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DSA’s annual Growth & Outlook Survey:

« Sizes the direct selling market in the
U.S.

« Determines year-over-year growth
rates

* Presents benchmarks for you and your
company to measure your performance
against the industry

* Provides critical data inputs for DSEF’s
upcoming Socio-economic Impact Study




The state of direct selling globally is

Global Industry: $183.73 billion; Up 7.7% in Constant 2015 USD

Top 10 Global Markets 3-Year CAGR of the TOP 5 Markets
#1 Uus 4 5%
United States, 20%

#H2 China 22.5%

#3 Korea 7.5%

China, 19%
. #4 Germany 5.2%
Brazil,. 5%

Japan, 8% ' #5 Japan '07%

Korea, 9%

Gemany, 8%

Source: World Federation of Direct Selling Associations (WFDSA): www.wfdsa.org



http://www.wfdsa.org/

Even with industry challenges, 2015 was

our best year ever

Estimated Retail Sales ($U.S. billions)

$36.12
$34.47 ]

2.67 /

$31.63 $3/ 4.8% YOY
$2987 .

$28.56
//‘ i /

4.5% CAGR

2010 2011 2012 2013 2014 2015

Source: 2016 Growth & Outlook Survey



DSA expects continued growth at 3-5% for the

next three years

4.8%

growth for 2015

3'5% growth

expected annually

Source : 2016 Growth & Outlook Survey



A diverse set of products & services are sold
DSA via the direct selling channel, which is evolving
to match consumer needs

AN

Leisure &
educational, 2%

Source: 2016 Growth & Outlook Survey



AT Wellness, personal care, and leisure &

DS

education categories experienced growth

Estimated Retail Sales ($U.S. billions)

$40
» Electronically connected
235 ® Wellness personal health and
wellness products are
>30 o Services & other predicted to top $8 billion
$25 by 2018*
e Consumers interested in
$20 - E';Z“/eh i‘nf]aerz‘xables lower cost & greener
energy alternatives. Direct
$15 = Personal selling serves as a way to
care add options and educate
$10 consumers in formerly
® Clothing & monopolistic energy
$5 accessories marketS.
M Leisure &
S0 educational

2011 2012 2013 2014 2015

Source: 2016 Growth & Outlook Survey
*Consumer Electronics Association report of Technology Trends to Watch 2015



The number of direct sales representatives

reached a new high in 2015

20.2

16.4% of households
with someone involved
with direct selling

2010 2011 2012 2013 2014 2015

Source: 2016 Growth & Outlook Survey
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Gender Ethnicity and Race Age
Involved in u.S.
) Direct Selling' Population? Under 25
Hispanic 20% 17% 25-34 21%
Non-Hispanic 80% 83% 35-44 28%
White/Caucasian 81% 78%
45-54 25%
Black/African American 11% 13%
55-64
22.6% Asian 5% 5%
Male Amer. Indian or Alaska 65 or older
Nat!ve ) . 10/0 1 0/0
:'dszll.twe Hawaiian or Pacific 1% <1%
0
774 A’ Other 2% 3%

Female

'Source: Estimated based on survey data and extrapolated from secondary sources
2Source: U.S. Census Bureau, “Projections of the Size and Composition of the U.S.
Population: 2014 to 2060" (March 2015)

Source: 2016 Growth & Outlook Survey
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Consumer Trends Research Findings

Monica Wood
Vice President, Global Consumer and
Member Insights, Herbalife
Industry Research Committee Member
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This study presents key consumer
@ trends and their implications for the
B oS direct selling industry including:

TRENDS IMPACTING e Current and future shopping

THE DIRECT SELLING experience -
| INDUSTRY » Workforce trends & earning

opportunities

 Demographic and economic
landscape shifts

* Innovation & consumer lifestyle
needs

 Communications, interactivity and
education
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- Report Overview | Consumer Trends
°°°°°°°°°°°°°°°°°°°°°°° Impacting the Direct Selling Industry

2. Workforce Trends 4. Innovation 5. Demographic Trends

3. Communications

1. Future of Shopping
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Consumer Trends Research Findings

GfK Consumer Life | Report Methodology

Social issues

Sports

Y |

Y What the consumer thinks
Aspirations 5 (Values
Media Technology

l Attitude .
L
f=1 (,
-Sh e

Relationships
' / Cleaning )
I h-‘E
+ d ing Finance apparel

Transportatlon ;
What the consumer does

(«(o‘

The U.S. Direct Selling Association (DSA) partnered with
GfK Consumer Life to identify and explore the most
compelling trends that are impacting the direct selling
industry.

Along with secondary sources, the GfK Consumer Life
team leveraged Roper Reports US.

o Two Annual Online Waves

(4,000 Americans age 18+ each wave)
o Three topical waves

(1,000 Americans age 18+ each wave)



Consumers have come to expect instant,

DSA
e Q-0€Mand service

‘ A dramatic increase in the

\ r number of smartphone
» connected consumers, simple
[ " -
and secure purchase flows, and

Handy finds its customers self-employed Shyp brings on-demand to postal services in the . .
home-help available in the right place and at U.S., offering courier pick-up and packaging at Iocatlon-based SErvices are a few

the right time. (U.S., UK, Canada) minutes’ notice. (U.S.) Of the market COﬂditiOﬂS and
technological innovations
propelling the explosion in on-
demand services. ’ ’

- Business Insider

&

Bizzby offers services from gardening to Helijia provides on-demand beauty services to
babysitting within an hour or two (U.S., UK, Chinese consumers at home (China)

Canada)


http://www.businessinsider.com/the-on-demand-economy-2014-7

Consumers like products that are

customized to their needs.

68% of Americans agree
‘I like to buy products that
can be tailored to my needs’
(+1 pt from 2013)

Ranked #10* or higher among all
generations (led by Gen Z at #5)




P Virtual assistants promise to learn about user habits and

DS surroundings to predict and proactively deliver on user needs

DIRECT SELLING ASSOCIATION

Anticipated retail

amazon echo
S

How can Direct Sellers learn more about customer
behaviors to deliver better experiences? 5

Computers That Know What You Need, Before You Ask



http://www.npr.org/sections/alltechconsidered/2014/03/17/290125070/computers-that-know-what-you-need-before-you-ask

- Despite rapidly changing technology, human
Interaction remains important to consumers

DIRECT SELLING ASSOCIATION

Close relationships are of top importance to Americans

Stable personal relationships: Remains one of the core

values globally
#5 most important value on a list of 50 values

S , A\
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1.4 Tech-Enabled Intimacy

Friendshi [J . #9 most important value globally

The digital age has created a
growing sense of isolation and a
rising thirst for real connections and
intimacy - even as part of the distantly by spending time with friends (18%)

shopping process.

Spending time with family/loved ones
is the #1 thing that makes Americans happy (37%), followed

The direct selling model is perhaps best
positioned to enable tech-intimacy it



o Technology and retall solutions will become more

Integrated, more intimate and enriching

Tech-enabled intimacy

Tactile experiences

63%

of Americans agree they “don’t like shopping online
because you can’t see, touch or try on what
you’'re buying before you buy it”

Virtual reality

409%

of Americans agree Virtual interactions with
people and places can be as good as
being there in person”, +7 pts from 2011
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Implications

There is a dichotomy in the consumer
world that direct selling can capitalize on

/¥> The need for personal connectivity is higher

than ever before in the new digital world

_,—/_H

‘\\

) Leverage tech-enabled intimacy

p
f if
\g'/ » Connect like-minded consumers



) Consumers are looking for fun
experiences in everything they do.

DIRECT SELLING ASSOCIATION

What does innovation mean to you?
% who associate innovation with...

mGen Z mMillennials = Gen X mBoomers

29

' . M
. . 18 20
4.4 Amplify my experience
Consumers expectations are

eVOIVmg _for novel, _engagmg’_ Being unique and really A more fun or exciting way of -
personalized experiences, driven different doing things R

by ever better technology o
56% of Americans and 67% of Millennials agree
“I always look for fun and novelty in
everyday purchases”




’ 5 Technology promises to revolutionize both brick-

and-mortar and online/virtual shopping

Lowes

“You can go out shopping

and look at the things you Lowe’s wants to givc? customers ‘I am almost always among the first to try new ways of
want without really leaving something they can’t get online shopping or new shopping experiences (%)
your house.”

Millennials

Gen X

A

!

Boom




Innovation Trends

Innovati plications

<¥a> Amplify the experiences of your consumers

and salesforce
* Rethink your category experience

« Leverage technology to stimulate and
educate your sales force in new ways



) DSA Affinity Partnership Discount | Roper

Reports U.S.

DSA members will
receive 20% off

Roper Reports®
U.S. subscriptions!
Contact us by
August 31, 2016

-

For over 40 years, companies have turned to GfK Consumer Life (Roper Reports®) to dive deep into today’s
market and where it's heading, to develop strategic opportunities.
With Roper Reports® you can start with the broader context of change to
understand how social and cultural shifts impact everyday lives.
» To understand how these changes impact engagement with products and services.
= Having a visibility into disruptive forces, and how consumers may embrace or reject them.
= Capture emerging opportunities by monitoring change across all aspects of your
consumers' lives.

Questions? Contact us!
Eric Wagatha| eric.wagatha@gfk.com
Ben Gamse | bgamse@dsa.org



Any guestions?
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FTC Announcement

Learn more with additional resources at:
www.DSA.org/CEOQOupdate
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About Us Benefits Consumer Protection Events & Awards Advocacy

Contact

Home > Events & Awards > DSA Special CEO Update Materials - July 21, 2016

DSA Special CEO Update Materials - July 21, 2016

Featured Events

Calendar
Opportunities

Past Annual Meetings
Awards Program

My Meetings

Joe Mariano Presidential Address from Direct Selling Association on Vimeo.

® Avoiding Pitfalls and Landmines Presentation
® FTC Complaint
® FTC Stipulation

® Communication Re. July 15, 2016 FTC Press Conference

# Statement of DSA President Joseph N. Mariano




More Questions? Contact Us

DSA:

Joe Mariano, President
Phone: (202) 416-6419
Email: imariano@dsa.org

Ben Gamse, Market Research Manager
Phone: (202) 416-6443
Email: bgamse@dsa.org



mailto:jmariano@dsa.org
mailto:bgamse@dsa.org
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