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ABSTRACT

The purpose of this thesis is to identify the key factors that influence direct sellers’decision making mechanisms on their selection of

multi-level marketing companies using AHP, with reference to the direct sellers' suggestions while managing and expanding their

marketing network. This study focuses on independent distributor of A Company, and the following conclusions were compiled after

carrying out market research surveys with investigative questionnaries and the data statistically analyzed. First, the most significant

factor that entices the direct sellers to subscribe to the multiple level marketing company is the robust corporate image. Second, the

commitment of the affiliation and an equitable system that focuses on mutual trust to promote enhanced management performance.

Third, the excellent pruducts quality which includes tangible and intangible quality of service. Fourth, the access to expanded

markets that the affiliation engenders. Fifth, the innovative system of return and exchange of goods with an Industry Standard

no-quibble guarantee. Finally, the analysis and conclusions were made according to the results of this study, and suggestions were

given to future reaserchers for reference.
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