
Method for Network Marketing and a Management System Thereof ABSTRACT
The present invention provides a method for evaluating performance of
distributors in a marketing network for a period of sales. Evaluating
performance is based on purchase quantity of the distributors. The
distributors can be enlisted as root-distributor, which enjoys higher
rate of discount on product purchase, when his purchase quantity is
high. Meanwhile, distributors can also be enlisted as member, which
enjoys lower rate of discount on product purchase, when his purchase
quantity is low.  (FIG. 1) 


