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	 As the direct selling professionals 
emerge from the pandemic, just like all in-
dustries, it has been time for us for a reset. 
For the IDSA, it has been in the works for 
several months.
	 As an industry, we want to put the 
consumer first, and consumer protection 
remains the top priority. The Consumer 
Protection Act 2019 heralds a new era and 
details the regulatory environment we will 
be delighted to work with. The entire indus-
try is eagerly looking forward to working in 
the interest of consumers in the light of the 
comprehensive regulatory framework for 
direct selling.
	 I will have to pat the back of my 
colleagues in the industry whose hard work 
has laid the foundation to make inroads in 
rural India, providing livelihoods and skilling 
people in the art of sales. We have chalked 
out a vision and roadmap for the future to 
expand the direct selling people business 
further. The reach opens up new avenues 
for partnership with consumer well being at 
the heart of it.
	 Collaborations, hard work, and 
team-building have been the mantras for 
building any business. These values have 
been second nature for the professionals 
when they go about their everyday work. 
During times of crisis, the direct selling 
universe has been able to convert the 
obstacles into opportunities. Companies 
in the direct selling industry will have to be 
complimented on capturing consumers’ 
needs as they opt for online shopping with 
the changing times. It required not only an 
understanding of the challenges but also the 
solution that the consumer would prefer.
	 It is heartening to note that the indus-
try has been able to negate the impact of

the pandemic with its robust business mod-
el. It is also a result of some inspirational 
leadership by the members of the industry. 
The role played by the millions of micro-en-
trepreneurs associated with this industry 
can never be underestimated. There has 
been a display of an extraordinary ability of 
an overnight shift from traditional business 
methods to innovative ways of capturing the 
need of the hour. Micro-entrepreneurs have 
the potential to grow and also inspire others 
like them. The promise that the industry is 
very bright.
	

	 I can feel the all-around optimism 
when I go around meeting professionals 
from the industry.  The numbers conform to 
optimism and cheer. According to IDSA’s 
2019-20 Annual Survey, the industry has 
clocked revenues around Rs. 17,000 crores. 
That is a healthy growth of 28 percent, 
making it one of the fastest-growing direct 
selling markets in the world. If that was not 
enough, the industry has also recorded a 
double-digit CAGR of 18 percent in the last 
four years.
	 The successes of each of the mi-
cro-entrepreneurs have been commendable 
and worthy of celebration. The numbers 
clearly show that there is plenty to cele-
brate. The promise of the numbers indicates 
that there could be many more reasons to 
celebrate in the years ahead.
	 As India’s festival season beckons, 
let me invite you all to celebrate together.

Celebrating successes of India’s 
microentrepreneurs 

We have chalked out a vision and 
roadmap for the future to expand the 
direct selling people business further.

Rajat Banerji, Chairperson IDSA

CHAIR SPEAKS
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	 West Bengal is traditionally famous 
for mishti. For the direct selling industry, the 
news could be just as sweet.
	 West Bengal has emerged as the 
second-largest market for direct selling in the 
country. The performance for the industry 
positions one of the leading markets for the 
industry, and it further confirms the state as 
one of the fastest-growing markets. With a 
state-wide sales revenue of Rs. 1868 crore 
for the financial year ending March 2020, 
the state retained it’s second position behind 
Maharashtra.
	 Its revenue accounts for 11.4 percent 
of the national sales, and with the strong 
performance, the region could clock 26 per-
cent of national sales during the financial 
year. The strong performance resulted from 
the smart work put in by the active 490,000 
strong direct selling industry members in the 
state. The industry took pride in contributing 
Rs.280 crores to the state exchequer.

	 The strong performance in the 
state makes the future look bright. “The 
state has always been an exciting place 
for doing business, and that is amply 
reflected in the excellent business and 
financial results that the industry and 
member companies of IDSA has re-
ceived,” the outgoing IDSA Chairperson 
Rini Sanyal said while addressing the 
media.
	 “We would like to thank Smt Ma-
mata Banerjee, Hon’ble Chief Minister, 
Government of West Bengal and the 
Departments of Industries, MSMEs and 
Consumer Affairs for their continued sup-
port to the direct selling industry, which in 
turn enhances the spirit of entrepreneur-
ship among our direct sellers, member 
distributors and our respective supply 
chains,” Rajat Banerji, Chairperson, IDSA 
said during his address to the direct sell-
ing professionals.
	

Bengal women add zing to 
direct selling success

Nearly 500,000 direct selling professionals in the state are 
driving the industry that could be a model for others
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	 The numbers are doing the talking for 
the state. West Bengal accounted for almost 
half the eastern region’s sales with a share 
of 42 percent. Bihar, Odisha, and Jharkhand 
followed with a percentage of 28, 21 & 9 per-
cent, respectively.
		

	

	 The rapid spread of direct selling in the 
state has been possible because of the pio-
neering work done by the people. Profession-
als of all ages and backgrounds have been 
driving the industry, making it broad-based 
and taking it deep into the state.
	 Shashwati Dasgupta joined the indus-
try 23 years ago, quitting her job in a govern-
ment-run company where she was working 
as a systems engineer. After two years of 
building a direct selling career while in her 
position, Shashwati could muster the courage 
to quit. “Today with this business of my own, 
I have been able to change the lives of so 
many people,” she said.
	 At 21, Paulomi Sarkar is a sec-
ond-generation professional in the direct sell-
ing industry. She has taken over the mantle 
from her father, who spent ten years in the in-
dustry and trained the next generation under 
him. Paulomi has travelled to different parts 
of the world, earning experiences she would 
never have had earlier.
	 “I will encourage the youth and also 
the women to join. Everyone has seen how 
Maharashtra is number one. Hope, next year 
onwards, West Bengal can become number 
one,” Paulomi confidently recalled her suc-
cess story.
	 “After I started as a direct seller, I 
could not have imagined I could do this. We 
wanted to do something unique so that we 
could change our lives,” Rumpa Dasgupta 
said, recalling the change that working in the

industry had brought about in the life of the 
30-something couple.
	 Rumpa and Paulomi are among the 
490,000 active direct selling professionals in 
the state, it is a familiar story. As more and 
more of them join hands to help others make 
good of the opportunity, the state is sure to 
see the numbers inch up.
	 The direct selling industry in West 
Bengal is showing a promise beyond words. 
If the trend of the numbers is an indication, 
the state could trump the top ranked state 
Maharashtra. The state has had an enabling 
environment that has helped the industry 
grow. Interestingly, as was pointed out, the 
state has a separate consumer affairs depart-
ment, which regulates the direct selling in-
dustry. Other states have the function merged 
with the food and civil supplies department.
 	 “If the industry continues to perform 
the way it is right now, in the next 2-3 years, 
West Bengal could be the number one state 
in India,” Chetan Bhardwaj, General Manager 
IDSA said. He was addressing a gathering of 
professionals in the state capital Kolkata.
	 “IDSA is here to ensure that you all 
have a good business environment to work 
in. You all people are secure and your com-
panies are supported to the maximum,” Rajat 
Banerji, the newly appointed Chairperson of 
IDSA said, addressing the professionals.
	

	 The policy environment at the state 
has been very supportive for the direct selling 
business. It was one of the first few states to 
issue the guidelines for the business in 2018. 
The guidelines to regulate the direct selling 
business had provision for registration of 
direct selling entities. The clear set of guide-
lines from the state were a breath of fresh air
for sentiment and has positively impacted the 
growth of the business and has helped nur-
ture the business.

West Bengal accounted for almost half the 
eastern region’s sales with a share of 42 
percent. If the trend continues, it could soon 
overtake Maharashtra as the state with the 
highest direct selling revenues
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Industry could ride FSSAI’s Eat Right 
India programme

	 The direct selling industry could turn 
out to be partners to push the Eat Right 
India programme of the government. Over 
seven million direct selling professionals 
could potentially take the government’s 
message to the consumers, building a 
unique partnership for the country.
	 Launched in 2018 by the Food Safety 
Standards Authority of India (FSSAI), the 
initiative is aimed at transforming the food 
system to ensure healthy, safe and sus-
tainable food for all Indians. One of the key 
objectives is to ensure that the right food 
and nutrition is made available to everyone.
	 The role of the partnership between 
the government and the direct selling indus-
try was highlighted during the National Nu-
trition Week conference organised by IDSA. 
Attended by key members of the industry 
and government officials, IDSA highlighted 
the steps being taken by the industry to tak-
ing nutrition to the masses with its products.
	 “It is wonderful to know that the in-
dustry is taking initiatives because of which 
people are being made aware of the

Eat Right India initiative,” Inoshi Sharma, 
Executive Director, FSSAI, said while ad-
dressing the members of the industry. She 
highlighted how the Eat Right India initiative 
of the FSSAI is built on the three pillars of 
safety, health and sustainability. 
	

	 With safety, the personal hygiene as 
well as that of the surroundings are ex-
tremely important. Among other key issues 
that need attention, ensuring that the food 
being consumed is not adulterated is critical 
for nutrition programmes to succeed. The 
direct selling industry, which provides health 
supplements to people, could take the mes-
sage of eating healthy food to the masses, 
Sharma suggested.

India had nearly 200 million 
undernourished people in 2015. 
40% of India’s children are not 

meeting their full human potential.
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	 She suggested that the IDSA could 
take up the cause of training of its members 
so that it could aid the government efforts 
in capacity building and highlight the impor-
tance of safety, hygiene and nutrition.
	 Ultimately, practicing these habits 
could lead to a behavioural change that 
results in betterment for everyone.
	 Modicare Founder & MD Samir 
Modi explained how several direct selling 
organisations had been collaborating with 
domain experts around a number of import-
ant areas. These include nutrition, doctors, 
creating forums for conversations, initiating 
nutrition courses, working on campaigns 
around wellness and well-being and more. 
Such an effort, when multiplied with the 
agenda of Eat Right India, has the potential 
to bring about amazing results.
	 The FSSAI Executive Director also 
suggested that IDSA could consider its 
members to partner with becoming a part 
of the social and behavioural change cam-
paigns being run by the food industry reg-
ulator. When the industry and government 
can work closely together, a positive out-
come for such important government pro-
grammes can be expected.
	 As part of the policy initiatives, the 
government has put the accountability for 
nutrition on the district administration. It has 
indicated that the DM/DC is expected to

set up district nutrition committees, review 
progress and take appropriate actions to im-
prove nutrition indicators across the country 
in selected districts.

	

	 According to the United Nations, with 
nearly 195 million undernourished people 
in 2015, India shares a quarter of the global 
hunger burden. Nearly 47 million or nearly 
4 out of 10 children in India are not meeting 
their full human potential because of chronic 
under-nutrition or stunting.
	 India faces a number of nutritional 
challenges, some of which require immedi-
ate attention from the policymakers. Among 
the important indicators include, high levels 
of adult undernutrition affects one-third of 
the country’s adults and a similar situation 
with the children of the country, which af-
fects nearly every second child. The chal-
lenges faced by young, adolescent girls 
for their nutrition and the lack of access to 
safe drinking water and proper sanitation 
facilities compounds the problem, making it 
more complex to address.

Direct selling companies are collabo-
rating with domain experts to address 
nutrition-related challenges for India: 
Samir Modi, Founder & MD Modicare
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Industry committed to serve the 
communities
	 COVID-19 has imposed a humani-
tarian and economic cost on communities 
across the world.  IMF estimated a global 
economy shrinkage of approximately 4.4% 
in 2020 and globally, the period has proven 
to be a public health and economic crisis. 
Despite all the challenges, communities and 
industries across the world have risen to 
respond, innovate, adapt and overcome. 
	 With a highly responsive business 
model, the direct selling industry has cer-
tainly reacted quickly to the turbulence 
wrought by COVID19. The Indian direct 
selling industry withstood the challenging 
business environment, growing 28% from 
the previous year to INR 16,776.2 crore in 
2019-2020 at a compounded annual growth 
rate (CAGR) of approximately 18%; The 
wellness & nutraceuticals segment contrib-
uted a lion’s share of the sales, followed by 
cosmetics and personal care.
	 The latest Direct Selling Report, 
published by the World Federation of Direct 
Selling Associations (WFDSA), indicated a 
global direct sales increase of 2.3% year-
on-year, from US$175.3 billion in 2019 to 
US$179.3 billion in 2020. The three-year 
CAGR was 3.0% (excluding China), despite 
the damage to the economic landscape 
caused by the pandemic. This is ample 
evidence that direct selling sector is agile in 
responding to changing business scenarios. 
The industry has been resilient to worries 
from global economic megatrends and GDP 
shrinkage, by delivering a sustained perfor-
mance despite the fluctuating circumstanc-
es. It has undoubtably contributed value to 
the economy.
	 An ability to create entrepreneurial 
opportunities without heavy investment, an 
increasingly digitised supply chain and deep 
customer engagement, remains the key to 
the sector’s agility. direct selling in India is at 

the forefront of penetrating new demograph-
ics and geographical areas to create job 
opportunities that rely on the spirit of em-
powerment, leadership and innovation over 
formal education and training. 
	 Spurred by strong national interven-
tions such as Make in India, Start-up India 
and Skills India, the direct selling sector 
offers the opportunity of microentrepre-
neurs and job creation – both key pillars 
of economic transformation. The sector’s 
growth is also impacted by key regulatory 
bodies such as FSSAI, who are partners in 
its evolution and success. Critical reforms 
including Food Safety Education in High 
Education Institutions, FoSTaC training, 
standardising Fair Price Ration Shops under 
DoFPD, bio fortification of necessary food 
groups, eat right toolkits, eat right move-
ment as well as continuous assessment of 
the environmental impact (biotic and carbon 
footprint) of food groups have given nutrition 
a strong framework for operational success.
	 The industry’s sustained perfor-
mance and its ability positively leverage 
global economic megatrends, by responding 
to various demands such as personalised 
customer experiences and flexible working, 
underline the direct selling industry’s ability 
to remain resilient in the face of unpredict-
able socio-economic trends. Its continued 
growth trajectory will depend on the direct 
selling industry’s ability to innovate in its 
products and services, as well as how it 
engages with its customers and distributors.
Consumers are demanding more from the 
brands they engage with and only those 
who provide the highest levels of positive 
customer experience, underpinned by com-
pliance and integrity, will succeed.

Ajay Khanna is Country Head & Vice 
President, Herbalife International India

BY INVITATION
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	 The World Federation of Direct Sell-
ing Associations represents more than 60 
direct selling associations and their member 
companies around the world. In 2020, there 
were 125.4 million people employed by the 
industry and generated an estimated retail 
sales of USD 179.3 billion.
	 Less than 10% of the global work-
force is devoted to the industry full-time. 
Of the 119.9 million people working in the 
industry in 2019, 15.2 million were working 
over 30 hours per week for the industry. 
Together, they are one big family.	

Global direct selling 
industry at a glance

	 India is the 12th largest market for 
direct selling in the world. With smaller 
countries positioned higher, India has a 
great opportunity to build the direct sales 
industry and move up the global peck-
ing order. The opportunity can also help 
drive self-employment avenues for the 
people across the country’s geography. 
More than half the products sold by the 
direct selling industry are around well-
ness and personal care. Another 44.2 
million were working in the industry part 
time, devoting up to 30 hours weekly.

DIRECT SELLING INDUSTRY (2020)
Product Sales
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EYE ON THE GLOBE

Canadian Academic Entrepre-
neur Challenge announced
Direct Sellers Association of Canada and the 
Direct Selling Education Foundation announce 
the launch of the first Canadian Academic 
Entrepreneur Challenge. Led by DSA Canada 
and its members, the Entrepreneur Challenge 
engages teams of post-secondary students, by 
having them imagine a distinctive product and 
then asking them to outline an entrepreneurial 
sales model to create market success. It is a con-
test that celebrates innovative thinking, with the 
goals of promoting entrepreneurship amongst 
young Canadians. The aim of the programme 
is to develop real-life skills, for use in education 
and career, experience working as part of an en-
trepreneurial team and gain recognition among 
peer groups. Of course, the winners get cash 
prizes too!

Direct selling boosting econo-
mies amidst pandemic
The latest Direct Selling Report, published by 
the World Federation of Direct Selling Asso-
ciations (WFDSA), shows global direct sales 
increased by 2.3% year-on-year, from US$175.3 
billion in 2019 to US$179.3 billion in 2020. The 
IMF estimates that the global economy shrunk 
by 4.4% in 2020, driven by the slowdown in de-
mand due to the pandemic. Most world econo-
mies are struggling with rising unemployment, 
all with the exception of one industry, the direct 
selling industry. As the economy slows down, 
the opportunities for self-employment is driv-
ing people to the direct selling industry in large 
numbers. Asia is emerging as the most promis-
ing market for the growth of the industry.

Malaysia’s industry set to ex-
pand next year despite pan-
demic
Malaysia’s direct selling industry sales are fore-
cast to grow next year despite the Covid-19 
pandemic in line with global trends, driven 
mainly by wellness, as well as cosmetic and 
personal care products. Sales in Malaysia were 
expected to increase by 10% to 15% next year 
from RM20 billion in 2020 the spread of the 
pandemic which has weakened consumers’.  
Malaysia continues to belisted as one of the top 
10 markets for direct selling worldwide by the 
World Federation of Direct Selling Associations 
(WFDSA). According to the WFDSA report, 
Malaysia has climbed to seventh position among 
the top markets in the world. India is currently 
ranked at the 12th position.

Sector expected to marginally 
slip in Thailand 
Thailand’s direct sales industry is expected to 
contract by 1-2% this year as consumer purchas-
ing power remains weak due to the spread of 
Covid-19.  Kittawat Ritteerawee, president of the 
Thai Direct Selling Association (TDSA), said do-
mestic household debt is the highest in 18 years 
and economic uncertainty is causing consumers 
to be cautious with their spending, buying only 
essential goods. Thailand’s direct sales shrank by 
1% to 70 billion baht in 2020. It was reported that 
the market contracted by more than 5% in the 
first half of 2021 due to the spread of the pan-
demic which has weakened consumers’ overall 
purchasing power. Like several other countries 
in Asia, Thailand is one of the top markets in the 
continent. According to the WFDSA report for 
2020, it is ranked 13th among the countries which 
gross the highest revenues for the industry.
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FOURTH ESTATE
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GALLERY
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Incorporated in the year 1996, IDSA is an autonomous, self-regulatory body for the Direct Sell-
ing industry in India. The Association acts as an interface between the industry and policy-mak-
ing bodies of the government facilitating the cause of the Direct Selling industry in India.
IDSA strives to create and further an environment conducive to the growth of the Direct Selling 
industry in India, partnering industry and government alike through advisory and consultative 
activities.

About IDSA

For more information, 
please contact us:

INDIAN DIRECT SELLING ASSOCIATION

UB-28, Antriksh Bhawan
22 Kasturba Gandhi Marg

New Delhi - 110001
E-mail: info@idsa.co.in


