
ulti-level marketing 
has presented the 
world with many 
innovative products, 
as well as opportu-
nities for additional 

and increased income. Despite what 
critics say, it continues to be a lucrative, 
prevalent and continuously improving 
business model. Jeunesse Global carries 
forth with its own brand of service excel-
lence and groundbreaking product line.

In 2009, Wendy Lewis and Ran-
dy Ray of Beverly Hills, California, 
stumbled upon life-changing scientific 
breakthroughs in anti-aging solutions. 
While enjoying the benefits from these 
technological advances, they found a 
passion for sharing these remarkable dis-
coveries with the masses. With over 20 
years of tremendous success in building 
companies with focuses in medical office 
computer systems, global infrastructure 
and logistics, as well as back office sup-
port systems, they founded Jeunesse on 
September 9, 2009.

At the Start
Some independent distributors ran 

the business at the beginning, breaking 
ground in the region. The brand’s Hong 
Kong office was set up in 2012. Since 
then, the company’s sales have grown in 
excess of 100% annually.

“Jeunesse is not the same old story of 
skin care and supplements. It is not the 
same old network model. Today, Jeunesse 
is a global business that helps people 
to reach their full potential in youthful 
looks, in healthy living, in embracing 
life,” says Jeunesse Hong Kong General 
Manager Vincent Chow.

“The brand combines breakthrough 
sciences in a product system that enhanc-
es youth by working at the cellular level. 
By focusing on the health, longevity, and 

renewal of cells, we help people enjoy 
vibrant, youthful results that last.”

Long Term Gains 
“Jeunesse delivers the rewards of 

youth through its products, people, 
reward plan, and electronic network 
platform. Foremost, the Jeunesse Youth 
Enhancement System (Y.E.S.) is not just 
about looking young, but feeling young 
for the long term. The sciences employed 
are new and cutting edge, our formulas 
are highly innovative, providing real 
youthful results.

“Secondly, the Jeunesse culture 
springs from the integrity and core values 
of its Founders, creating a global family 
of distributors that experience rewarding 
relationships. In addition, with one of 
the most lucrative and truly balanced 
compensation plans around, the Jeunesse 
Financial Rewards Plan is able to reward 
more people with more income. With 
plentiful incentives and built-in travel 
promotions, the Jeunesse culture is in 
itself a rewarding lifestyle.

“Lastly, Jeunesse does not settle on 
traditional network marketing approach-

es. As the generation becomes more 
technology-savvy, we use a revolutionary 
new electronic platform that provides 
convenience and a sophisticated edge for 
our distributors.

Quality Service
In the third quarter in 2014, the 

brand’s new 5,800 square foot office in 
Tsim Sha Tsui started operation. “Our 
target is to improve our customer service 
and the logistics arrangement so that our 
quality-service can fulfill the high expec-
tation of our customers,” says Chow.

“We are a young MLM company and 
we are always striving for improvement. 
We make every effort in providing the 
most superior logistics and customer ser-
vice, in keeping with our growing sales. 
That said, we aim to be the best MLM 
company in Hong Kong.” 

For additional information 
please visit 
www.jeunesseglobal.com
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Amidst a galaxy of  personal care stars adorning Hong Kong, few shine brighter than 
JEUNESSE.

Robin Lee, Jeunesse Greater China Director (L), and Vincent Chow, 
Jeunesse Hong Kong General Manager (R). 


