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Dear Fellow Relìv Shareholder, 
Relìv celebrates its 20th anniversary in 2008. Our 
mission today remains the same as it was when 
my wife, Sandy, and I founded Relìv: to Nourish Our 
World… in body, mind and spirit. 

We can look back on those 20 years with pride. Our 
business model, our products, and our business 
opportunity have withstood the test of time. We grew 
from two employees to about 250. Our operations 
spread from the United States to 12 other countries. 
Our annual sales grew to more than $110 million.  

Looking forward, we are confident that the next 20 years will be better than our first 20 for many reasons:

… We develop and market effective, patented products.  
… The business opportunity we offer is second to none. 
… We are strongly positioned in the growing wellness and direct-selling industries.  
… We have an experienced, successful management team. 

Just as important, we have strategies in place that we believe will return Relìv to top-line and bottom-
line growth in 2008. 

Before we discuss our growth strategies, let’s recap our performance in 2007. 

We are pleased with the increase in our distributor base and the continued growth in our sales outside 
of the United States. But obviously, we would much rather be entering our 20th anniversary year with 
stronger momentum. 

Sales in 2007 declined 5.5 percent to $111.1 million. We attribute the sales drop to the slower pace of 
distributor advancements during 2007 compared with previous years, and to a corresponding decline 
in the size of the average order. Though overall sales declined, we saw high points in Relìv’s Asia and 
Australia regions, with overall sales gains in both areas. In Asia in particular, the pace of sales growth 
picked up significantly in the second half of the year. We’re optimistic that we will continue to see sales 
growth there this year.
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Earnings for the year were $5.0 million, or $0.31 per diluted share, compared with net income of $7.9 
million or $0.47 per diluted share in 2006. 

Relìv’s distributors at year-end 2007 numbered 69,970, a 7.7 percent increase over the size of the  
distributor base on Dec. 31, 2006. That kind of growth is critical to our success.

2008 Initiatives
Now let’s look at 2008 initiatives. We believe we are well positioned 
to generate growth through each of our 2008 strategies, which can 
be grouped into four areas.

… Sponsoring and sales momentum 
… Product development 
… Market expansion 
… Strategic relationships

Sponsoring and Sales Momentum
Expansion of our distributor base was our No. 1 goal in 2007. As noted above, we succeeded. In 2008, 
increasing our base is again our No. 1 goal.

To keep our momentum going, we’re planning to give our distributors sales and sponsoring tools that 
are better than ever before. We believe the tools offer great growth potential for Relìv. We tested a new 
sales tool in 2006: the first issue of Success from Home magazine devoted exclusively to Relìv. In January 
2008, we offered a second Relìv issue of Success from Home, and we are seeing strong acceptance by 
our field.

We also are testing other sales tools. In the United Kingdom and Ger-
many in 2007, we introduced four-page publications that, in contrast  
to Success from Home magazines, are more like newspapers.  

In 2008, we will introduce our first newsletter devoted exclusively 
to motivation. The publication is written by internationally known 
motivation and leadership expert Paul J. Meyer, who is a Relìv 
distributor and shareholder. We believe this will be an effective 
supplement to our existing motivational materials.

The tools noted above supplement the Relìv Success System,  
a proven program that forms the backbone of our efforts to 
help distributors expand their business.
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Product Development
The launch of the Slimplicity® Weight Loss System last year, followed by the introduction of Slimplicity in 
the European Union in January 2008, is a great example of our product-specific growth strategies. The 
introduction of new products can create excitement, bring in new customers, and expand the number of 
products existing customers use. Relìv’s research and development staff continually works on creating 
new products.

Introducing Slimplicity into our European markets — the United Kingdom, Germany, the Netherlands, and 
Austria — was the equivalent of launching a new product. Eventually we intend to introduce Slimplicity 
into all of our markets, though we have not yet set launch dates.

In fact, we regularly look at our existing 
products to determine which ones have the 
greatest potential for success outside of 
the U.S. In 2007, for example, we introduced 
Relìv Now® for Kids into both the Australian 
and the Asian markets. 
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Market Expansion
Relìv management constantly evaluates market-expansion pos-
sibilities in two ways. 

First, we always look to increase sales in existing markets.  
This year, we plan to make improvements in current programs. 
For example, our automatic shipment program is currently 
under-used. We intend to remedy that. Because our products 
typically come in a four-week supply, they are naturals for 
automatic monthly shipping. The planned improvements will give 
the program new momentum, which we believe will boost our 
long-term sales. 

Second, we look to enter new markets under the right conditions. 
Although sales growth in existing markets will be our primary 
goal in 2008, during the year we expect to open operations in 
Indonesia to complement our growing Asian business.

We believe that a focus on specific market segments offers 
another avenue for sales growth. A number of our marketing 
and sales staff members devote their time and efforts solely to 
serving the U.S. Hispanic market. More than 41 million Hispanics 
live in the United States, where they are the fastest growing  
ethnic group. As we increased support for Hispanic distributors, 
our sales increased. We believe we still have great growth 
potential in this market.

Strategic Relationships
Management is also looking for ways to build closer, longer-
term relationships with both distributors and customers. In 
2007, we initiated a grassroots effort in which we sent, not 
just the sales team, but other members of our corporate staff 
to meet with groups of distributors and prospects in cities 
throughout the United States. In 2008, we plan to make more 
such trips than at any time in the last three years. Those trips 
should motivate distributors and strengthen relationships 
among them and Relìv executives.  



We strengthened our Scientific Advisory Board in 2007 with the addition of Bob Owen, an Australian 
expert in complementary health care and nutrition. Mr. Owen has 40 years of experience in the phar-
maceutical and nutrition industries. He has worked with Pfizer, Bristol-Myers Squibb/Mead Johnson 
Nutritionals and other global companies.

Earlier in this letter, I mentioned a new shareholder, Paul J. Meyer.  Mr. Meyer founded Success Motiva-
tion Institute in 1960. Since then, he has built it into a group of international companies that market his 
motivational and leadership materials in more than 60 countries. We are very pleased that Mr. Meyer 
recognizes the value of our company and the growth potential of our business.  

In 2008, Relìv plans to expand its grassroots 
efforts to strengthen relationships between 
our distributors and corporate executives.
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The Relìv Foundation
Finally, I want to mention the Relìv Kalogris Foundation. It achieved 
another record year in 2007, and we expect it to do that again in 
2008. The Foundation provides free nutritional supplements to 
more than 41,000 people every day, including tens of thousands 
of children. Annual donations from distributors topped $1 million 
for the first time in 2007. I’m tremendously proud of the accom-
plishments of this Foundation. I consider its success one of the 
highlights of our 20-year history. 

Interestingly, the Relìv Kalogris Foundation has become a 
source of growth for Relìv. When explaining Relìv to prospects, 
our distributors obviously emphasize our products and busi-
ness opportunity. But at some point in the conversation, they 
may bring up the Relìv Foundation. Some prospects become 
enamored with Relìv and join us partly because they believe so 
strongly in the Foundation’s efforts to nourish impoverished 
people all over the world.

That is a tremendous legacy for Relìv. We believe that the Foun-
dation will continue to thrive along with the company over the 
next 20 years, as we expand our mission to Nourish Our World. 

 
Robert L. Montgomery 
Chairman, President and Chief Executive Officer 
April 1, 2008
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Board of Directors
Robert L. Montgomery 
Chairman, President and 
Chief Executive Officer 
Relìv International, Inc.

Carl W. Hastings, Ph.D. 
Vice Chairman 
Relìv International, Inc.

Stephen M. Merrick 
Senior Vice President, 
Relìv International, Inc.

Donald L. McCain 
Corporate Secretary, 
The Baughan Group, Inc.

John B. Akin 
Retired Vice President, 
A. G. Edwards, Inc.

Robert M. Henry 
Chairman and Chief Executive Officer 
Arbonne International, Inc.

Denis St. John, CPA 
Chairman 
Real Estate Development Strategies, LLC

Michael D. Smith 
Senior Vice President of Major Initiatives 
Stampin’ Up! 

Patrick G. Doherty 
President 
Mariner Equity Management

Corporate Officers
Robert L. Montgomery 
Chairman, President and 
Chief Executive Officer

Carl W. Hastings, Ph.D. 
Vice Chairman 
Chief Scientific Officer

R. Scott Montgomery 
Executive Vice President, 
Chief Operating Officer

Ryan A. Montgomery 
Executive Vice President, 
Worldwide Sales

Steven G. Hastings 
Senior Vice President, 
North American Sales

Stephen M. Merrick 
Senior Vice President, 
International and Corporate Development 
General Counsel and Secretary

Donald E. Gibbons, Jr. 
Senior Vice President, International Sales

Steven D. Albright 
Vice President, Finance 
Chief Financial Officer

Kurt C. Wulff 
Vice President, Marketing

Ronald W. McCain 
Vice President, Sales Development

Brett M. Hastings 
Vice President, Legal

Barry A. Murov 
Vice President, Corporate Communications
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Five-Year Financial Summary
(In thousands, except per share amounts)	 2007	 2006	 2005	 2004	 2003

Net sales	 $111,058	 $117,467	 $113,565	 $ 96,982	 $ 76,960

Net income 	 5,041	 7,898	 7,521	 5,386	 4,397

Preferred dividends accrued and paid	 —	 —	 —	 12	 56

Net income available to  
 common shareholders	 5,041	 7,898	 7,521	 5,374	 4,341

Earnings per common share: 
  Basic	 0.31	 0.48	 0.47	 0.34	 0.29 
  Diluted	 0.31	 0.47	 0.46	 0.31	 0.26

Cash dividends per share of common stock	 0.100	 0.100	 0.075	 0.065	 —

Total assets	 33,607	 37,282	 25,981	 30,997	 24,681

Long-term debt and capital lease 
  obligations, less current maturities	 —	 —	 2,211	 3,358	 3,700

Stock Price & Dividend Summary
2007	 High	 Low	 Close	 Dividend

First Quarter	 $ 11.49	 $ 8.57	 $ 10.94	 $      —

Second Quarter	 11.56	 9.53	 10.50	 0.050 

Third Quarter	 11.60	 8.94	 10.04	 —

Fourth Quarter	 10.07	 7.50	 8.19 	 0.050

2006	 High	 Low	 Close	 Dividend

First Quarter	 $ 18.69	 $ 11.00	 $ 12.39	 $      —

Second Quarter	 12.86	 9.14	 9.88	 0.050 

Third Quarter	 10.37	 6.46	 8.99	 —

Fourth Quarter	 10.25	 8.10	 8.68 	 0.050


