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Interview with Rolf Sorg, CEO & Founder of PM-International:

TODAY AND IN THE FUTURE:

PM-INTERNATIONAL IS FULLY COMMITTED
TO DIRECT SALES

The direct sales industry is in an unprecedented transformation process. Whi-
le the personal sales experience still plays a central role, digital and hybrid
sales strategies are becoming increasingly important. E-commerce and social
networks are gaining more importance, and major online platforms are put-
ting growing pressure on the direct sales industry, as recent industry news

show.

NK: How do you assess the cur-

rent situation of the di-
rect sales indus-
try?

10.2024

Rolf Sorg: We are currently witnessing
the biggest shift in the direct sales in-
dustry ever. The entire market is chan-
ging, and the pandemic has further
fueled this transformation. Established
big players are no longer successful
and are disappearing from the market.

In recent years, disruptive online
companies have significantly sha-
ken up the industry. Uncertainty
is growing, and more and more
companies are questioning
the direct sales model. PM-
International will not do
- that. | see a tremendous
- opportunity here: the
companies that are pro-
perly positioned  will
gain momentum as a
result.

NK: So, PM-Internati-
onal remains commit-
ted to direct sales?

Rolf Sorg: Absolutely.
For PM-International, di-

rect sales is our past, present, and fu-
ture.

| started out as a networker myself
and built my business from scratch.
PM-International was always meant
to be a company for future generati-
ons too. Therefore, | rolled up my
sleeves and learned what it takes to
become a ,hidden champion’. | lear-
ned what makes a product, a compa-
ny, a family unique: a company with
ethics, values, and principles that
pursues long-term goals.

That's the reason for PM-Internatio-
nal being recognized as the fastest-
growing international company in our
industry four years in a row. This is
not a coincidence, it's rather a clear
focus on our goal and a strong com-
mitment to our vision.

The answer is yes—we are as success-
fully committed to direct sales today

as we have been for the past 31 years.

NK: What do you think — can our in-

< Rolf Sorg, company foundation 1993

With PM-International, it's a different story. The company has seen remarka-
ble growth in recent years and has become a trailblazer for the entire industry
in many areas. PM-International CEO & Founder Rolf Sorg portrays the cur-
rent market situation in an interview with Network-Karriere publisher Bernd
Seitz, and shares his vision for the future of his company and the direct sales
industry as a whole.

dustry navigate the current transfor-
mation?

Rolf Sorg: | believe that direct sales is
still a highly attractive model. Just
think about the additional opportuni-
ties that social media provides, adding
to personal interactions to build con-
tacts... that didn’t exist before. Back
in the days, | sometimes approached
people in the shopping streets for cus-
tomer acquisition, clipboard in hand.

There are two main reasons for com-
panies failing in the market: first, a
lack of innovation, and second, their
inability or unwillingness to continu-
ously adapt to new circumstances. |
firmly believe that our industry is
well-positioned for the future with
forward-looking direct sales strate-
gies, especially in the areas of hybri-
dization and digitalization.

Of course, this is not easy. It means
getting to work and, above all, always
responding quickly to new develop-
ments.
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the comfort zone. This
is where the real adventure
begins. Those who are not willing
to take risks cannot become entrepre-
neurs. My father taught me this: never
make a decision out of fear.

NK: What does that look like in practi-
ce?

Rolf Sorg: As an industry, we should
listen closely to our partners and
customers, understand their needs,
and continue to offer innovative solu-
tions.

Very important: The focus is always on
the person. The foundation of the
business and direct sales is our custo-
mer. At the end of the day, customer
satisfaction is the most important
thing we have. So we ask ourselves:
,What does our customer need today,
what does our customer want tomor-
row, and how can we further improve
the experience for our customers?“

NK: Do you see an advantage in
being a family business?

Rolf Sorg: As a family business in the
premium segment, we set out 30 ye-
ars ago to become the market leader
in our niche. This is where hidden
champions come from: it’s essential
to find your niche and then put in
more effort than anyone else. USP
(Unique Selling Point) is the keyword
here. | am convinced that a family-
run business is the best foundation
for achieving our goal.

When management is solely focused
on profit and the next quarterly figu-
res, decisions are often made like
those we are currently seeing in the
industry. It frequently comes down to
just making shareholders happy and
generating shareholder value, without
considering the human aspect at all.

As a family business, we can act fle-
xibly and quickly, making decisions
based on our values. We plan and
decide with a long-term perspective,
not just for the next quarterly report.
Our success is a shared success:
Those who focus on their team part-
ners and customers will find the ans-
wers.

Very import-
ant: We want to create sustainable,
stable sales growth so that we can be
a strong and reliable partner for fu-
ture generations, even in economi-
cally challenging times.

NK: What do you think of omni-chan-
nel models in direct sales?

Rolf Sorg: It's not the first time that
companies have questioned their sa-
les models. I'm thinking of the binary
hype 15 years ago. Some companies
exploded in growth — only to implode
immediately afterward.

Right now, we are seeing omni-chan-
nel approaches: companies compe-
ting with their distributors to increa-
se revenue. To be honest, for me,
that means turning against your dis-
tributor.

It only works if the sales channel re-
mains exclusive. We market our pro-
ducts through our distributors. This
has been the case for 30 years and
will stay like that in the future:
Those who want our products
need to come to PM-Interna-

tional.

| am also careful when
it comes the topic of /=
affiliate  marketing.
It can certainly
work for custo-
mers to acquire
other customers.
However, this is
only effective if
it is also ac-
counted for in
the compensa-
tion plan of the
distributor and
all  customers
are assigned to
the distributor.

In the end, each
company decides for  ©
itself what the best
strategy for its future is.

Our focus remains on re-
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cognizing the
commitment and suc-
cess of our distributors.

For us, this also means finding solu-
tions together with the distributors —
respectfully and face-to-face. That’s
how growth is achieved.

NK: Do you think it‘'s more important
to convince people of the products or
to recruit them as distributors?

Rolf Sorg: | think both are important
and should go hand in hand. Of
course, there need to be products and
services that are competitive in the
market. Our business opportunity all-
ows people to generate additional in-
come instantly and with no risk, with
with no risk, freedom to choose your
work time, and the ability to have a lot
of fun. This enables our dis-

tributors  to  focus
from the very
beginning
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on buil-
ding
term relationships

long-

with their customers.

NK: What about your products — are
nutritional supplements still competi-
tive?

Rolf Sorg: Our product brand FitLine
has been in the market for 30 years.
We are approaching the milestone of
1 billion products sold worldwide.

| am convinced that as long as we
choose our
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nutrition with en-
Jjoyment in mind, dietary supple-
ments will remain relevant. There
definitely is a market, as long as we
dare to face the competition.

In my 30 years in the market, | have
seen many trends come and go. | still
vividly remember the hypes around
noni juice, Aloe Vera, or most recent-
ly, CBD. For us, it has always been
about focus: staying true to our core
competencies and then putting in
more effort than anyone
else.
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In our case: ,,How
do we deliver nutrients to

This has
been the basis for our entire research

the cellular level?*

and development efforts — with the
clear goal of spearheading innovati-
on in our niche.

NK: Your product brand FitLine is
well-known worldwide. What makes
your products unique?

Rolf Sorg: From day one, our focus
has been on developing and marke-
ting premium products. The FitLine
products stand out in the market due
to a strong focus on innovation with
over 70 patents and, above all, due
to PM-International’s core compe-
tence: the exclusive Nutrient Trans-
port Concept (NTC®). It delivers nu-
trients when they are needed, where
they are needed — to the cellular level
from inside and outside.

More than 1,000 top athletes from
over 85 disciplines and 40 nations
trust FitLine products. FitLine is the
official supplier to numerous sports
associations and national teams,
some of which we have been partner-
ing with for over 20 years. Recently,
we achieved a significant milestone:
FitLine is now the official sports nut-
rition partner of the leading men’s
tennis tournament series, the ATP
Tour, and athletes are benefiting
from our products.

This partnership is backed by 30 ye-
ars of research and the trust of top
athletes worldwide. Partnerships like
this support our distributors’ daily
business: they confirm the quality

» Rolf Sorg (left) CEO and founder of PM-International
and Massimo Calvelli (right), CEO of ATP at the launch
of the partnership between ATP Tour and FitLine.
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and effec-
tiveness of FitLine

and enhance the credibility of our
products. This helps our distributors
convince customers to choose FitLi-
ne products. In short: when world-
class athletes use FitLine products at
the highest level, it speaks for itself..

NK: What challenges and opportuni-
ties do you see for PM-International in
the future?

Rolf Sorg: | believe the challenge is
always to remain relevant and com-
petitive in the market. This requires a
constant focus on innovation. We are
continuously working on innovations
related to our products, technolo-
gies, and the social and digital
online world. We are also
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continually investing in — ——

these areas, including
3 million euros in

this year's work of ATP

our in-house re- TOUR
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search and de-
velopment
department,
as well as
an additio-
nal 7 to 9
million
euros
over the
next
three ye- Ep || i
ars in the  QUR | f:f g%
area of di-

gitalization.

| think the most important thing is
that we grow from challenges and ne-
ver stop asking ourselves what we
can improve and how we can actively
shape the future.

In my view, digital sales will never
fully replace the personal interaction
between customers and partners. Di-
rect sales is and will always remain a
“people’s business.” However,
digitalization offers

our distribu-

tors
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learned  from
p them.
o . However, our vision is
£ much bigger than what
= we have achieved so far. We
i

the opportunity

to conduct their

business literally without

borders. It allows them to build in-

ternational teams free from language
and country barriers.

NK: Your assessment in conclusion:
Does the industry still have room for
further growth?

Rolf Sorg: We look back on a track
record of 31 years of solid and sus-

tainable growth. During that time, we
have certainly faced setbacks and
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know that there is still a lot of
room for growth. Our current mar-
ket potential consists of 20.5 million
loyal customers and 47.3 billion USD
in revenue worldwide.

Direct sales is changing faster than
ever before. At PM-International, we
see the great opportunity that lies in
this: our growth is proof that the in-
dustry and our working methods are
vibrant and successful!

In conclusion, | can only say: There
are times to plant the seeds and
times to reap the fruits of your labor.
Now is the time to plant the seeds.
Now is the time to roll up our sleeves
and get to work. Let’s do it!

www.pm-international.com
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