien OHIO MISSOURI OHIO Padrén
IOWA Dog Groomer Realtor Self-Employed TEXAS
Marketing Executive Marketing Executive

Alexander Pantaleon Susan Patterson* Justin & Brooke Paul* Susan Pelzer Yenisbel Pino*
TENNESSEE TEXAS LOUISIANA MINNESOTA FLORIDA
Marketing Executive Marketing Executive Marketing Executives Marketing Executive Marketing Executive
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DIRECTORS

Holly Plunkette*
KENTUCKY
Nail Technician

Samuel Schneider*
SOUTH CAROLINA
Marketing Executive

Ariel Rodriguez
FLORIDA
Marketing Executive

Melissa Slusher
IDAHO
Marketing Executive

Nicole Roper*
GEORGIA
Marketing Executive

Lisa Smith
MINNESOTA
Marketing Executive

Renee & Austin
Rourke*
MICHIGAN

Travel Experience Specialist/

Concrete Foreman

Lontisha Smith*
SOUTH CAROLINA
Marketing Executive

Yaneris Salazar

GEORGIA
Marketing Executive

.".’

Gayle & Steve Smith-
Cruse

WASHINGTON

Marketing Executives

Alba Soto*
PENNSYLVANIA
Marketing Executive

Phil & Bridgett
Truesdell*

SOUTH CAROLINA
Contractor/Stay-at-Home Mom

Blake & Morgan
Williams*

TEXAS

Marketing Executives

Andrea Sroufe
TEXAS
Marketing Executive

Molly Turley
TEXAS
Marketing Executive

D I ) IR
Savannah Williams

MISSOURI
Marketing Executive
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Miranda Stewart
IOWA
Marketing Executive

Ashley Wahl*
MICHIGAN
Self-Employed

) b,
Deanna Williams*
ILLINOIS

Marketing Executive

Leanne Stiltner*

VIRGINIA
Case Manager

D

Chelsea Wareham*
WISCONSIN
Marketing Executive

Michaela Wright-
Moore

OHIO

Marketing Executive

Endrias Tafesse
TEXAS
Student

Tiffany & Jeffrey
Williams*

OHIO

Marketing Executives

* These hardworking Marketing Executives have advanced rapidly and are pictured for each status they have achieved.
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BE INVOLVED

1. Build Your Contact List
2. Set Appointments

Fast Track to Freedom

FAST TRACK ISNT JUST A C

LIFE YOLI'VE ALWAYS DREAMED OFt

B

READ MORE

3. Share Melaleuca: An Overview

4. Hold Strategy Sessions

5. Celebrate Success

D 6. Always Be Involved with Fast Track

7. Lead by Example

(of 3
BUSINE
AC

WITH FAST

AL
UILDING
TIES



Coaching & Leader Development Teams

Below you'll find your team listed by region and by title (vice president, director, and manager). We look forward to partnering with you!

CANADA

MACKENZIE BURRELL

MONTANA NORTH DAKOTA
MINNESOTA

WISCONSIN /

SOUTH DAKOTA

=
<
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=
=]
a
w
™
w
3

TRAVIS WENGREEN

NEBRASKA ILLINOIS

IOWA

CENTRAL

TANNER AUSTIN

COLORADO
KANSAS
MISSOURI

IACWAITE

ARIZONA

SC

MISSISSIPPI

JOSH KUNZ

ALASKA

JOSEPH RAMIREZ

MICHELLE LLERENA

AN

~
e
HAWAII

VICTOR MEJIA
DIANA VALDEZ
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COACHING & LEADER DEVELOPMENT

MARK TOWNSEND

208-534-2052

SR. NATIONAL VICE PRESIDENT OF COACHING
& LEADER DEVELOPMENT

CANADA
BRACKEN ABRAMS

mtownsend@melaleuca.com

208-534-2710

NATIONAL VICE PRESIDENT
CANADA, PACIFIC, SOUTH

brabrams@melaleuca.com

MACKENZIE BURRELL MANAGER

208-534-2244

CANADA & WEST

BRACKEN ABRAMS

PACIFIC
BRACKEN ABRAMS

mburrell@melaleuca.com

208-534-2710

NATIONAL VICE PRESIDENT

NATIONAL VICE PRESIDENT
CANADA, PACIFIC, SOUTH

brabrams@melaleuca.com

CANADA, PACIFIC, SOUTH
ZAC WAITE DIRECTOR

208-534-2619

PACIFIC

zwaite@melaleuca.com

TANNER AUSTIN SR. REGIONAL MANAGER

208-534-2068

JOSH KUNZ DIRECTOR
SOUTH

JEFF PUTNAM DIRECTOR

PACIFIC taaustin@melaleuca.com
=2
=
o
=
= BRACKEN ABRAMS 208-534-2710
s NATIONAL VICE PRESIDENT
= CANADA, PACIFIC, SOUTH brabrams@melaleuca.com

208-534-2421

jkunz@melaleuca.com

208-534-2360

WEST

jeffputnam@melaleuca.com

INDIANA

MACKENZIE BURRELL MANAGER

208-534-2244

CANADA & WEST

CENTRAL

TRAVIS WENGREEN DIRECTOR

MARK TOWNSEND

KENTUCKY

mburrell@melaleuca.com

208-534-2213

SR. NATIONAL VICE PRESIDENT
UNITED STATES

CENTRAL

SOUTHEAST

DOUG STEWART DIRECTOR

ALFREDO CARRANZA ‘

twengreen@melaleuca.com

208-534-2829

SOUTHEAST

dstewart@melaleuca.com

PARKER CARSON SR. REGIONAL MANAGER

208-534-2471

SOUTHEAST

pcarson@melaleuca.com

ALFREDO CARRANZA MANAGER

208-534-2219

SOUTHEAST

DOUG STEWART

VICTOR BARAJAS DIRECTOR
EAST

JOSEPH RAMIREZ

acarranza@melaleuca.com

208-534-2130

vbarajas@melaleuca.com

HISPANIC MARKET US/PUERTO RICO/MEXICO

208-534-2075

DIRECTOR US HISPANIC

jramirez2@melaleuca.com

MICHELLE LLERENA

208-534-2119

MANAGER US HISPANIC

mllerena@melaleuca.com

VICTOR MEJIA

208-534-2306

PUERTO RICO DIRECTOR MEXICO

vmejia@melaleuca.com

DIANA VALDEZ

208-534-2200

MANAGER MEXICO

dvaldez@melaleuca.com
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COOK WI'I'H GONFIDENGE

Riverbend Ranch’ Premium Beef Tallow Is
a Fresh Alternative to Seed Oils

\

Vs

Beef Tallow
100% PURE TALLOW

NET WT 14 OZ (396 9)

L A" T T EEe 8

|

NEVER EVER
8 | —~— &
No strong fragrance or beefy taste like most | ] NEVER RAISED
tallows. Just a clean, savory, fresh flavor. WITH HORMONES
\ / OR ANTIBIOTICS

You have never tasted anything like it!




Today, more and more families are looking to
replace heavily processed seed and vegetable
oils used in cooking—and for good reason!
Seed oils are high in polyunsaturated fats,
which makes them vulnerable to breakdown
under heat. When those oils break down,
they can generate free radicals, which can
lead to the cellular damage associated with a
host of health concerns.

In stark contrast, the saturated fats in beef
tallow are structurally more stable, and
tallow’s smoke point is much higher—400°F,
which is above the range most foods are
typically cooked. But not all beef tallow is
the same!

The Trouble with Typical Tallows

Much of the beef tallow on the market is
made from fat that has been stored for weeks
before rendering. It is also processed quickly
with high heat, affecting the smell, flavor, and
quality, which are then often corrected with
additives and deodorizers.

Experience the Richness
of Fresh, Pure Tallow

Discover 50+

ways to make

every meal better. E.:H g
Scan the QR code “Fo
for your FREE "3:.
Riverbend Ranch !.:___ s _
Premium Beef Eq: T
Tallow Digital

Cookbook.

The Riverbend Ranch Difference
Riverbend Ranch Premium Beef Tallow is
produced immediately when the cattle are
processed—never stored for months, never
bleached, and never deodorized. Using a
first-of-its-kind, patent-pending process,
we carefully control the heat so that the
fat never touches the heating source
directly. The result is clean, naturally white,
remarkably fresh tallow with a light, savory
scent and pure flavor.

Why You’ll Love Riverbend Ranch
Premium Beef Tallow

* Clean, Single-Ingredient Simplicity
No additives. No bleaching.
No deodorizers.

* Exceptional Flavor Enhances food with
a light savory flavor that doesn’t
overpower your recipes.

* Everyday Versatility Use it for frying,
searing, roasting, sautéing, or anywhere

you’d use butter or vegetable oil.




Expanded Circle of Influence

Expanded Circle
of Influence

Enrolling eight new Members in a single month is
no small accomplishment. These Expanded Circle
of Influence Award winners have demonstrated
the focus, consistency, and sustained effort
required to reach this significant milestone—all
while expanding their organizations and creating
new opportunities for future growth.
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Yudisnalvy Acosta
FLORIDA

Zainabu Anuarite
ARIZONA

Hope Brown
TENNESSEE

Josefina Corona
CALIFORNIA

Kimberly Davis
NORTH CAROLINA

Ronda Aho
OHIO

Senga Bigira
MISSOURI

Ashlee Bryant
OREGON

Orlando Corona
CALIFORNIA

Maggie DeLamielleure
MICHIGAN

Alexa Aldaco
KANSAS

Joshua & Natalie
Blanton
SOUTH CAROLINA

Vetta & Gavin
Carpenter
FLORIDA

Danay Costa Alfonso
FLORIDA

Denise Delpratt
Sampson
NEW YORK

Rose Jasmin Alvaro

Dee & Justin Brooks
SOUTH CAROLINA

Carly Collins
NORTH CAROLINA

Dr. Thomas Davies
NEW YORK

Anna Beth Devine
TEXAS




Expanded Circle of Influence

Yadilen Diaz MaryAnn & Daniel Amy Donovan Tracey & Jeremy Ebert Kevin & Angela Echols Sabrina & Doug Ellis
FLORIDA Domka NEWFOUNDLAND/LABRADOR  INDIANA GEORGIA TEXAS
OHIO

Hanniel Espinosa Pepe Essary Rachelle & Nate Sarah & Thomas Fisher Cheryl & Larry Fulcher Kendall Garrison
CALIFORNIA NORTH CAROLINA Ferguson GEORGIA FLORIDA ALABAMA
ILLINOIS

(A 4

Michaela Gibson Lorna Gifford Dainely Giraldo Perez Linda Glass Shelby Graves Yatdiara Guerra
TEXAS WASHINGTON FLORIDA MISSISSIPPI MISSISSIPPI TEXAS

April Hagerty Bethany & Clay Shari Hassos Kelly Heimbach Samantha Hill Justin & Karli Hudgens
KENTUCKY Harmon NEW YORK PENNSYLVANIA GEORGIA ALASKA
NEBRASKA

Destinee Irvin Brent & Sadie Kolves Cara & Larry Nicole Lynch Steve & Suzy Maier Emily Manis
KENTUCKY FLORIDA Leatherwood OKLAHOMA TEXAS IOWA
ALABAMA
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Expanded Circle of Influence

Talen & Savannah Courtney & Graham Morgan & Derek Martin Megan & Stephen Adrienne & Martin Tanika McEwen
Martin Martin TENNESSEE McClellan McDowell TEXAS
KANSAS LOUISIANA TENNESSEE FLORIDA

Morgan McGee Paige Moore Jennifer & Steve Diane & Dale Murr Tehrie Ned Brandi & Clint Newman
ALABAMA ILLINOIS Morgan IDAHO TEXAS FLORIDA
CALIFORNIA

'

& e Sk | L8
Scot & Abigail Nichols Lauren & Max Nihart Mimi Novak Joao Katrina & Chris O’Brien Lisa Ogden
MISSOURI OHIO CALIFORNIA Nsesikilandamoko & IOWA OHIO
Graca Mwilambwe
KENTUCKY

Stephanie Omen Terry ONeill Yomaira Beatriz Alexander Pantaleon Sondra & Alan Pariser Danielle Parker
OHIO WASHINGTON Padrén TENNESSEE TEXAS KANSAS
TEXAS

Susan Patterson Bryan & Maria Pereira Yenisbel Pino Holly Plunkette Natasha Rae Bernabé Ramos Blas &
TEXAS CONNECTICUT FLORIDA KENTUCKY ONTARIO Nora Magallanes
CALIFORNIA
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Expanded Circle of Influence

{ &

Ariel Rodriguez Nicole Roper Renee & Austin Rourke Adriana Salamon Yaneris Salazar Wally & Shannon
FLORIDA GEORGIA MICHIGAN NEW YORK GEORGIA Schneider
MICHIGAN

Samuel Schneider Melvin & Stevee Shaw Lontisha Smith Alba Soto Leanne Stiltner Endrias Tafesse
SOUTH CAROLINA ILLINOIS SOUTH CAROLINA PENNSYLVANIA VIRGINIA TEXAS

Phil & Bridgett Brenda & Johnnie Andrea & Mike Van Teresa Vazquez Noel Walker Blake & Morgan
Truesdell Unrau Bakel & Tonatiuh Aguay VIRGINIA Williams
SOUTH CAROLINA MANITOBA ONTARIO TEXAS TEXAS

Deanna Williams Kerry Wise Corinne & Robert Brittney & Zach Zillig
ILLINOIS ILLINOIS Wright OHIO
WASHINGTON
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Circle of Influence

Circle of Influence

Consistently setting appointments and sharing
Melaleuca: An Overview are two of the Critical
Activities that grow a successful Melaleuca
business. By enrolling four new Members in a
single month, these Circle of Influence Award
winners have strengthened their organizations,
expanded their influence, and created new
opportunities for future growth.

ALBERTA

Stacy & Garry Bodnar
Alexandra Bojda
Brandy Bundt

Sarah Coldham

Ma Cristina Curbi
Altiera & Eric Dahlman
Meghan Dirk

Lisa & Jeff Golden
Mechel Ann Herrera
Braydi & Tanner Hoppus
Josephine Kashosi
James & Katey Kloepper
Shannon Kubin
Amparo Leung

Kim & Sean Maloney
Karyn Murray
Corry-lyn O’Hara

Kim Polsfut

Alycia Sim

Heaven Smith
Amanda Weger

BRITISH COLUMBIA

Hayley Barnes

Danielle Barron

Lyne & Gigi Moldovan

Katz Piller & Jackie
Newman

Carle & Laurie Proskin

MANITOBA

Crystal Anderson & Brett
McLaren

Tara Cuvelier

Tiffany & Cole Delaurier

Tina Dyck

Jaime Falk

Karissa Falk

Mallory & Serge Fouillard

Ranae Ginter

Audrey Harms

Melissa Lagace

Katherine & Chad Moir

Shannon Normandeau

Brette & Brandon Olsen

Raven Peters

Kayla Roberts

Shannon Saltarelli

Cynthia Taylor-lwankow &
Chris lwankow

Sandra Waldner

Lisa Whyte

NEW BRUNSWICK

Kelly Brake

Danie & Todd Branch

Donnie & Sherry May
Calunsag

Christina Kitchen

Tammy Trenholm

NEWFOUNDLAND &
LABRADOR

Sononia Bowers

Joanne Spurrell

NOVA SCOTIA
Gail Boudreau
Angela Bryden
Tara Canning

Wanda Gallant
Krista Johnson

ONTARIO

Chantel Antone

Irene Arguez

Michel & Gile Beaudoin

John Costales & Daisy
Caoile

Pauline & Derek Clarke

Terry & Michael Commisso

Amy Kowalchuk

Amber Nelson

Christine Nsabimana

Arden Reinhart

Tavia Rogerson

Cathy Ryan

Lani Serdon

Faith Simms

Megan Trousdale
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PRINCE EDWARD ISLAND
Trish & Brett Roloson

QUEBEC

Rachael & Benjamin
Akhidenor

Jowen Soguilon & Michelle
Allana

Shella Carpio & Engelbert
Boceta

Jean-Yves & Marie-Claire
Coté

Karen & Joe Hetzel

Aline Gretta Inabatoni

Liliana Irakiza

Alice Kagisye

Monica Kalonji

Carie Nixon

Violette Niyonzima

Bugeni Siliva

SASKATCHEWAN
Becca Anderson

Patty Boyenko

Kelcy Leptich

Jamie & Reuben Martin
Monica & Jock Sutter
Chelsea Tuffs

Amery Wilson

ALABAMA

Melissa Askew

Diana Brasfield

Peyton Denard

Jet Duke

Dorothy Foster

Tiffany & Whitney
Haggamaker

Ashton King

Hannah Knight

Jessica Lemmons

Rebecca McNally

Amy & Jimmy Phelps

Susan & William Porter

Misti Rains

Ally Sanders

Chelsea & Phil Tesoriero

Wanda Ward

ALASKA
Amanda Walker

ARIZONA

Maria Aceves Mendez

Imelda Alvarez

Tracy Beaudry & Chad
Brockschmidt

Dawn Bistline-Black

Enriqueta Calderon

Anthony & Angela Cook Jr

Rita de la Cruz

Ezequiel & Leslie Escalera

Shelby & AJ Ford

Luz Armida Fuentes

Yaricruz & Juan Fuentes

Lisa Fuller

Jessica Gastelum

Korena Goldberg

Harvey Hess

Rainbow Lackey

Yolanda Magallanes

Sofia Ruby Mariscales

Yazmin Martinez

Tracy & Rob Melchior

Troy & Shandee Messer

Christina Murillo

Eloy Ortega & Silvia Perez

Elizabeth Palmer

Litzi Ramirez

Tresha Rodriguez &
Anthony Bivins

Joy Ruseruka

Edelia Saldana

Trish & Rob Verzera

ARKANSAS

Mandy Allwhite
Rebecca Britt
Ashley Clark

John & Freda Frost
Rommelyn Mounce
Mariah Rodgers
Karen Wilson
Tammy York

CALIFORNIA

Keala Archie

Leilani Bandian

Rossy Barajas & Rodrigo
Huete

Sylvia Beltran

Elisa & David Campos

Saul Can Uc

Baby Cristina Canda

Jeruel Canda

Greg & Lisa Carter

Reyes Contreras &
Esmeralda Gastelum

Josephine Delarosa

Kaila DePuy

Olga & Ben-Hur Fontoura

Josefina Garcia Juarez

Rosa Garcia

Nancy Guerrero

Kelsey Hammer

Mary Hornickel & John
D’lsacco

Sun Kim

Koda King

Ajay William Lozada

Violet Maldonado & Carlos
Noriega

Francisco Marquez
Jaurequi

Christina Matcham

Luis & Eleonor Navarro

Tania & Marco Ortiz

Claire & Tim Patterson

Rocio Plascencia

Shannon & Frank Rich

Skye Richardson

Sofia Sanchez

Amber Syvertson

Melissa Vega

Imelda Yera Cortes

COLORADO

Cortney & David Copley
Jennifer Florez

Cori & Joshua Hogstad
Catarina & Laramy Phillips
Lance & Michelle Smith
Candy Snyder

Amy Valdez

CONNECTICUT

Jessica Garofano

Nicole Hassinger

Pamela McCarthy

Natali Krause & Kent
Wonnell

DELAWARE
Becca Green
Jennifer Sturgis

FLORIDA

Lindsey Barron

Rosa Elena Bello

Ashley Birgenheier

Staci Boles

Janet Bonilla

Shannon Boone

Morgan Bowers

Leanet Broche Ceballo

Amanda Bussett

Dianne Cashmore

Robin Waugh-Castle
& George Castle

Melissa Curlings

Yanetsy del Toro

Javier Devora

Cara Dezso

Yadilen Diaz

Michele Edling

Shana & Scott Falany

Sandra Fernandez

Anastasia Frangakis

Karen Glace

Daylenis Gonzalez

Elizabeth & Martin Gorski

Kelsea Griffith

Andrea & Leon Groce

Francisco & Rhina
Guardado

Alan & Heather Guzzino

Teresha Hardy

Brooke Harper

Diurkys Hernandez
Rodriguez

Brooke Hines

Jaden Jamieson

Melissa & Kevin Knecht

Rachaell & Seville Ko

Leticia Laza

Sophie Lonsinger

Stephanie & Kevin
Merriweather

Lurlene Miller

Teale Montague

Jody & Jim Morgan

Liz Morgan

Kealy Murphy

Amber & Lucas Nelson

Fabricio Nobre

Lori O’'Maille

Helga Otero

Theresa Paramoure

Sherry & Russ Peck

Terry Perches

Yenisbel Pino

Melissa & Doug Prater

Judith Ramos

Christa Raney

Brittany Regans

Deborah Reilly

Ailet Rubio

Gabriela Gonzalez
& Osvaldo Ruiz

Yurisel Salazar & Richard
Diaz

Martha Sanchez

Osvaldo Ruiz & Yurka
Sanchez

David Sarnowski

Bob Schick

Beth & Russ Schomp

Nate & Andrea Scott

Vivienne Stephen

Geneveve & Sean Sykes

Sabrina Tidwell

Jessie & Andrew Trudeau

Annabel Valdes

Maria Marley Vicente
Sontay

Brittany Walker & Jacob
Westphal

Rebekah & Bill Weissert

Savina Yanes



Circle of Influence

GEORGIA

Fitina Amisi

Chatika Britton

Helen & Durward Dilag

Lindsey & Anthony Echols

Rebecca Garrett

Nicole Grimins

Gonzalo & Ashley Guerra

Sheila Henderson

Angela Lee

Tracy Manous

Michelle Martin

Kimberly Massengill

Toni Matthews

Koryn McDaniel

Franklin & Anitra McDowell
Sr.

Darla Miller

Jonathan & Kimberly
Montgomery

Shayla Nealy

Kaitlin Newport

Stephanie & Scott
Patterson

Brittany Purvis

Sarah & Cason Purvis

Meg Roberds

Ernest & Sherita Ross

Jami Shivers

Karanda Thomas

Brandi & Jeremiah
Whitmer

Patricia Wilson

HAWAII
Roxane & Dr. Lindsey
Kimura

IDAHO

Carrie & Oscar Alcoser

Heidi Bartolotta

Tina & Alex Blease

Tyra Hendricks

Claire Mahoro

Machozi Mazambi

Art & Kimberly McCauley

Blanca Mendoza & Jesse
Zamora

Meg Schroeder

Kimberly & Mike Sewell

Wendy Thompson

ILLINOIS

Tasha Brasher

Tammy & Erik Burgwald
Alexis Burr

Meagan Colunga

Dina Daily

Anneliesse Eastin
Christopher Faber
Desiree Garcia

Jason & Keri Hayes
Sheryle Hendry

Carly Horner

Alex House

Katie Hunt

Raquel & Dennis Jacinto
Amy Kellum

Chad & Connie Kohler
Melissa Kroupa

Patricia & George Leynaud
Analyn Lim

Francine Maombi

Paige Moore
Kyomuhendo Mwamini
Eugenie Ndayiragije
Yolanda & Jessy Padilla
Carie & Allen Parkes
Haylee Sheahan

Katy Vodicka

Deanna Williams

IOWA

Jen English

Chelsea Hanson

Tina Hockmuth-Pezzetti

Victoria Jorgensen

Jessica & Cory Rezac

Liz Scott

Kaylie Vajgrt

Josh & Stacia Vander
Stoep

INDIANA

Laura & Steve Alcorta

Alissa & Jason Alsup

Keisha Boyer

Julia Burrell

Jessica Curry

Esperance Hakizimana

Brittney & Matthew
Landrum

Makenna & Ryne Lehrman

Emelyne Nyagikwerere

Sarah & Eddie Placencia

Alicia & Jason Purdy

Olivia Wagler

KANSAS

Andjelani Bilombele
Karah & lan Bosmeijer
Lucas & Chantel Brooks
Savannah Cattrell
Angelica Coffelt
Lindsey Coley
Katherine & Kyler Davis
Laurie Davis

Holli Huyett

Callie & Tyler Duncan
Jonathan & Kolbi Estes
Taylor Fagan

Kimberly Flores

Maria Fordham

Callie Guajardo

Nic & Kelli Hillman

Jessica House

Nikki Jackson

Elina & llya Katsman

Amanda Kindel

Bawili Kipimo

Brileigh & Dakota Knight

Grace Latta

Ryan & Bailee Latta

Heather Mauck

Amarilis Morell

Devan & Adam Rothers

Barclay Shaffer

Kaitlynn & Jeffrey Smith

Brooke Strohl

Allison & Paul Thomsen

Abby & Dustin
Tormondson

Raeleen Weston

Jadyn Wilson

KENTUCKY

Richard & Mendy
Abrahamson

Cindy & Chris Brown

Jessica Dennison

Kennya Gill

Yesenia Guerra

April Hagerty

Deidra Hopewell

Ndikumana JeanPierre

Stephen Lankfer

Yvonne Lawson-Body

Mwajuma Mone

Kim & David Neff

Jeanine Nyamboneka

Ana Maria Padilla Moreno
& Mauricio Alfaro

Melinda Page

Holly Plunkette

Jessie Powell

Angela Reece

Janette Riley

Susanne Slabaugh Hencye

Teresa Smith

Karri Steele

Kimberly Waits

Kirstie Weiss

Micaela White

MaKenna Whitehouse

Merveille Yangake

LOUISIANA

Jaschandria Bailey

Stacy Berthelot

Tammy & David Guillory
Cole & Cynthia Hicks
Katie & Matt Holloway
Charlene & Randy Joseph

Derek Joseph, Jr.

Wabiwa Kasangandjo

Craig & Kristin Kingrea

Kayla LaBorde

Dana Lee

Angelia Reeves & Matthew
Belcher

Craig & Jenni Vicknair

Misty Vogel

MARYLAND
Nancy Bahamondez
Shavonne & Donzell
Bowman
Robin Cermak
Soraya Fuentes
Janet Hopkins
Misty McReady
Sherilyn Moses
Stella Stakias
Nicole West
Jennifer Zook

MASSACHUSETTS
Marites & Jose Baniqued

MICHIGAN

Kelly Burt

Blair Connin

Noelle Deitz

Allyson Downey

Kim Gray

Dominga Hawkins

Jill Howland

Amy Jacobs

Nathan & Bailey Kolkema
Noelle & Dusty Kruise
Sammy Leinaar
Whitney McBee
Danyelle McClellan
Kelsey Potter

Renee & Austin Rourke
Jen & John Sebbas
Marilou Southworth
Crystal Thomas
Yokana Uwabazigaba
Nicole Wills

MINNESOTA

Makenzie Gartner

Megan May

Sarah Mills

Sara & Jake Montreuil

Heather Opelt

Tyler & Laura Schmidt

Michelle Simon & Dale
Guthrie

Kristi & Todd Smith

Hazel Trigg

MISSISSIPPI

Baylee Baggett

Jesse Bailey

Alice Barnes

Kalen Blaylock

Kristal Burton

Mattie Jo Curtis

Amanda Dahl

Liliane & Ronaldo de
Moraes

Alexis Dees

Chelsie & Bo Gilbert

Linda Glass

Shelby Graves

Patsy Gregory

Amber Hall

Mikhayla Hallman

Lexie Holifield

Hanna Kellar

Leah & Randall Loftin

Tammy Loftin

Bristina McElhenney

Ben & Sarah Melton

Hailey & Jake Polderman

Shannon Rawson

Chelsey Sanford

Brandy & Michael Sharp

Cheryl & Shane Smith

Dennis & Susan Smith

MISSOURI

Stephanie Allen

Emily & Zachary Basler
Casey & Jacob Bopp
Elise & Randy Glover
Brittany Johnson
Sarah Kurtz

Lindsey & Drew Martin
Kaylin & Shane Murphy
Chantal Nyiramucho
Harinyana Nyiramucho
Charlotte Nyirarukundo
Chelsea Regelsperger
Maria & Drew Renaud
Kim Rucker

Jess Schodrowski
Jennifer Standerford
Abbie Tarrant

Jennifer Walski

Leisa Williams

MONTANA

Aimee Deets

Josie & Tyson Hinkle

Laura & Daniel Larson

Emily & William Louis

Melanie McCleary

Kristy & Kristopher
McMann

Rebecca & Jesse Moore
Tara Taylor

NEBRASKA

Juana Luevano
Mmunga Lulaca
Lazara Mitjans Cruz
Celia Munoz

Aline Niyibigira
Leah Peterson
Keely Trimble

NEVADA

Larry Baity & Terri
Haddad-Baity

Kyra Hinton

Christopher McLane

Marisela Rogers

NEW HAMPSHIRE
Laurie Kopka
Esperance Morisho
Amy Toscano

NEW JERSEY

Erika Arboleda Casas

Lori Childs

David & Cheryl Felsenthal

Sandy Grippo

Angela & Joseph Kalnas

Jess Knutsen

Maria Krauss

Shantel Lubrano

Nicole Murray

Shivonne Troy

Laura & Christopher
Villanueva

NEW MEXICO

Gen & Charles Chamblee
Chesnea Clemmons
Laurel Dillard

Sabrina & Ray Gutierrez
Melinda Lough

Legend Otero

Angela Pacheco

Jessica Richey

Maria & Wilhelm Siemens
Sandra Vaquera Verdeja

NEW YORK

Cynthia Bowens
Shawna Butts
Jennifer Davies
Alyssa D’Esposito
Marie Guerrier

Shari Hassos
Katherine Leo
Jayson & Doris Mines
Christina Nyinawinka
Erica Rosalva Pacheco
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Jose Rodriguez

Hannah & Adam Snyder
Rhonda Tilton

Danny & Dawn Tore

Elie Weingarten

Cora & Royston Williamson

NORTH CAROLINA

Eric & Sidney Adelman
Hope Collins

Victoria Dickerson

Toby Dietz

Leanne Earnest

Lily EImore

Ali & Brandon Farabee
Sonya Galloway

Debra & James Hoffmann
Mary Kondratowicz
Ashley LeVasseur

Jenne & Jay Matthews
Taylor Messer

Consolata Ngendakumana
Emily Raynes

Steven & Makenzie Schultz
Alberto Servin Sanchez
Shauntae Smith

Amanda St. Clair

Rebecca & John Stewart
Amanda & Matthew Wilcox

NORTH DAKOTA

Kylie & Caleb Christianson
John & Jennifer Dufner
Trudi Glynn

Sasha Marvig

Gillian McLeod

Addisyn Rostad

Angie Rostad

OHIO

Alisa Atumbe
Elizabeth Bascom
Regina Bitingigwa
Brooklyn & William Blair
Karley & Taylor Brown
Jodi & Trent Buschur
Brian Crace

Dr. Shelley Hamler
Tiffany Hammer
Alyssa Herman
Alyssa Hollar

Brian & Cheryl Johnson
Melissa Johnson
Sakina Kalonge
Odetta Kamili

Bethy Katombe
Kathleen King

Kasey Marker

Sarah & Dennis Mast
Rachel Mendenhall
Masoka Misenge

Emily Moore

Sherry Murray

Claude Musore

Aline Mwiza

Aimee Namajana

Jill & Greg Parker

Lisa & Jason Rusk

Laura & Charles Scaminace
Christine Seminega
Shania Spitler

Velma Stiverson

Aziza Tatu

Tiffany & Jeffrey Williams
Dustin & Rachel Woodrum

OKLAHOMA
Berenice Diaz Pintor
Shannon Locke
Amanda Waller

OREGON

Katherine Ahola

Ashley Casarez

Kristine Douglass

Shanna Kelty

Allison Petersen

Jennifer & Rodney Putnam

PENNSYLVANIA
Hailey Alagata

Kelly Anyan

Sarah & Kevin Anyan
Naomi Arroyo-Cruz
Samantha Blundo
Tamara Brown
Christy & Mark Carr
Tracy & Al Deetz
Savana Dodge

Linda Donnelly
Rebecca Elgin
Amanda Gagliani
Stacy Gallagher
Kelly Heimbach

Amy & Ben Hunt
Tanya Kipp

Shannon Martz
Christy McLaughlin
Eveline Ntahimpera
Daniel & Elianis Perez
Jessica & Brooks Queitzsch
Madeline & Adam Savoy
Alba Soto

Lindsey Stewart

PUERTO RICO

Elyssa & Cohen Barsten
Karen de Ledn
Marianela Guerrero
Karen Gutierrez
Yomara Leon

Rosa Maldonado Perez
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Yeison Ramirez
Nellian Reyes
Mariela Rosario-Santana

RHODE ISLAND
Gwen & Jamie Maccarone
Paul Smith

SOUTH CAROLINA

Kazarius Adams

Anitra Barclay

Jessica Blandin

Sharese Brown

Danielle Deperi

Amy & Mark Fincannon

Thomas & Lauren Gaede

Donna Galloway

Martha Gamboa

Kizzi Gibson

Julie House

Pamela & Chris Kollman

Drs Richard & Brenda
Ludwig

Amanda Matheson

Gina & Nicholas McLean

Nathaniel & Bethany Moore

Katherine Odle

Melissa Reilly

Jordan Smith

Lontisha Smith

Phil & Bridgett Truesdell

Traci Wright

SOUTH DAKOTA
Annie Feddersen
Shane & Micki LaDage
Aubrey Thorsen

TENNESSEE

Kasey & Dotson Anderson
Tamika Bianculli
McKenzie Blitchington
Ashlan Bryan

Mandi & Justin Burchell
Amy Cassell

Erika & Steve Cobb
Callie Cox

Amber Dankwardt
Lizzie Dodgen

Karla Garcia

Lexie & Parks Hartsfield
Kim Harvey

Sarah Hester

Lauren Magalhaes
Stephanie Magalhaes
Carlee & Drake Massendill
Kelly Mathis

Kilwandra McRoy
Antoinette Miles
Lisnella Monteslier
Allison & Nathan Neal

Danielle & Johnny Odom

Anna Owen

Danette & William Pearcy

Geymi Pedroso Batista
& Darian Morales

Brennan Reeves

Cora Rusk

Christy Sheppard

Crystal Sliger

Ali Sorrell

Megan Sparks

Aimee Taylor

TEXAS

Gloria Acuna

Marisa Drew

Gabriela Aladro & Patricio
Gonzalez

Shae & Chris Allison

Vanessa Arizpe

Josefina Arreola

Britney Atkerson

Britnee Baird

Ruth Banda Batista

Nora & Caleb Barnes

Lourdes Barraza

Brianna Bell

Brooke Bergman

Abigail Bottoms

Kristina & Christopher
Brown

Sheyenne & Payson
Brumbelow

Jason & Melissa Bruno

Alison & Matthew Callaway

Ruama Camp

Judee Capucao

Mercy Casili-Colunga

Janessa & David Castelan

Rosa Castillo

Angelina & Miguel Castro

Morgan Chance

Terence Coleman

Van Cooper

Ismael Cruz & Olga Garza

Brenna Davis

Hannah & Morgan Davis

Angelita Diaz & Jorge
Medrano

Mikki Follis

Rileigh Gaines

Dolores Gallo Olmos

Abigail Galvan

Juana Garza

Laura Garza & Jorge Perez

Rochelle & Leslie Gaspard-
Rochon

Suzanne Gilbert

Laura Gregory

Yatdiara Guerra

Sergio Guzman

Amy Haden

Staci & Tedd Hansen

Rachel & Clarence Harvin

Claudia & Jesus Hinojosa

Pam Hitchcock

Kristin & Kristian Hoenicke

Lindsey & Eric Hulen

Audrey Huston

Kayli Kubeczka

Mayelin Lopez

Elizabeth Lucio

Luis Martinez & Ana Lucia
Chapa

Mary Beth Masarik

Amber & Robert Massicott

Karissa Mays

Scott McKay

Maricel & Joseph Meade

Megan Medlar

Ma Guadalupe Mendoza
Alonso

Aurora Mendoza

Kara Mills

Rachel Niragira

Claudine Niyinkiza

Aline Nyandorimana

Kaitlyn & Colten Oder

Janetta & Femi Olaseni

Lorrie Orosco

Yomaira Beatriz Padron

Alex Parsons

Susan Patterson

Juana Perez

Kristen Pianga

Amy & Casey Poepping

Shandi & Garrett Polak

Sandra Portillo

Irving Ramirez

Amira Randolph

Tammi & James Reardon

Jeremy & Courtney Renaud

Madison & Jacob
Richardson

America Robledo Soto

Ashton Ross

Casey & Colton Russell

Macey Schniederjan

Dawn Shannon

Sandie & Lyle Siemens

MeLinda Smith

Randy & Rosalie Spear

Torey Stockman

Amy & TJ Trietsch

Amy Varley

Eliany Viamontes Cruz

Amber Villarreal

Samantha & Jose Villasenor

Stephenie Villines

Linda Wakeman

Shana Walker

Jessica & Lonnie Waller

Katie Sue Webber
Jennifer White

Lovely & Jeremy White
Blake & Morgan Williams
Amanda Wood

Madison Young

UTAH

Jeremy Clarke

Austria Nelson

Rebekah & Grant Pumphrey
Jeffrey & Lisa Stutz

VERMONT
Laura Newell

VIRGINIA

Cherie Cochrane
Charity Dunlap
Tiffany Gowen
Swehla Hunt

Blake Irvin

Melissa Lebel

Matt & Jennifer Mahoney
Tracy Mallory
Chuck & Leah Smith
Leanne Stiltner

WASHINGTON
Jenalyn Alvaro
Mikayla Black

Gabriel Contreras
Karla Cornejo

Lynn & Tom Delancey
Myong Cha Hudson
Maegen & Eddie Johnson
Rochelle Lawrence
Veronica Long

Leah & Sam Melquist
Mary Miles

Tetyana Miletska
Chong Morris
Morgan & Seth Norris

WEST VIRGINIA

Evelyn Bohol

Melissa Bowles & Richie
Sutphin

Kimberly Hamrick

Emma Starkey

Michelle Vest

WISCONSIN

Mary Anne & Raymond
Carlson

Jodi Garnell

Dante Kilgore

Brenda & Keven Lee



Pacesetter

Pacesetter

These Marketing Executives started strong and
moved with purpose. By watching the Foundations

video, enrolling at least eight Members, and reaching
a new high status of Director or above within the
Pacesetter time frame, they’ve built momentum
worth celebrating.

ALBERTA

Alexandra Bojda
Courtney Bursey

Fe Lani Calpito

Sarah Coldham
Consolate Nizeyimana

NEW BRUNSWICK
Kim Donovan
Gale Hanson

NOVA SCOTIA
Krista Johnson

ONTARIO

John Costales & Daisy
Caoile

Jaysabel & Rommel Castro

Amy Kowalchuk

Amber Nelson

Vanessa Niyonsaba

Cathy Ryan

Andrea & Mike Van Bakel

QUEBEC

Caroline Harrisson
Liliana Irakiza
Monica Kalonji
Faustin Mbonyinkidi
Joyeuse Mukamihigo
Violette Niyonzima
Julien Nvunabindi
Bugeni Siliva
Buchaguzi Sindibuze
Antoinette Umurerwa

SASKATCHEWAN
Patty Boyenko

ALABAMA
Shelia Compton
Hannah Echols
Paige Wallace
Kendra Young

ARIZONA

Zainabu Anuarite
Paula Sophia Axiola Teran
Yohana Bravo

Luz Armida Fuentes
Janet Laguna
Yolanda Magallanes
Mwamini Manga
Christina Murillo
Elizabeth Palmer
Kimberly Pardo
Aurora Rosales Garcia
Edelia Saldana
Cecilio Sambrano
Ruth Santos

ARKANSAS
Andres Garcia
Pedro Melendez
Wendy Menjivar
Tammy York

CALIFORNIA

Noel Anzures
Furaha Ebula
Hanniel Espinosa
Antonio Evangelista Jr
Kelsey Hammer
Melisa Lovely

Ajay William Lozada
Mimi Novak

Chun Park

Jennifer Smith

CONNECTICUT
Kathleen Tartt

DELAWARE
Becca Green

FLORIDA

Janet Bonilla

Leanet Broche Ceballo

Vetta & Gavin Carpenter

Danay Costa Alfonso

Melissa Curlings

Richard Diaz & Yurisel
Salazar

Cheryl & Larry Fulcher

Nelys Galvez

Dainely Giraldo Perez
Brooke Hines
Jaden Jamieson
Pedro Luis Medina
Quintana
Evelin Medina
Teale Montague
Yoansy Peral Perera
Keontae Pickens
Lunie Pierre
Destiny Poulos
Lilianne Puentes Lépez
Gabriela Gonzalez &
Osvaldo Ruiz
Martha Sanchez
Annabel Valdes
Karla Vargas
Lorshawn Vickers
Savina Yanes

GUAM
Rosette & Vicente Pasetes

GEORGIA

Brianna Castleman
Holly Coleman
Fred Ewing
Yesimar Figuera
Breana Greene
Christopher Hunter
Destiny Massengill
Koryn McDaniel
Darla Miller

Kathy Walker

IDAHO

Sebineza Aimee
Camille Despain
Tyra Hendricks
Claire Mahoro
Madalina Moreno

ILLINOIS
Alyssa Bays
Stephanie Buck
Debbie Frazier
Carly Horner
Katie Hunt
Paige Moore
Eugenie Ndayiragije
Alysha Wagley
Kerry Wise

Kim Wood
Rehema Yuha

INDIANA
Velma Goree
Claude Ishimwe
Destin Mahirwe
Aline Nyabirori
Olivia Wagler

IOWA

Butunga Aloise
Mwaliasha Dunia
Chelsea Hanson
Ange Sasfi Nyasuku

KANSAS

Kahindo Banageija
Savannah Cattrell
Veronica Cortez
Delaney Cunningham
Jaimie Graber
Amarilis Morell

KENTUCKY

Louise Asele

Mary Bessette

Jessica Dennison

Harley Hawkins Mclintyre

Ndikumana JeanPierre

Mado Lubunga

Mwajuma Mone

Joao Nsesikilandamoko
& Graca Mwilambwe

Jeanine Nyamboneka

Jenn Padua

Melinda Page

Holly Plunkette

Teresa Smith

Karri Steele

Kim Watt

Micaela White

MaKenna Whitehouse

Merveille Yangake

LOUISIANA

Stacy Berthelot
Wabiwa Kasangandjo
Maisha Mena

Misty Vogel

MAINE
Nathalie Tshayima

MARYLAND

Nancy Bahamondez

Kimberly Lango

Michelle Maier

Maria de los Angeles
Medina

MICHIGAN

Kimberly Barnes-
Kalkowski

Blair Connin

Noelle Deitz

MacKenzie Gladwell

Crystal Henrich

Jocelyn Kirby

Casei Meyers

Renee & Austin Rourke

Crystal Thomas

Yokana Uwabazigaba

Ashley Wahl

Eric Weller

MINNESOTA
Nichole Gustafson
Annette Sellnow
Kristina Treat

MISSISSIPPI
Baylee Baggett
Jesse Bailey
Haley Bell

Cassie Byars
Alexis Dees
Alisha Downs
Linda Glass
Shelby Graves
Mikhayla Hallman
Marissa Hobbs
Angela Jackson
Sarah Kate Nance

MISSOURI
Ekanda Asumani
Senga Bigira
Marisol Bryant
Stacy Christopher
Amanda Hepner
Sheri Luehrs
Asha Ngunza
Scot & Abigail Nichols
Mandi Roberts
Kim Rucker

MONTANA
Aimee Deets
Lea Macfarlane
Cassidi Williams

NEBRASKA
Maria Martinez

NEVADA
Lesly Pagoada

NEW HAMPSHIRE
Dorine Lelo
Ngombo Luyindula
Amy Toscano

NEW JERSEY
Kim Carroll
Nicole Murray
Diana Osorio
Julior Rosal
Shivonne Troy
Jose Vargas

NEW MEXICO
Desiree Meadows

NEW YORK
Brandi Kio
Christina Nyinawinka

NORTH CAROLINA
Teresa Bautista

Leanne Earnest

Kinsey Gallagher

Suzanne Moussoume
Julie Mulomba

Consolata Ngendakumana
Robin Ramseur

Amanda St. Clair

NORTH DAKOTA
Addisyn Rostad

OHIO

Glenda Frost
Pascaline Furahisha
Alyssa Hollar

Bethy Katombe
Sarah & Dennis Mast
Amoureuse Muhizi
Claude Musore
Aimee Namajana
Kayna Reid

Aziza Tatu

Tiffany & Jeffrey Williams

OKLAHOMA
Morgan Beuke
Paul Burton
Janice Cooper
CarrieLee DeBord
Michelle Foster
Helen Latimer

OREGON
Haley Elmenhurst

PENNSYLVANIA
Brittany Flores
Roxana Gainza
Kelly Heimbach
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Pacesetter — 20/20 Club

Beth Martin
Eveline Ntahimpera
Lindsey Stewart

PUERTO RICO
Lilliam Reyes
Yamira Rivera Cortes

SOUTH CAROLINA
Cierra Gallagher
Donna Galloway
Latia Joyce
Amanda Matheson
Carly Nations
Lontisha Smith

TENNESSEE
Lenena Brezna
Ashlan Bryan
Cassidy Burnette
Erika & Steve Cobb
Sarah Hester

Kelly Mathis

Amy McGuire
Megan Sparks
Daisey Warren

TEXAS

Edgar Arreola

Josefina Arreola

Ruth Banda Batista

Luis Roberto Barrientos
Veronica Becerra Ornelas
Brooke Bergman

Ruama Camp

Crystal Cardona

Maria Guadalupe Castillo
Terence Coleman
Angelica Diaz

Michaela Gibson

Ofelia Gonzalez

Nicole Gordon

Laura Gregory

Anihubid Guerra

Sergio Guzman

Amy Haden

Alma Huerta

Audrey Huston

Brenda Lanham

Mayelin Lopez

Mary Beth Masarik

Mputu Mayabu & Niclette
Ligau Mayadu

Meredith McGinnis

Darlene Mcgriff

Ely Mendoza

Tehrie Ned

Rachel Niragira

Silvester Niyongira

Susan Patterson

Nancy Perez

Kristen Pianga

Shandi & Garrett Polak

Sandra Portillo

Ashton Ross

Lurdenia Santana Sarduy

Macey Schniederjan

Carissa Shafer

Enma Soto

Grace Victory

Nancy Wells
Amanda Wood
Timothy August Young

UTAH
Austria Nelson

VIRGINIA
Cherie Cochrane
Charity Dunlap
Kaitlin Pruitt
Leanne Stiltner

WASHINGTON

Mikayla Black

Gabriel Contreras
Myong Cha Hudson
Vikki Lopez

Brittany Morneau

Aime Francis Niyongabo
Susana Uribe

WEST VIRGINIA
Emma Starkey

20/20 Club

Reaching the 20/20 Club is an important
milestone that reflects consistent effort and a
growing base of loyal customers. By personally

enrolling 20 Members, these Marketing
Executives have strengthened the foundation
of their businesses while qualifying to earn 20%
commissions on the monthly purchases of their
personally enrolled customers.

ALBERTA
Charmayne Barrett
Nicole Braun

Derra Murray

MANITOBA
Audrey Harms
Kristin Stephenson

NOVA SCOTIA
Donna Letcher

ONTARIO
Amy Kowalchuk

SASKATCHEWAN
Kelcy Leptich

ARIZONA

Mwamini Manga

Francoise Mukankunsi
Ngoga

COLORADO
Candy Snyder

FLORIDA
Alyssa McDonald

GEORGIA
Nicole Roper

IDAHO
Kassi Jones
Claire Mahoro

INDIANA

Katelyne Koeberlein
Aline Nyabirori

Leah Roop
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IOWA
Liz Scott

KENTUCKY
Harley Hawkins MclIntyre

LOUSIANA
Katie Barry
Kristin Johnston
Pamela North

MARYLAND
Sherilyn Moses
Nicole West

MINNESOTA
Makenzie Gartner

MISSISSIPPI
Lake Sartin

MISSOURI
Asha Ngunza
Chelsea Regelsperger

MONTANA
James & Becky Forrider
Lea Macfarlane

NEW JERSEY
Laura & Christopher
Villanueva

OHIO
Alyssa Hauer
Amoureuse Muhizi

OREGON
Ashlee Bryant

PENNSYLVANIA
Amanda Gagliani
Sandy Mckernan
Jason & Dawn Weiss

SOUTH CAROLINA
Drs Richard & Brenda
Ludwig

TENNESSEE
Megan & Stephen
McClellan

TEXAS

Brianna Bell

Abigail Galvan

Nicole Gordon

Laura Gregory

Mputu Mayabu & Niclette
Ligau Mayadu

Ginger Miller

Torey Stockman

Jamie Van Wagner

UTAH
Alexandria Richter

WASHINGTON
Aime Francis Niyongabo



O U R PRODUCT I MPERATIVE

VAR e - s RG] gl L
B B WORNFESROIE SIS

Sl ba s

We don’t advertise or use public relations to get the word out. Our business is built entirely on
word-of-mouth referrals from our own satisfied customers. If you’ve heard of Melaleuca,

you didn’t hear it from us. That’s why every product has to be worth talking about.
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