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ABSTRACT 

Multilevel Marketing (MLM) also is known as Network Marketing. There are a lot of 

great things to be said about starting an M L M Business.MLM Business can be involved 

by any types of consumers as long as you have an effort to do it. The purpose of this 

research is to investigate the factors or reason why consumers join Multilevel Marketing 

(MLM) Business. This study has focused on four variables which are Earn other income, 

Influences by others, Attractive Product and Trust the M L M Company. This research also 

identified whether consumers were really understand about this M L M business. Lack of 

knowledge will ruin your business in the future. This research was found that most of the 

respondents joined M L M business because they want to earn other Income to improve 

their standard of living. Most of them also agree that they were understood with the 

business that they joined. However, some of the respondents did not have enough 

information about the M L M business that they joined. This study may help the MLM 

Company to improve their business or products offered and attract more consumers to 

join M L M business. 
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