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Why Become a Direct Selling Representative?
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Broader U.S. Trends
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Diversity and Empowerment
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This study was conducted in the United States in 2016 by Artemis Strategy Group on behalf of the Direct Selling Association. The sample is 1,583 adults, and was designed to
over-represent females (the primary shopping sample) because a large portion of buyers in the direct selling industry are female. The 2016 study, fielded in October & November
of 2016 is consistent in design with 2012 and 2008 studies.

Source: 2017 Consumer Attitudes Report; For further information visit www.dsa.org/benefits/research.
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