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Introduction

Nowadays, the global world becomes obvious, each nation connects with others. It is difficult to survive alone. In order to survive in the competitive market, the companies need to set up different market strategies to get more profits. A good marketing strategy should be drawn from market research and focus on the right product in order to achieve the maximum profit and sustain the business. The marketing strategy is the foundation of a marketing plan. (Yoram Wind & Thomas. Roberton, 1983, Journal of Marketing) If the company wants to get more profits, the managers need to make good decision on each strategy. 
  According to theory of Thomsom, 2004, Creating a Strategic Product Plan, he explains that product strategy is the ultimate vision of the product, as it states where the product will end up. By setting a product strategy, the company can determine the direction of product efforts. Similar to making effective use of a map, the planners first need a destination, and then planning the route to get target. The product development is the forms of basic executing of product road map and subsequent product releases. The product strategy enables the company to focus on a certain target market and get profits from potential customers. There are three questions about the strategies: Who do AVON sell to? Define AVON’S target customer or market. Identify whom AVON sell to, and what that market looks like. This includes interviewing the target market, understanding the competitive landscape and identifying how AVON will differentiate itself. The product strategy will change over time as learning more about the market.
  Cosmetics industry can be separated into four distinct categories: sales, marketing, product development and management. Every strategy plays an important role in the company to help to survive in the competitive market. (Karen Grant, 2012) There exists diversity of cosmetics companies in the market nowadays and most cosmetics companies engage to produce the innovative products and hold many types of promotions to attract more potential customers. In the market, the companies need to determine the direction of their sales tactics in order to compete with others companies. Every product has its different type of promotion. Products development strategy refers that the company takes actions of a specific product to achieve a prominent. This procedure starts even before the product is manufactured and continues even after it hits the shelves. The main target of product strategy is to make the most out of the given budget to earn the trust of consumers and maximize sales. And sales promotion is to improve a company's sales by predicting and modifying target purchasing behavior of customers and patterns. Sales promotion is very important as it not only helps to boost sales but it also helps a business to draw new customers while at the same time retaining older ones. (Mimi Abney, Jobs in Cosmetics)  From the website of AVON cosmetics Taiwan, it shows that AVON produces more and more products not only for cosmetics that can help it to develop in all domains. Product development such as chemists and cosmetic product specialists are centered on the creation of product formulations and the manufacturing of hair products, fragrance, skincare and makeup.

According to Creating a Strategic Product Plan (Thomsom, 2004), the company can know when to begin publishing the new products or promotions, and needing to make clear direction and make decision carefully. 

The paper is organized as follows. The next section describes the background of AVON’s product development and sales promotion strategies in Taiwan. In the third section, it would conduct a literature review of product development and sales promotions. Next, it would be discussed the approaches that are executed by AVON in Taiwan. At the end, it would provide the conclusion of interview of the research paper and the limitation for the future of the paper.

Background

The conception of direct marketing came from western countries many years ago. The study of Lee, Monle (2004) shows that as direct marketing, privacy, environmental concerns, and trust issues. International direct marketers must take care to respect these local issues before entering new countries. As consumers grow increasingly pressed for time and overburdened with choices, convincing them to purchase the marketer's products or services directly is becoming more difficult than before. From the views of Western society, direct marketing provides both communication with the consumers and the luxury of making a transaction whenever they want, and wherever they want. It shows that direct marketing has become a new field in the society around the world and attracts the attention of businessman, policy makers and academic researchers. And direct marketing can also be defined as an interactive system of marketing that uses more advertisement to affect a measurable response and transaction at any location for any customers. (Direct Marketing Association, 1982) 

Direct marketing is a process of identifying potential buyers of certain products and promoting accordingly. It can be applicable in different kind of companies. From the website of AVON Products, Inc. it shows AVON was the world’s largest direct selling organization and merchandiser of beauty and beauty relate products at first. The customers could buy AVON’s products after scanning the catalog by fax and telephone. From corporate offices around the world, AVON marketed product line to women in 112 countries through 1.6 million independent sales representatives who sold primarily on a “door to door” basis. The company work force of 29,900 employees staffed division of product management, manufacturing, and sales service. (James W. Camerius and James W. Clinton, 1993) 

Direct marketing continued facing intense competition from other retailing channels and impacting on retail market. However in 1998, the direct selling was not as effective as before. Therefore, Avon needed another business model and switched to retail selling by setting up counters at department stores and opening its own entity stores in 1997 ( Beth Kowitt)
Theoretical Framework

According to the definition from Laura Lake, the marketing strategy is an organization’s strategy that combines all of the marketing goals into one comprehensive plan and the result of decisions being made about how a particular product or service would be promoted to its target customers. Marketing strategies are used to increase sales, launch new products and generally provide profit for a company. A successful marketing strategy should focus on the right plan in order to achieve the maximum profit and sustain the business. 

The marketing mix which a business uses price, product, distribution and promotion to market and sell its product efficiently. The marketing mix is often defined as the “Four P’s” since the most important elements of marketing are concerned with products, price, place and promotion.(Jim Riley, 2012, Marketing - types of market). It is known as a mix because each ingredient would affect the other and the mix must be appropriate to the target customer. There are definitions of following four marketing mix:
(1) Product- refer to the product or services that the customer obtains

(2) Price- analyze how much the customer would accept and pay for the product

(3) Place- the ways how the products could be distributed to the customer

(4) Promotion- survey the potential customer to buy the product

  For product development, the definition is a broad field of dealing with the design, creation, and marketing of new products. Sometimes it is referred to as new product development (NPD), the discipline is focused on developing systematic methods for guiding all processes involved in producing a new product to market to satisfy the customer. (Margaret Rouse, 2005) The product development not only focuses on producing new product but also enhances the service equality. 

For promotion strategies, it could involve having discount activities to bring more attention to the business and attract new customers. Sales promotion is the process of persuading potential customers to buy the product.  Sales promotion is designed to be used as a short-term tactic to elevate sales rather than designed to build long-term customer loyalty. (Jim Riley, 2012, Marketing - types of market) Then there are some tips when executing the sales promotion:

(1) The result of sales would achieve equilibrium with investment.

(2) A promotion that heavily discounts a product with lower price would do long-term damage to the brand, so the timing of discount should be adequate.

(3) The promotion should attract new customers and remain the old ones.

According to the theory of Customer Lifetime Value (LTV), which is an important construct to predict and select the final decision and potential customers. The customer franchise has been a key concept in marketing for decades. (F. Roberty Dwyer) Franchise is the basement of firm’s interest in brand loyalty and emerges on many aspects of strategies like cross-selling and up-selling. The company can use the Customer Lifetime Value system of customer franchise to divide the market into narrow segments, and it would represent the present value of the expected benefits and less the burdens from the customers

Methodology
Abstract

  This research paper studies the product development and sales promotion strategies of AVON in Taiwan. The successful strategies help the company to earn more profits and attract potential customers. From the theory of Customer Lifetime Value (LTV), which is an important construct franchise as a key concept in marketing to predict and select the final decision and potential customers.

  AVON produces new products which adapt to the local and set up the reasonable price. That customer can spend less money to buy the high quality products. Through its sales approaches, customers can buy products through many methods. And these will be the feature to push customers to consume and be loyalty to the brand. Then this research paper studies that if AVON makes successful strategies on product development and sales promotion or not.

Method

For the study, I examine these by interviewing the employees of AVON. To know what marketing strategies do AVON execute now and ask some questions to help me to analyze why AVON can survive in the competitive market.

Participants

I will invite 5 to 10 people who work in AVON and use products of AVON to answer some questions and aggregate their opinion to analyze the reason the successful strategies of product development and sales promotion, because who both fit the qualification are more credible and reliable. 

Reference

·  Dave Bui , (2012), The Best of Avon’s Marketing Strategies. 
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· Tanya, (2005), AVON’s Marketing Strategy. 
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· Yoram Wind & Thomas S. Robertson, 1983, Marketing Strategy: New Directions for Theory and Research, Journal of Marketing, p.12-25

Fromhttp://www.jstor.org/discover/10.2307/1251490?uid=3739216&uid=2&uid=4&sid=21101640709817
· Lee, Monle, 2004, Attitudes towards direct marketing, privacy, environment, and trust : Taiwan vs. U.S, International Journal of Commerce and Management 
· Margaret Rouse, August 2005, Product Development or New Product Development (NPD)

· Jim Riley, October 2012, Marketing- Marketing Strategy

· AVON Cosmetics Taiwan, http://www.avon.com.tw/PRSuite/home_page.page
· The Official Site of AVON Inc. http://www.avon.com/
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Consent for Participation in Research
Dear Participant:

My name is Bobo You and I am a college student from Wenzao Ursuline College of Languages. For my research paper in Research Writing course, I am examining the marketing strategies of AVON Taiwan and how AVON can survive in the competitive market. The purpose of this study is to find the superiority why AVON can survive in the competitive market and analyze how AVON transforms the sales methods. Because you are one of the employees of AVON in Taiwan, I am inviting you to participate in this research study by completing the attached survey.
The following questions will require approximately 30 minutes for you to complete. There is no compensation for responding nor is there any known risk. In order to ensure that all information will remain confidential, please do not include your name. Copies of the project will be provided to my Research Writing instructor. If you choose to participate in this study, please answer all questions as honestly as possible. Participation is strictly voluntary and you may decide not to participate at all or, if you start the study, you may withdraw at any time. If you choose to participate in this study, you will be audio recorded.  
Thank you for taking the time to assist me in my research paper. The data collected will provide the information regarding the marketing strategies of AVON in Taiwan. If you would want a completion copy of this study please do not hesitate to contact me. If you require additional information or have questions, please contact me at the number listed below.
During or after your participation you can contact the researcher Bobo You at 0912051913 or send an email to t800207@yahoo.com.tw. If you are not satisfied with the manner in which this study is being conducted, you may report any complaints to The English Department, Wenzao Ursuline College of Languages, 高雄市三民區民族一路900號, TEL：+886-7-342-6031; FAX：+886-7-342-7942.
Appendix

Interview Questions
Questions for Interview

1. What is your position in AVON Taiwan？
2. What is the responsibility of your job？
3. How many years have you been working for AVON？
4. What basis do AVON apply to produce new products？
5. What sorts of promotions does AVON have currently in place?
6. What basis do AVON apply to produce new products？
7. Can you tell me more about Avon’s current or past business performance?
8. In your opinion, what superiority do AVON possess in the cosmetic market？

