When Andrea Jung became the CEO of Avon in 1999 she pushed the firm for further investments in R&D, encouraged to penetrate overseas markets and helped to develop marketing and promotion efforts and gave personality to Avon brands by developing snazzy ads.   Sales jumped 45 percent, from $5.3 billion to $7.7 billion in 2004 and the company's stock has risen 164 percent. She focused on the younger generation in the rapidly changing personal care industry. College girls started peddling Avon products on campuses, from a new line called Mark that includes Hook Up for the 16- to 24-year-old crowd. Jung thought that high-end brands can scale down for the masses, but moving in the other direction is hard when you're competing on a crowded store shelf. All Avon needed to do was upgrade its act and stick with the direct sales.  She also thought that almost all women have similar notions of beauty, and therefore they would buy the same products. There is no need to customize so much for local markets. This strategy helped her to reduce a great portion of costs. However Jung missed many opportunities in traditional cosmetic retail for a long time in her period because of the fear of competing against its own representatives. But in order to avoid the possible oppositions, she thought that the kiosks can be franchised to them. Jung’s idea is simply to rebuild the organization from the ground up into a company that does much more than sell lipstick door-to-door. She envisions that Avon can be a source for anything and everything a woman wants to buy in the future. 
                                                           Sources
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