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• TNL: August 10th at 7:30 Pm CT   www.allaboutmannatech.com   

• This week’s “Product Focus:”  Manna-C 

• Social Media Wednesdays with Lindsay….    https://zoom.us/j/92316191159  
• Mannatech Business Briefing Meeting – Thursdays at 12:30 PM CT and 8 PM CT - 

https://zoom.us/j/92271023331 
• Are you registered for Mannafest Sept 3-4  - https://allaboutmannatech.com/plan-to-be-

part-of-the-event-of-the-year/  
• Fall Health Challenge is starting – Sept 1st - Nov 30th  

 
Build the story of change People will tell themselves... 
If you summarized this book in one sentence:  the best way to make your idea irresistible is to 
build the story people will tell themselves about it. 
Gap:  what YOU want to say versus what people need to hear. 
Part 1:  Context and INTRODUCING the 5 core elements of "Story" 
1.  What they SEE is what drives them... 
 a.  The "Red Thread' will make them see exactly why they need your product. 
 It is the mental path you took to make sense of your idea. 
 b.  What is your idea and why should people care? 
 c.  For people to be inspired to act, the human mind needs to hear a specific structure, 
 and it all comes down to story. 
  d.  Learn how to use FIVE core elements of story structure  
 e.  Result:  You build the Red Thread in someone else's mind, whether it is casual 
 conversation or whatever...they can suddenly see how to slay their monster your way.  
 Your idea becomes theirs. 
 
2.  Context 
 a.  The human brain has a specific structure for how it processes, accepts and acts on 
 ideas.  Ideas are built on stories. "Every idea has a story because every idea is a story." 
 For your idea to truly drive action, you need to build a story that people will tell 
 themselves about your idea.   
 b.  Goal. Problem. Truth. Change. Action.  These five elements are the answers to the 
 questions your brain (every brain) asks about ideas.  
 
3.  What is your idea?  Depends on the issue of each contact.  However, you will have two basic 
in Mannatech:  financial security and health.   
 
4.  Application, Outcome and Audience 
 a.  Build the story of change people will tell themselves. 
 b.  What you say about your idea depends on who you are talking to and what you want 
 to achieve.  Same story does not work with every "prospect."   
 c.  Find the story that fits the situation.  So, one idea, infinite stories. 
 With Mannatech, wow, health, wealth, weight loss, allergies, etc.    Then within health, 
 hundreds of permutations. Hmm... 



 "All dogs are animals but not all animals are dogs." 
 d.  Your message is the words you need to say to an audience about your idea to achieve 
 a particular outcome.  One size does not fit all. 
 
5.  Determine Audience 
 a.  Find your Red Thread for one audience first.   
 Then easier to apply to other audiences with tweaks. 
 b.  Define the outcome your message should bring:  sales/sign up/business partner 
 c.  Your audience is not everyone!  Your idea and the messages that you use to spread 
 that idea are for people who: 
  1)  know they have a problem (which your idea solves whether they know it or  
  not) 
  2) are actively asking a question (which your idea solves whether they know it or  
  not) 
 d.  The universal paradox of communication:  the narrower your focus, the broader your 
 reach.  i.e. CLARITY:  focusing on one person allows you to perfect the communication; 
 allows you to be clearer on what you need to say and how. 
 If you focus on too many, your message loses strength, and will fail as too general.  
 IF YOU WANT TO BROADEN YOUR REACH FOCUS YOUR AUDIENCE! 
 e.  Who is your ideal audience?  If you try to be everything in health to everyone, good 
 grief it could be why you are getting the results you are! 
 Can you target market different audiences at different times?  YES!  
 Write down who your message is for? Then develop different messages 
 QUERY:   1) FIRST APPLICATION OF YOUR RED THREAD? 
     2)  OUTCOME YOU SEEK WITH THIS RED THREAD? 
     3) NOTED THE SINGLE AUDIENCE FOR YOUR MESSAGE AS  
   SPECIFIC AS POSSIBLE 
 
6.  Components to your story 
 a.  Build the story of change people will tell themselves (so you can turn your idea into 
 action, and maybe even change the world) 
  1)  For the story to work, it needs to achieve your audiences' goals not just yours 
  2)  Your idea is an answer...it is your way of answering your audience's question  
  about their goal. 
  3)  Find your audience's question and tie it to your answer. 
  4)  Find your Goal Statement 
  
 b.  What is the Goal Statement of your Red Thread 
 "We can all agree we want to know..."  
  how we can support ourselves to live our healthiest lives 
  how we can build an income stream to never experience financial insecurity. 
 It must be in your audience's language, NOT YOURS!  
 What is their pain point right now? 
  "Would you agree that you want this?" 
  c.  Find out what your clients want, value, struggle with... 
 See the world the way your audience sees it...then you will understand how they best 
 relate to your message.  
   d.  What they want? define a high level outcome they want right now. 
 It is what they say they want. 



 You also want to identify a value your audience shares with you.  In fact, they have to 
 have this value (or fundamentally agree with it) in order to be open to your idea and 
 message.    
 e.  What do they struggle with? Conflict or tension between what they want and value 
 and COMPONENTS TO YOUR STORY 
 When you know what someone wants, you know where the story starts! 
 "Despite the barriers we all know exist, the real problem is.... 
  1) it takes conscious work to be healthy today most of which many people are  
  not willing to do 
  (solution can then be to "lighten the load"!!) make you unconsciously competent 
  2) it is not "easy street" to experience financial security in our world today  
  without giving up lots of our most precious and limited asset...TIME" 
 The previously unknown obstacle creates conflict and tension, which is the engine of 
 action. 
 Reframing:  getting someone focused on the bunny to see the duck.  
 "when you can (1) find those known barriers, and  
    (2) determine what they have in common, you can  
   (3) show your audience that the barriers they know about are actually  
   part of a larger picture." 
 See all the barriers and determine what they have in common. Frame the commonalities 
 as a single concept. 
 It wasn't lack of happiness that was the problem it was lack of success at the job that 
 caused the unhappiness.   
 We need contrast...humans do, as when they see contrast it gives greater clarity.  
 Example:  when we see a dog we know what it is but we get even greater clarity when 
 we compare it to a cat!   
 f.   Mannatech:   
 1)  Stress out over health only to create greater health issues with stress 
 2)  People say they would love to have an additional stream of residual income, but 
 when given the opportunity get stuck in resistance over the actions required.  Then they 
 go victim to just settling.  
  
7.  To change what people do, you need to change how they see. 
 a.  We hear people say they dislike network marketing, but yet they have a passion to 
 help others.  With Mannatech, we love to help people...it is just a method, a reasonable 
 approach to helping others with 2 of the greatest issues keeping people awake at night: 
 health and wealth.  We are not selling "me too" products they can buy elsewhere just to 
 fulfill our desire to make money.  These are breakthrough products no one else has.  
 Meet the needs of many...and now for over 23 years, also supplying nutrition to at risk 
 children across the world.  
  b.  "X" is your audience's current perspective.  Y is the new contrasting perspective.   
     X= all of us will die      
     Y= we have more control over our health than we think 
     Y=I agree but I rather be healthy and live the fullness of  
     life while I am here 
     X= I already take supplements       
     Y= have you tried the #1 discovery in nutritional   
     science in the past 25 years? 
     X=I eat really healthy and don't need supplements 



     Y= What if there were nutrients we used to get as hunter  
     gatherers that are not found in our foods today?  And this  
     somewhat defines our historic demise in health 
 
8.  The Truth 
 a.  Engineer a moment of truth:  create an internal conflict for your audience that makes 
 inaction impossible.  
 "People today all want to retire early and live a long and healthy life, but the pace at 
 which you work with endless hours and stress is not a formula for longevity....whereas 
 an alternative residual stream of income presents incredible results." 
 b.  One thing that can change in an instant...Perspective. 
 Conflict drives choice.  Choice drives change. 
   
9.  The Change 
 a.  Offer your audience a simple single change that's consistent with what they want and 
 believe. 
 b.  "That's why to achieve the goal of financial freedom, we choose sharing health daily 
 and are rewarded as a side effect, conquering childhood malnutrition at the same time!" 
 c.  You've created a conflict for your audience and now need Your change statement so 
 they readily recognize the solution.  
 d.  You give your audience a simple, single change consistent with their beliefs, or the  
 choice not to change...through this they will be more likely to choose change. It's how 
 the human brain works.  It is why you started by validating how they feel up front.   
 When we are told to do something, we resist. 
 
10.  The final Red Thread Storyline 
 a. "We can all agree that we want to know how to live a most fulfilled life, both health 
 wise, financially and leaving an impact.  Despite the barriers we all know exist, the real 
 problem is (two part problem).  Yet we can agree it is true that...(truth)  That's why to 
 achieve the goal we need to ....(change).  Here's how:  Action.  Not only does that  achieve 
 the goal, it also Goal revisited) 
 This is your storyline version.  
 b.  Edit each storyline to a useful shortcut then "proverb it" 
  
11.  Your Red Thread Throughline 
 a.  One sentence summary of your audience's question and your answer to it.  It should 
 answer "What is your idea..."  (not > 140 letters)  
 "I'm going to talk about how through thoughtful decisions, people can choose a 
 synergistic activity that not only supports greater health and financial stability in their 
 lives but also fulfills that inner need each of us has to impact the world in a significant 
 way." 
 
12.  Putting your "Red Thread" to work  
 


