Global Sales by Product Category - 2024
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2024 Retail Sales by Product Category

Household Books, Toys,
Clothing & Cosmetics & Goods & Stationery, | Foodstuff & Home Financial
Region/Country Accessories | Personal Care] Home Care Durables Wellness Etc. Beverages Improvement Utilities Services
Global 4% 23% 3%) 15% 29% 4% 4% 3% 4% 5% 6%
Asia/Pacific 2% 18%) 2%, 23%, 43% 5% 4% 0% 0% 0%, 3%
Australia 10% 40% 15% 0% 35% 0% 0% 0% 0% 0% 0%
China na na na na na na na na) na na na
Hong Kong 0% 25% 1% 6% 68% 0% 0% 0% 0% 0% 0%
India 3% 24% 2%, 4% 64% 0% 2%, 0% 0% 0% 2%
Indonesia 3% 16% 1% 9% 68% 0% 2% 22 0% 0% 1%
Japan na na na na na na na na) na na na
Kazakhstan 1% 37% 9% 3% 47% 0% 2% i 0% 0% 2%
Korea 0% 16% 1% 0% 21% 13% 7% o 1% 0% 1%
Malaysia 4% 13% 1% 26% 49% 1% 3% 1::’ 0% 0% 2%
New Zealand na na na na na na na 0% na na na
Philippines 2% 17% 2% 8% 62% 0% 3% nod 0% 0% 6%
Singapore 4% 21% 2% 10% 62% 0% 1% ool 0% 0% 0%
Taiwan 0% 26% 0% 0% 63% 0% 0% 0% 0% 0% 9%
Thailand 1% 26%. 3% 7% 47% 0% 11%, 0% 0% 0% 6%
Vietnam Other 0% 6% 0% 0% 89% 0% 0% -] 0% 0% 5%
Asia/Pacific naj na na na na na na na na na
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2024 Retail Sales by Product Category, continued

Household Books, Toys,
Clothing & Cosmetics & Goods & Stationery, Foodstuff & Home Financial
Region/Country Accessories | Personal Care|] Home Care Durables Wellness Etc. Beverages Improvement Utilities Services
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Note: Figures for this report are based only on DSA member companies, except in Taiwan and the United States where the figures represent the entire direct
selling industry.Figures are expressed as percentages of estimated retail sales, excluding VAT. Percentages may not sum to 100% due to rounding.
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