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A
s an economist, I deal with large-scale trends in the economy, often measured in the
billions or trillions of dollars. But people often don’t grasp the meaning of billions
and trillions. People aren’t really concerned about “the economy”—they’re con-
cerned about “their economy.” They want to know, “What can I do in this new econ-
omy to succeed, to take care of myself and my family?” I wrote The Next Millionaires
to explain where our economy has been, where it is today, and where it’s going—

but even more importantly, to bring all of this down to the level of “your economy.”
Since 1991, U.S. household wealth quadrupled from $13 trillion to about $52 trillion in 2005.

Reading such figures, you might say, “That’s interesting… that sounds like good news.” But it
becomes very personal when we look at what this actually means to individual entrepreneurs who
are involved in the most economically vibrant emerging new industries. 

There is something very different about this enormous increase in household wealth—something
that has never happened before, and which has significant implications for people’s individual lives:
This growth is occurring not only among an exclusive group of the already-rich, but throughout a
broad demographic that includes millions of “ordinary people.” 

I call this the “democratization of American wealth.” Let’s take a quick look at how
this works, and then see some of the most powerful ways to ensure that you can be
part of this exciting trend. 

The Democratization of American Wealth
In 1991 there were 3.6 million American families with a net worth of $1 million or

more. Today there are more than 10 million such families and we are adding new mil-
lionaire families at the rate of one million per year. While we’ve always had periods
where families of great wealth increased their net worth still further, where the rich
get richer, we’ve never had so many ordinary working-class people become rich. 
You can see dramatic evidence of this at the very top echelon of U.S. wealth, the bil-

lionaires on the “Forbes 400” list of the richest Americans. When this list was
released in 1981, it contained mostly familiar names such as Rockefeller, Astor and
Morgan and represented a significant portion of total U.S. household wealth.
Twenty-four years later, only 40 of the original 400 remain on the list, and the wealth
of all 400 combined is only $1 trillion, less than 2 percent of the $52 trillion in U.S.
household wealth. The extremely rich, the top 10 on the list, account for almost 25

percent of the $1 trillion total, but when we look closer we see that all of these top 10 were born
poor or middle-class! 

Over the next 10 years, as U.S. household wealth doubles to $100 trillion, at least $10 trillion of
that new wealth will represent new entrepreneurs coming to the table. That $10 trillion represents
another 10 million new millionaires.

A great opportunity lies ahead, not for just a chosen few, but for literally millions of “ordinary 
people,” individual entrepreneurs who were not born into wealthy families, but who choose to apply
themselves in the new and emerging industries where this new wealth is being created.

Two of the strongest emerging industries where this growth will occur are wellness and 
network marketing.

Paul Zane Pilzer
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The Wellness Industry
Ironically, of the $2 trillion we spend on

health care in this country, which represents
one-sixth of the U.S. economy, most has very lit-
tle to do with health. 

“Health” is defined in the dictionary as,
“being sound in body, mind or spirit,” but what
we call “health care” has a very different focus,
and would more appropriately be called the
sickness industry. 

Sickness industry: Products and services pro-
vided reactively to people after they contract an
illness, ranging from a common cold to cancer-
ous tumors. These products and services seek to
either treat the symptoms of a disease or elimi-
nate the disease. 

Wellness industry: Products and services pro-
vided proactively to healthy people—that is,
those without an existing disease—to make
them feel even healthier and look better, to slow
the effects of aging, or to prevent diseases from
developing in the first place. 

I stumbled upon the wellness industry in
the 1990s, as so many do,
through an experience with my
own health. For 10 years (against
medical advice) I had put off get-
ting expensive knee surgery.
Finally, I started taking a dietary
supplement called glucosa-
mine—and within a year the car-
tilage was repaired. The surgeon
was positively amazed when he
examined my X-rays; I no longer
needed the operation.

This experience piqued my
interest; I wanted to find out what
else my surgeon and my other
medical providers didn’t know. I
also noticed that people were
spending more on new things
such as exercise programs and fit-
ness coaches, supplements and
organic foods, alternative medi-
cine and anti-aging therapies. I
began to research this field and
soon arrived at an amazing con-
clusion: This new and emerging
industry, which only a decade ear-

lier had hardly existed, was already a $200 bil-
lion business.

This represents an extraordinary economic
opportunity. The millions of people spending
billions of dollars to further their wellness rep-
resent a new and growing economic sector who
are eating and living healthier than anyone ever
before in history. They are primarily wealthy
people who, as they start to have money, start
looking for ways they can be healthier—outside
the medical establishment. Today, for example,
this sector spends over $70 billion annually on
vitamins and food supplements.

Who are these people? Mostly baby boomers:
prosperous people from the ages of 40 to 60.
Baby boomers are the first generation in histo-
ry who refuse to blindly accept the aging
process. They are also a powerful economic
force; they represent only 28 percent of our pop-
ulation—yet this group and their spending rep-
resents 50 percent of our economy.

Until recently, marketing to baby boomers
had been all about how to help them remember

what it was like to be young—oldies music,
retro clothes, and 50s-styled automobiles.
Now, it has gone a step further. Today,
boomers are starting to buy things that actu-
ally make them younger in terms of having a
healthier body, more acute senses and a
sharper mind!

And this industry has only just gotten
started. Most people don’t even know such
products exist, and as more learn about well-
ness, the sector is exploding.

In 2000, when I first began to study this
trend, I was stunned to discover that wellness
in America was already a $200 billion indus-
try. Today, only a handful of years later, it has
already doubled to become a $400 billion
business! By the year 2010, just five years
from now, it will have become the next tril-
lion-dollar industry.

In the last decade, many of the people who
had achieved new wealth made their fortunes
in computers. In this decade, many more will
be making their new fortunes in wellness. 

Paul Zane Pilzer

Rx for Health Care
The prescription drug business was founded by people

such as Dr. Jonas Salk, who developed the first vaccine
for polio, and Dr. Alexander Fleming, who discovered peni-
cillin. The products these dedicated doctors developed
prevented diseases from developing in the first place or
cured diseases over a relatively short period of time.

Sadly, as health care moved away from the work of
medical professionals and became the most profitable
sector of our economy, the prescription drug industry
shifted from making products that prevented or cured 
diseases to making products that merely treated the
symptoms of diseases.

Today about 95 percent of the prescription drugs sold
are maintenance drugs—drugs that treat only the symp-
toms of a disease and that are expected to be taken for life. 

In my latest book, The New Health Insurance Solution, I
examine a list of the world’s five top-selling prescription
drugs: Lipitor, Zocor, Nexium, Prevacid and Zoloft. These
five account for more than $25 billion in sales in the
United States alone. Yet for most people taking them,
these five drugs share these traits:

• They do not prevent any disease, but treat only the
symptoms of disease.

• They are dangerous to your long-term health,
because by treating only the symptoms 
of a deadly disease, they prevent you from 
modifying your behavior to cure the disease.

• They are designed to be taken for the rest of your life.

I am an economist and businessman, not a medical
doctor; however, in conducting the extensive research for
my last book, The Wellness Revolution, I concluded that of
the tens of millions of people taking maintenance drugs,
few should be taking them. 

Instead, most people taking maintenance drugs should
be working with a medical professional to cure the
underlying disease—for example, changing their diet
instead of taking Nexium for life (to counteract heart-
burn), or losing weight instead of taking Lipitor for life 
(to lower cholesterol). 

Adapted from The New Health Insurance Solution (2005). For more information visit www.tnhis.com. 
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Network Marketing and Wellness
As I began exploring this fascinating new

industry, I found myself asking a basic ques-
tion: How are people learning about all these
new approaches to their health and fitness? 

Certainly not through their doctors.
Doctors, hospitals and pharmaceutical com-
panies are mostly part of the “sickness indus-
try” because, until recently, most scientists
and public policy leaders viewed wellness or
preventive care as quackery. 

Today, numerous scientific studies have val-
idated what a few million Americans seem to
have known all along: There are hundreds or
thousands of efficacious treatments to make
people feel healthier, to slow the effects of
aging, or to prevent diseases from developing
in the first place. But until you first experience
one of these treatments working for you or a
member of your family, you are probably going
to remain a skeptic and miss out on improving
the quality of your life, and reducing your
long-term health care costs.

Correct information about diet, nutrition,
vitamins, minerals and supplements is
almost all contrary to what we’ve heard from
our medical community. For many, it runs
counter to how we were brought up. There’s
so much inaccurate information out there;
people are conditioned to it. When they first
hear new, good information, naturally
they’re going to be skeptical. The only way
most will actually change their paradigm or
start to learn new information is person to
person—because they’re actively engaged in
a conversation. 

The best way to learn about wellness is
through someone close to you who has had a
wellness experience. You see your college
roommate and go, “My God, John, you look
great! You look so healthy—what did you
do?” You bump into a wellness experience
and start to find out that there is a whole
wellness industry out there, with all sorts of
new products and services.

Distribution in the New Economy
In my 1990 book Unlimited Wealth, I

wrote that the new wealth in that decade

would be created mainly by people who dis-
tributed things, rather than by people who
made things. The great fortunes of the 1990s
would be made in distribution.

But that opportunity has come and gone.
The fortunes to be made today and in the years
ahead will be made by those who are involved
in teaching people about new products and
services that they either didn’t know existed or
didn’t know were now affordable. That is, intel-
lectual distribution, as opposed to physical dis-
tribution, is where the greatest fortunes are
being made today and will continue to be made
for at least the next decade. 

Manufacturers today report that the greatest
bottleneck they have is not in creating the next
great new product; it’s how to reach people and
teach them that these new products exist.

People like to do things the old way. They
fight change. In everything we do, from shop-
ping and cooking to taking care of our health,
we often have the nostalgic view that the good
old days were better, that the good old ways are
the best ways. But the “good old days” were
times of manure in the streets and rampant

diphtheria, of abject poverty and wretched liv-
ing conditions! In the “good old days,” when
you heard that three out of 10 children were
going to get polio, you could only pray that it
wouldn’t be your child, versus praying that we
could cure polio.

The truth is that the “good old days” were
not so good! Nevertheless, people tend to
cling to the known and resist the unknown:
They resist change. Consequently, when they
watch television, read magazines or surf the
Internet, they tend to look for things that
reinforce what they already know. Most
media, in other words, are essentially pas-
sive—not a place where people are going to
learn a new way of doing something.

So where will they learn? There is really only
one place: from other people. The most effec-
tive way we have to teach people the new
method is one-to-one, word-of-mouth com-
munication. This is why, even though we have
sophisticated video-conferencing tools avail-
able, businesspeople will still fly clear across
the country to meet each other face to face
when they have important issues to decide. 

Paul Zane Pilzer

We’ve never had so many ordinary 
working-class people become rich.
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Network Marketing 
in the Years Ahead

I have always been keenly interested in educa-
tion; I taught college students for 20 years at
NYU and in the 1990s I developed an education-
al software product line. One of the most excit-
ing things I’m seeing about this new crop of 10
million new millionaires just now beginning, is
that they are more often teachers at heart, rather
than conventional businesspeople. They are peo-
ple who learn about a new product or new serv-
ice and adopt it for themselves and their fami-
lies—but they don’t stop there. They then go out
and teach new people what they just learned.

Network marketing is both the oldest
method of sales communication and also the
newest. And it’s the best method we have
today to change someone’s paradigm and
teach them about a new product or service—
a new way of doing something that they
wouldn’t have gotten by reading a magazine,
surfing the Internet or watching television.

Person-to-person, word-of-mouth commu-
nication represents the cutting edge of intel-
lectual distribution. This is why we are seeing
so many Fortune 500 companies jumping
into the direct selling arena, and Wall Street
investors such as  Warren Buffet entering the
business. Their engineers do a tremendous job
designing and building the product, but then
they have no way to tell the customer it’s real-
ly a different or better product, other than
through one-to-one communication.

Network marketing has grown steadily over
the last 20 years, increasing 91 percent in just the
last decade. With more than 13 million
Americans and 53 million people worldwide
involved, it is today a $100 billion global industry.

Yet as impressive as this is, it’s not hard to see
that the real growth in this business model has
only just begun.

For one thing, demand is increasing expo-
nentially. Because of the ever-accelerating
pace of technological advancement, there is a
growing flood of new products and services
that desperately need their story told in the
marketplace—stories which no amount of
screaming TV ads or sprawling Internet pop-
ups and banner ads can effectively tell.

Today less than 1 percent of the population
is involved in network marketing, yet new
people are pouring into the profession at the
rate of 175,000 per week in the United States
alone. Neil Offen, president of the Direct
Selling Association, predicts that at the cur-
rent rate of increase, worldwide some 200
million people will enter this industry over
the next 10 years, effectively quadrupling its
current percentage of the population. 

Network marketing is already a force to be
reckoned with—but its growth will explode
in the coming decade. 

The Home-Based Business Boom
The advent of intellectual distribution is one

reason that network marketing offers such a
favorable opportunity, but it is not the only rea-
son. Another powerful factor is the current boom
in home-based businesses.

Small businesses today account for more
than one-half of our nation’s economic output
and employ more than half our private-sector
work force—and more than half of these are
home-based businesses.

Only 20 years ago, people who worked from
home were immediately suspect, as if that
implied there was something wrong with them,
that they couldn’t get a “real job.” Today, the
sharpest and richest people we know are the
people who work at home. 

One factor in this change is a massive shift in
the dominant unit of technology, the building
block of our total economy.

When I graduated from Wharton 30 years
ago I went to work at Citibank, not because I
was interested in banking but because I wanted
access to the best technology, and Citibank had
the biggest, best computers available. Back
then, that was the only way to have access to
the best technology. Computers were expensive
mainframes owned and managed exclusively by
large businesses, which gave them an enor-
mous competitive advantage. 

Today, the opposite is the case. You are more
likely to find the hottest and best new technolo-
gy on the desk of an entrepreneur sitting in his
home office! 

Today, many of the highest-valued companies
in the U.S. stock market (Cisco, Dell, Microsoft,

Paul Zane Pilzer

Today, we demand a quality of life that gives
us not only survival, but also meaning 
and fulfillment.
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Intel, Oracle and Vodaphone) are companies
that didn’t exist 25 years ago, yet today their
combined net worth exceeds $1 trillion. What
do they have in common? They are all third-
party suppliers of affordable technologies to
individual users.

The unit of technology has changed from a
$2 million mainframe that served huge corpo-
rations, to a home computer you can put on
your desktop for well under $1,000—and
which is far more powerful than the main-
frame! As a home-based entrepreneur, you can
now do business far better than someone who’s
working in a large company and has to deal
with the overhead. The big companies just
can’t innovate fast enough.

In the ’80s the rule was, the bigger the com-
pany, the newer and better the technology.
Today the rule often is, the bigger the company,
the older and more out-of-date the technology.

In the years ahead, economic growth in
the United States and other developed
nations will stem from individual entrepre-
neurs and one-person or two-person busi-

nesses. The corporation has been decentral-
izing and dismantling itself, giving way to an
environment of independent contractors. 

Where are the greatest opportunities
today? Even for people starting out right out
of school, the best opportunities are not to
go work for some big company (unless it’s a
company that makes tools for individuals),
but to go into business for yourself as 
an entrepreneur.

Healthy Family, Healthy Economy,
Healthy Society

The change in technology is one reason we
are experiencing such a boom in home-based
businesses. Another reason is that working from
home is a more personally satisfying way to live.

In the new economy, the sheer quantity of
compensation is no longer enough. More and
more, we have come to realize we also want a
certain quality of compensation, too. We
don’t simply want money, we want lifestyle.

It doesn’t matter how much money you earn
if you never get to see your family. It doesn’t

matter how many possessions you have if you
never get to use or play with them. And it does-
n’t matter how great of a personal economy you
create if you don’t have the health to enjoy it.

The concept of “quality of life,” which we take
for granted today, is actually a fairly recent
invention. Our economy and living standards
have grown to the point where we not only
expect to make a living, but we also expect to
have the best possible experience doing it.

Today, we demand a quality of life that gives
us not only survival, but also meaning and ful-
fillment. And here again, a corporate job simply
can’t compete with self-employment.

Twenty percent of the average corporate
workday is spent just commuting to and from
work—and up to 50 percent of the time spent
actually inside the workplace is wasted around
the water cooler, gossiping and talking to
other people.

Today, more and more people don’t want
to spend their time chatting with other
workers in the office—they’d rather spend
that time with their spouse or their chil-

dren. They’d rather get
their work done in a few
hours, and then get back to
the business of being with
their families. For these
people, home-based busi-
ness today is both a more
efficient way to work and a
lifestyle choice. 

We often talk today about
the challenge of keeping a
balance between our work
and our families. Picture it
like a seesaw, with work on
one end and family on the
other. When you’re constant-
ly playing these priorities
against each other, your life
swings and swings until
eventually the whole thing
breaks, whether that means
losing your job, your family,
or your health.

But if we are fortunate
enough to find a way to inte-

The True Value of a 
Home-Based Business
When I was young, my father ran a small bedspread

manufacturing business with 8-10 employees. The
business  was his life. He worked all day and talked about it
every night at dinner. We children worked for him on week-
ends. As I look back, I realize that the happiest moments of
my father’s life were during those short periods of time that
he had all three of his sons working with him in his business.

Today I work at home from a wireless laptop—I have wire-
less laptop and wireless phone access in every room of the
house, so I’m free to go anywhere throughout my home and
be “at work” anytime I want. I can spend an hour with my
children at breakfast. I can put my hours in after all my chil-
dren are asleep. I decide which hours I’m going to put in,
rather than someone else arbitrarily deciding for me.

I love working at home, and I love it most when one of my
four children comes in and says, “What are you doing,
Daddy?” because when they see me on the phone, they
know they have to wait—and that makes it more special
when I spend time with them.

When I’ve finished with my call and put the phone down,
boy, are they excited! Not only am I focused on them, but they
understand that I’ve set aside my work to make this time to
spend together. They don’t just take for granted that Daddy is
always there to take them biking or skiing. They really appre-
ciate the time we spend together.

Some of the loneliest businesspeople today are those
whose children have no idea what they do for work. If you
are able to teach your children what it is you do, what it is
that they are economically dependent upon, and even better,
if they can actually see you doing it and even participate in
some meaningful way, then you can dissolve the destructive
and alienating rift between work and home that so many
families struggle with today.

This is one of the best attributes of a home-based busi-
ness. Even though most people today do it because they
make the most money with the least amount of overhead, the
real value comes from having your family watch you work
and, as they age, come into the business and work with you,
if that is what they choose.

Adapted from The Next Millionaires (2005). For more information visit www.paulzanepilzer.com.
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grate our work into our home, then
we don’t have to think about balance
between work and family so much as
how we can weave the two together.

There is actually something ironic
about this. The United States started
out as an agrarian society of entrepre-
neurs, where everyone was a small-
business person. The rise of the giant
corporations, which my generation
took for granted as the “normal”
employment path, is really a historical
anomaly. And it’s rapidly slipping into
the history books as we return to our
entrepreneurial roots. 

A “Perfect Storm”
In many ways, wellness and network

marketing are natural sister industries.
For one thing, wellness is rich in the
kinds of new technologies that are best
learned person to person. And for anoth-
er, it is often the same quest for a better
quality of life that finds expression both
in exploring wellness and in pursuing an
entrepreneurial, home-based business. 

Wellness and network marketing also
both represent enormous financial
opportunities; either opportunity alone
has tremendous potential to create new
wealth. Some companies have combined

the best of both worlds, creating a “per-
fect storm” of unprecedented economic
opportunity: A convergence of forces
enabling entrepreneurs to create a satis-
fying lifestyle and—at the same time—
tremendous new wealth.

Over the next 10 years the U.S. econ-
omy will create 10 million new million-
aires. You have the opportunity to start
now and become one of them. You
should do so not only for the benefits in
health and happiness to yourself and

your family, but also because you will be
adding to our economy while you also
add to the wellness and personal fulfill-
ment of many others. In so doing, you
will be contributing immeasurably to
your community, to your nation and to
the world. 

Paul Zane Pilzer is a world-renowned economist,
multimillionaire entrepreneur, college professor 
and author of seven best-selling books. To learn 
more about Paul Zane Pilzer, please visit
www.PaulZanePilzer.com.

Paul Zane Pilzer
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