
F O R  N E T W O R K  M A R K E T E R S

BLIND

SPOTS

BLIND

SPOTS

Everything holding network marketers back, and

how to break through

M I R R O R L I N E  M A R K E T I N G

A  F R E E  G U I D E  ·  M I R R O R L I N E M A R K E T I N G . C O M



B L I N D  S P O T S  ·  N E T W O R K  M A R K E T E R S

2

B E F O R E  Y O U  S T A R T

You can't see your own blind spots.

That's what a mirror is for.

You were told to make a list of a hundred people. You did. Now friends

are dodging your messages, the “fresh” leads don’t reply, and you’re

starting to wonder if it’s you.

It isn’t you, and it’s almost never the product. In twenty-four years of

selling face to face, from vacuums to supplements, I’ve learned that

people don’t ignore offers. They ignore pitches. When the conversation

is about them, the same people who ghosted you start answering.

A blind spot is something holding your business back that you can’t see

from where you stand. This guide lays out every one I see in direct sales,

level by level, from the foundation to the top. Mark each one that

sounds like you. Most reps find six to ten. That’s not bad news. It’s your

list of what to fix, in order.

How to use this guide

There are 22 blind spots across the 8 levels of a business, from Vision

at the foundation to Scale at the top. Tick the box next to every one

that sounds like you, then add them up on the Mirror Check at the end.

Always fix the lowest level first. A crack in the foundation can't be fixed

from the roof.

Bryan Arias
F O U N D E R ,  M I R R O R L I N E  M A R K E T I N G
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L E V E L  0 1  O F  0 8

Vision
Knowing what you’re building

0 1 Treating it like a lottery ticket

W H A T  I T  L O O K S  L I K E

You joined hoping it would “take off,” without a plan for how.

W H A T  I T  C O S T S  Y O U

Without a plan, every slow week feels like proof it doesn’t work, and

most people quit right before it would have.

B R E A K  T H R O U G H

Decide what you want from it in the next 12 months: customers, rank

or skills.

Turn that into weekly activity numbers you control: conversations,

follow-ups, samples.

Judge yourself on activity for 90 days, not on results in week two.

0 2 No daily schedule

W H A T  I T  L O O K S  L I K E

You work on it when you have time, which is rarely.

W H A T  I T  C O S T S  Y O U

Inconsistent effort gets inconsistent results, and momentum never

builds.

B R E A K  T H R O U G H

Block the same 60 minutes every day, like an appointment.

Split it: 30 minutes finding and talking to people, 30 minutes

following up and posting.

Track it on a simple checklist.
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L E V E L  0 2  O F  0 8

Brand
How you’re seen

0 3 The copy-paste profile

W H A T  I T  L O O K S  L I K E

Your page is full of company graphics, company captions and “DM me.”

W H A T  I T  C O S T S  Y O U

You look identical to every other rep. Nobody can tell why they should

buy from you.

B R E A K  T H R O U G H

Post your own face, voice and story.

Share your real experience with the product (never income).

Use company content at most once in every five posts.

0 4 A bio about the company

W H A T  I T  L O O K S  L I K E

Your bio lists the company, the rank and a link.

W H A T  I T  C O S T S  Y O U

People follow people who help them, not company logos.

B R E A K  T H R O U G H

Rewrite your bio around who you help and how.

Add one personal detail that makes you human.

Make the link lead to something useful, not straight to a checkout.
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0 5 The hype-only feed

W H A T  I T  L O O K S  L I K E

Every post is a launch, a sale, a team call or a celebration.

W H A T  I T  C O S T S  Y O U

Constant selling trains people to scroll past you.

B R E A K  T H R O U G H

Follow a simple mix: 4 posts that help or entertain for every 1 that

sells.

Teach one useful thing a day about the problem your product solves.

Show real life: wins, bad days and lessons.
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L E V E L  0 3  O F  0 8

Offer
What you sell and how you present it

0 6 Leading with the opportunity

W H A T  I T  L O O K S  L I K E

Your first conversation is about the business, the lifestyle or what

someone could earn.

W H A T  I T  C O S T S  Y O U

Income talk triggers distrust, attracts people who quit, and can break

platform rules and your company’s policies.

B R E A K  T H R O U G H

Lead with the product and the customer experience.

Let the business conversation come up with people who already love

the product.

Never share income claims. Share what you enjoy about the work

instead.

0 7 Selling everything in the catalogue

W H A T  I T  L O O K S  L I K E

You mention every product to everyone.

W H A T  I T  C O S T S  Y O U

A confused buyer doesn’t buy.

B R E A K  T H R O U G H

Pick one hero product to lead with.

Match it to one specific problem for one specific kind of person.

Introduce more only after their first order.
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0 8 No reason to start now

W H A T  I T  L O O K S  L I K E

There’s no simple, low-risk first step for a new customer.

W H A T  I T  C O S T S  Y O U

People delay decisions with no clear starting point.

B R E A K  T H R O U G H

Create one simple starter recommendation for new customers.

Use your company’s real promotions or samples honestly. Never

invent urgency.

Make the first order easy to say yes to.
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L E V E L  0 4  O F  0 8

Marketing
How people find you

0 9 Working the cold list

W H A T  I T  L O O K S  L I K E

You’re working a list of friends, family and company leads who never

asked to hear from you.

W H A T  I T  C O S T S  Y O U

Burned relationships, constant rejection, and a pipeline that runs dry in

a month.

B R E A K  T H R O U G H

Stop chasing the old list.

Find people who already show interest in your product’s category:

groups, hashtags, comments.

Spend 20 minutes a day commenting thoughtfully before you ever

message anyone.

1 0 Only posting, never meeting

W H A T  I T  L O O K S  L I K E

You post and wait for people to come to you.

W H A T  I T  C O S T S  Y O U

Posting builds trust, but conversations build business. You need both.

B R E A K  T H R O U G H

Pair every post with five new conversations.

Join two groups where your ideal customers spend time, and help

there.

Go live or post stories that invite replies.
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1 1 Buying or begging for leads

W H A T  I T  L O O K S  L I K E

You buy lead lists or ask your upline for more names.

W H A T  I T  C O S T S  Y O U

Purchased leads are cold, shared and often outdated.

B R E A K  T H R O U G H

Build your own audience instead, slowly and steadily.

Offer something free and useful in exchange for interest: a tip sheet,

a sample, a challenge.

Own your list: collect emails or phone numbers with permission.
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L E V E L  0 5  O F  0 8

Sales
How conversations become customers

1 2 The pitch-first message

W H A T  I T  L O O K S  L I K E

Your first message mentions the product, the opportunity or a link.

W H A T  I T  C O S T S  Y O U

People can smell a pitch from the preview line. Left on read, every time.

B R E A K  T H R O U G H

Make the first message 100% about them: something specific from

their profile and one easy question.

Never put a link in a first message.

Earn the right to share by asking what they want first.

1 3 Talking instead of asking

W H A T  I T  L O O K S  L I K E

Once they reply, you explain everything you know about the product.

W H A T  I T  C O S T S  Y O U

People buy when they feel understood, not when they’re informed.

B R E A K  T H R O U G H

Ask three questions before you share anything.

Repeat their answer back in your own words.

Share only the part that solves what they told you.
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1 4 The objection freeze

W H A T  I T  L O O K S  L I K E

“I don’t have the money.” “No time.” “Isn’t this a pyramid thing?” and

your mind goes blank.

W H A T  I T  C O S T S  Y O U

Conversations one good answer away from a yes end in silence.

B R E A K  T H R O U G H

Agree first. They aren’t wrong to ask.

Ask one question to find the real concern behind it.

Answer only what they actually asked, then stop talking.

1 5 Never asking for the decision

W H A T  I T  L O O K S  L I K E

The conversation goes well, then you wait for them to say “I’ll buy.”

W H A T  I T  C O S T S  Y O U

Most people won’t ask to buy. They wait for you to invite them.

B R E A K  T H R O U G H

Ask a clear, kind question: “Would you like to start with this?”

Offer two options instead of yes or no.

Be comfortable with “no.” It’s an answer, not a failure.

1 6 The ghost zone

W H A T  I T  L O O K S  L I K E

Someone says “sounds interesting” and you never hear from them again.

W H A T  I T  C O S T S  Y O U

Most interested people are lost in your inbox, not lost to a “no.”

B R E A K  T H R O U G H

Follow up on day 2, day 5 and day 10 with something useful, not “just

checking in.”

Treat “not now” as a date. Ask when would be better.

Keep every conversation in a tracker with a next follow-up date.
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L E V E L  0 6  O F  0 8

Systems
What keeps it running

1 7 No tracking

W H A T  I T  L O O K S  L I K E

You can’t say how many conversations you had last week.

W H A T  I T  C O S T S  Y O U

If you don’t measure activity, you can’t see what’s working or improve it.

B R E A K  T H R O U G H

Track conversations started, replies, follow-ups and orders every day.

Review the numbers weekly.

Fix the weakest step first.

1 8 No customer care after the sale

W H A T  I T  L O O K S  L I K E

A customer orders once and you move on to the next prospect.

W H A T  I T  C O S T S  Y O U

Reorders and referrals are where most of a steady business comes from.

B R E A K  T H R O U G H

Check in a few days after delivery to help them get results.

Set a reminder before they’d run out.

Ask happy customers for a review or an introduction.
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L E V E L  0 7  O F  0 8

Team
Leading others

1 9 The lone-wolf leader

W H A T  I T  L O O K S  L I K E

You’re working hard, but your team isn’t following your lead.

W H A T  I T  C O S T S  Y O U

What works for you lives in your head, not in a system others can copy.

B R E A K  T H R O U G H

Write your process down in five steps anyone could follow.

Give your team the same openers, follow-ups and objection answers

you use.

Run one short training a week.

2 0 Recruiting instead of developing

W H A T  I T  L O O K S  L I K E

You keep adding new people while the ones you have go quiet.

W H A T  I T  C O S T S  Y O U

A big team that isn’t active is just a list.

B R E A K  T H R O U G H

Spend more time helping your active people get their first wins.

Celebrate activity (conversations, follow-ups), not just sales.

Pair new members with someone who’s one step ahead of them.
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L E V E L  0 8  O F  0 8

Scale
Growing what works

2 1 Doing more of what doesn’t work

W H A T  I T  L O O K S  L I K E

When results drop, you just message more people the same way.

W H A T  I T  C O S T S  Y O U

More volume of a broken approach is more rejection, faster.

B R E A K  T H R O U G H

Change one thing at a time: the opener, the follow-up or the

audience.

Measure for two weeks before changing again.

Keep what works and teach it to your team.

2 2 Burning out

W H A T  I T  L O O K S  L I K E

You’re exhausted, and you’ve started dreading your phone.

W H A T  I T  C O S T S  Y O U

Burned-out sellers sound desperate, and desperation repels people.

B R E A K  T H R O U G H

Set working hours and stick to them.

Focus on fewer, better conversations.

Remember: your job is to help the right people, not convince

everyone.
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T H E  M I R R O R  C H E C K

Add up your blind spots.
Count the boxes you ticked in each level.

L E V E L Y O U  T I C K E D

Vision · 2 blind spots ____ / 2

Brand · 3 blind spots ____ / 3

Offer · 3 blind spots ____ / 3

Marketing · 3 blind spots ____ / 3

Sales · 5 blind spots ____ / 5

Systems · 2 blind spots ____ / 2

Team · 2 blind spots ____ / 2

Scale · 2 blind spots ____ / 2

Total ____ / 22

0 to 5: A solid foundation. Fix what you ticked and focus on growth.

6 to 12: The most common range. Your business works, but blind spots are

capping it. Start at the lowest level where you ticked a box.

13 or more: You're working much harder than you need to. The good news is

that every one of these is fixable, and fixing the foundation makes everything

above it easier.
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Y O U R  N E X T  S T E P

See it. Then fix it.

If you marked six or more, you’re not failing. You’ve just been too close

to your own business to see it. Fix them in order, from the foundation

up: more messages won’t fix a brand problem, and more leads won’t fix a

conversation problem.

If you want help fixing them, the Mirrorline Growth System for Network

Marketers builds your personal brand and funnel with you, coaches you

through ads and sales, and, at the top tier, mirrors the whole system to

your team.

See the Growth System for Network Marketers →
mirrorlinemarketing.com/network-marketing-growth-system

Not ready yet? Get the Obsidian Technique ($47) →
mirrorlinemarketing.com/obsidian

© 2026 Mirrorline Marketing. Free to read and share in full with credit. This guide is general
education, not a guarantee of results. Every business is different.
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