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Abstract 

As a direct marketing technique, direct selling is used by both big global corporation 
and small and medium enterprises to reach their respective customers without the 
cost of intermediary services of wholesale and retail chains. Before the emergence of 
the internet, direct selling mostly relied on catalogue sales and interpersonal 
interaction between sales representatives and prospects in-person or over the 
telephone. Many companies applied this technique to market different types of goods 
and services, such as cookware, nutritionals, cosmetics and insurance. Some direct 
selling companies also offered individuals and small-scale entrepreneurs an 
opportunity to became part of their sales force network comprising of numerous 
locally focused sales representatives or sales consultants. Based on face-to-face 
discussions and product demonstrations, these sales representatives establish 
strong relationships with prospects and loyal customers. With the emergence of the 
internet, direct post and print catalogues became obsolete and replaced by direct 
emails and webshops. Furthermore, communication with prospects and regular 
customers reached another level with the usage of various social media platforms, 
which resulted with the birth of the social selling concept. 

While being explorative in its nature, this paper aims to shed some light on the Avon's 
direct selling business model in the context of the Croatian market. As one of the 
pioneers of direct selling in the US, Avon became a global player thanks to its well-
developed sales force network. Avon entered the Croatian market in 1997 and 
managed to develop a network of around 15.000 sales representatives in the 
following years. Like in the rest of the world, the Avon's business model in Croatia is 
mainly based on door-to-door sales supported with multiple iterations of product 
catalogues. With the recruitment of millennials, Avon also put some focus on social 
selling but lacks to fully utilise the potential of various social media platforms. 
However, the recent COVID-19 pandemic had a catalytic impact on further 
digitalization of Avon's direct selling business model. 

Keywords: social selling, Avon, Croatia, multi-level marketing, direct selling, 
COVID-19 

Introduction 

During the past decade, marketing tools and techniques went through a process of 
digital transformation. Before the mass-digitalization of many aspects of national 
economies, marketers mostly relied on traditional tools, such as TV and print 
advertising for B2C markets and personal selling and trade fairs within the B2B 
context. In the early days, marketing on the Internet was merely considered as a 
supportive activity and an alternative marketing approach, since the marketers were 
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not sure how to properly utilize it (Moore, 2017). However, with the further penetration 
of the Internet technology and emergence of social media, consumers embraced 
online platforms for activities such as searching for product information, reading other 
consumers' product reviews and for writing their reviews (Moran, Muzellec and 
Nolan, 2014). On the other hand, marketers have recognized the changing 
environment and implemented various digital technologies as essential elements of 
the marketing process.  

As one of the essential direct marketing tools, direct selling has a long history and is 
considered as an effective way to establish two-way communication and develop 
long-term commercial relationships with clients, especially in the B2B context (Kadic-
Maglajlic, Drašković and Lišanin, 2019). Furthermore, direct selling eliminates the 
need for intermediary services of wholesale and retail companies, which lower the 
sales-related expenses. Its application within the B2C context is common for 
products and services such as cookware, nutritionals, cosmetics and insurance. 
Traditionally, direct selling relied on tools and techniques like catalogue sales, door-
to-door sales and various interpersonal interactions between sales representatives 
and prospects in-person or over the telephone. With the development of various 
internet platforms, a set of newly developed communication tools provided marketers 
with even more effective ways of reaching both existing and new customers.   

The purpose of this paper is to explore practical applications of the direct selling 
business model of Avon within the context of the Croatian market. While Avon's 
business model proved to be successful on the global scale, it has also been 
challenged with the technological developments and, very recently, with the global 
economic consequences of the COVID-19 pandemic. Therefore, this paper intends to 
shed some light on the way how companies such as Avon apply internet-based 
technologies to improve their competitiveness and tackle global challenges. 

This paper is organized as follows. The introduction section is followed by the 
literature review of studies focused on direct selling within the Internet-related 
context. Next section briefly explains the research design. The main section of the 
paper describes the Avon's modus operandi within the Croatian market in a form of a 
case study. Finally, the discussion and conclusion section of the paper presents the 
main findings correlated with the reviewed literature and describes practical and 
research implications.  

Direct selling in the context of the digital economy  

As a part of direct marketing, direct selling refers to personal presentation, 
demonstration and sales of products and services to consumers in their homes, 
usually by independent sellers and not by the employees of the company they 
represent (Belch and Belch, 2017). Direct selling is also considered as a unique 
distribution channel, where product demonstrations and personal engagements 
create a highly tangible and multisensory experience for consumers (Ferrel et al., 
2010). FTC (2018) defines direct selling as “a blanket term that encompasses a 
variety of business forms premised on person-to-person selling in locations other 
than a retail establishment, such as social media platforms or the home of the 
salesperson or prospective customer”. As the definition suggests, the environment 
where the sales process takes place is taken outside the traditional retail 
environment. Traditionally, homes of prospects and sales representatives are 
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commonly used for sales presentations, while in nowadays some of the sales 
activities also take place on various digital platforms. Like in the case of direct 
marketing, a paramount goal of direct selling is to establish multiple cases of the two-
way communication with clients (Melovic et al, 2019). In other words, companies are 
trying to utilize various touchpoints with their prospects and clients to make sales.  

Direct selling channel can be organized either in a form of single-level marketing, in 
which a direct seller purchases product from a company and resells it to customers, 
or in a form of multi-level marketing, where direct seller also resells the product to his/
her network of direct sellers (Brodie, Stanworth and Wotruba, 2002). In a common 
single-level direct selling model (see Figure 1), the direct sales company is in charge 
for all the brand communication with prospects and all the necessary training and 
support of sales representatives, while the sales representatives interact with 
customers and take product orders (Ferrell, Gonzales-Padron and Ferrell, 2010).  
Companies relying on the direct selling business model are utilizing the existence of 
social networks among their sales representatives and customers. This customer-
centric sales method emerged in the US, where companies such as Avon, Amway 
and Tupperware successfully built their business models around the concept of 
recruiting sales representatives within the existing customer base. 

Figure 1: Traditional relationships within the direct selling model 

Source: adapted from Ferrell, Gonzales-Padron and Ferrell, 2010 

Development of the internet and the internet-based technologies made an impact on 
the world of direct selling. Relatively early, direct sellers embraced these new 
technologies for promotional and recruiting purposes (Ferrell and Ferrell, 2012), but 
also to reach customers in a more convenient and efficient way (Harrison and Hair, 
2017). However, most direct selling companies retained the traditional offline sales 
channel, with the complementing online channel (Wait, 2019). Since direct selling is 
based on the interpersonal communication and "high-touch" approach, the internet-
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based technologies offer certain opportunities in the development of virtual 
relationships among sales representatives and their customers (Harrison and Hair, 
2017). Nevertheless, transferring communication to digital channels may have a 
negative impact on the "hight touch" component since the relationship is being more 
virtual. As Harrison and Hair (2017) suggest, advanced technology-based 
communicational tools will remain as a variable improving the seller-buyer 
relationship, but they also noticed potential information overload that can be caused 
by the same technology. However, many scholars (e.g., Ahearne et al., 2007; Hair et 
al.,2009; Kim and Kim, 2009; Rapp et. Al, 2010: agree on the positive impact of 
technology on direct selling and selling in general, by increasing efficiency and 
effectiveness of sales representatives.  

The digital presence of a seller company usually consists of a company and/or brand 
website with an optional webshop, various online profiles on social media channels 
and instant messaging or chat platforms or plug-ins. A website is commonly 
considered as a foundation of company's digital presence and its design and overall 
quality can affect client purchasing behaviour and loyalty (Zhou, Lu and Wang, 2009; 
Khan, Na and Tao, 2019).   

Besides a website, another important pillar of a company's digital presence is social 
media. Social media comprise a set of Internet-based applications that facilitate the 
creation and exchange of user-generated content (Moore, Raymond and Hopkins, 
2015). While in the beginning social media platforms had a dominant purpose to 
entertain users, over the time they became a very important source of information 
about products and companies (Ferrell, Gonzales-Padron and Ferrell, 2010; Ahearne 
and Rapp, 2010). On the other hand, businesses recognized the commercial value of 
social media, which also led to the development of the social selling concept. In a 
nutshell, social selling can be defined as the commercial usage of social media 
platforms to find, connect with, understand and nurture sales prospects, in order to 
influence their purchasing decisions (Newberry, 2019). However, the main goal of 
social selling is not to “close the deal” and achieve pure transaction between two 
involved parties. The aim of social selling is to establish and nurture relationships 
with prospects. From the company side, social selling is about building its digital 
persona that is relevant, trustworthy and capable of influencing prospects (Hughes 
and Reynolds, 2016). Consequently, the whole social selling process will result with 
the purchase, but that would be a side effect of the successfully built long-term 
relationships with clients.   

Research design 

Research propositions 

Proven in practice as a quite successful business model by companies such as Avon, 
direct selling relies on sales effort by the network of recruited sales representatives or 
direct sellers. Traditionally, direct selling activities would take place outside the retail 
environment, usually at the homes of prospects and customers. With the 
development of various digital platforms and the overall impact of internet-based 
technologies on consumers, direct selling adapted to the new rules of engagement. 
Taking into consideration the reviewed literature, Croatian market specifics and the 
impact of COVID-19 pandemic on businesses, the following research propositions 
were developed: 
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P1. Following the traditional model of direct selling, Avon successfully 
implemented its global business model in Croatia, upgraded over time with the 
modest usage of digital channels. 
P2. The recent COVID-19 pandemic speed-up the process of implementation 
of various digital tools into the direct selling model.  

Research method 

This study combines both secondary and primary sources of data. Secondary data 
has been collected from various online sources, such as news portals and blogs. On 
the other hand, primary data has been collected through a series of in-depth 
interviews with one of the Avon’s sales directors in Croatia and two Avon Ladies. For 
the presentation of research findings, a form of a qualitative case study has been 
selected. Yin (2009; p. 18) defines case study as “an empirical inquiry that 
investigates a contemporary phenomenon within its real-life context, especially when 
the boundaries between the phenomenon and context are not clearly evident”. 
While the selected research method has certain advantages when a detailed analysis 
of a research phenomenon is required, there are also certain limitations. First of all, 
this study has focused on a single case study, which limits the opportunities for 
generalization. However, the findings may provide guidelines for further research and 
analysis of other main players direct selling business models. Furthermore, this study 
is a country-specific one. Although, the Croatian market is comparable with other EU 
markets, certain country specifics have to be taken into account.  

The direct selling model of Avon in Croatia 

A brief history of Avon 

Avon was founded in 1886 in New York by David H. McConnell. In the beginning, his 
entrepreneurial idea was not related to beauty cosmetics. Operating under the name 
of the Union Publishing Company, he was a travelling salesperson selling books and 
offering perfume samples to his female customers (Avon, 2020). Apparently, some of 
his female customers were more interested in the free perfume samples than books, 
which inspired him to hire them as sales representatives (ibid). The concept of 
recruiting women to sell perfumes was quite revolutionary back then because during 
the late 19th century they rarely worked outside their homes (Klepacki, 2005). During 
the early days, the company was focused on production and sales of perfumes and, 
taking into consideration his business partner’s suggestions, he changed the name of 
the business to California Perfume Company (CPC, 2020). 

In 1920, the company’s annual turnover reached one million USD (Hudson, 2020). 
Besides fragrances, the company also offered various cosmetic products, but with a 
certain lack of brand recognition. Therefore, in 1928 the company introduced Avon as 
a brand name to improve and modernize its image (Catanese, 2015). In 1939, the 
company changed its name to Avon Products. Interestingly, besides producing 
various cosmetics and toiletries for its own needs, the company also dedicated some 
of its R&D and production capacity for retailers' private labels (Avon Allied Products, 
1950). In 1972, Avon's global sales reached a staggering one billion USD (Huidson, 
2020). However, during the late 1990s, the Avon's business model faced some 
serious challenges in the form of raising competition, emerging e-commerce and the 
changing role of women in society (Pellet, 2000). After the appointment of Andrea 

56



Jung as a new CEO in 1999, the company slowly recuperated from the free fall. The 
new CEO rejuvenated the brand but also introduced certain changes to the business 
model, such as selling of the Avon products in retail stores (Brooker, 2001). Although 
the implementation of a parallel marketing channel poses a threat to the traditional 
door-to-door selling and the network of sales representatives, it helped the company 
to reduce expenses and improve the overall turnover in short-term (ibid). However, 
Ms Jung also had to face allegations for bribing officials in China (Boyle and 
Rosenblatt, 2011). Avon entered the Chinese market in 1990 with its direct selling 
model, but in 1998 the Chinese government banned direct sales, which forced the 
company to switch sales to retail channels (Reuters, 2012). In 2006, Avon managed 
to receive the first direct-selling licence in China, However, what seems to be a huge 
success for the company ended up with the official investigation by the US 
government to confirm a potential case of bribery (ibid). Due to the company's below 
expectations performance during the second half of the 2000s and early 2010s, Ms 
Jung was replaced in 2012 (Kowitt, 2012). During the 2010s, Avon's struggle 
continued, with declining sales, from 10 billion USD in 2008 to 5.5 billion USD in 2018 
(Trefis Team, 2019). In 2020, Natura &Co finished the acquisition of Avon Products 
Inc.  

The company’s initial business model was based on a highly successful network of 
sales representatives (“Avon ladies” and “Avon men”) selling company's products 
door-to-door. Additionally, the sales representatives are supported with printed 
catalogues used to promote company’s products and product lines. One to the sales 
representative’s task is also to recruit new sales representatives. Actually, they 
usually have a double role being both customers and sales representatives soliciting 
their family, friends and neighbours (Ehrenfreund, 2014). In 1902 the company 
already had a network of 10,000 representatives, while nowadays the company 
reports the network of 6.4 million representatives worldwide (Kowitt, 2012).  

During recent years, Avon tried to implement various digital tools to modernize and 
digitalize its business model and the brand experience around the world. However, 
from the perspectives of the overall market penetration of internet technologies and 
mobile apps, Avon seems to be a slow starter in embracing technological progress. 
While online shopping is being with us since the 1990s and there are many 
successful cases of companies selling cosmetics online, Avon waited until mid-2010s 
to introduce My Avon Store, which allows sales representatives to easily set-up its 
own online shop (MakeUpInBusiness, 2016). In 2018, Avon (2019) reported 
implementation of the online ordering system for all markets where they have a 
presence, together with the launch of eBrochure in 60 markets. In the same year, 
Avon reported My Avon Store to become available in 23 countries. 

The Avon’s business model in Croatia 

Avon entered the Croatian market in 1997. The Croatian subsidiary has a staff of 
around 40 employees, with around 100 thousand customers (Mikulandra, 2011). 
Currently, the salesforce comprises around 15 thousand Avon Ladies and 
Gentlemen. From the organizational standpoint, Avon Croatia belongs to the Adriatic 
region, together with subsidiaries in Slovenia, Bosnia and Hercegovina and Serbia. 
Following the global business model, the Croatian market is divided into seven zones 
and each is managed by a free-lance zone sales director (see Figure 2). These sales 
directors directly report to the country sales manager. Each zone sales director has a 
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team of sales leaders whose responsibilities range from the sales team management 
to the recruitment of new sales representatives. Their activities are also supported by 
a dedicated trainer who provides education and training for the sales team members.  

Figure 2: A simplified organizational chart of Avon’s direct selling organization in 
Croatia 

Avon’s main target audience in Croatia are women between 25 and 45 years of age, 
preferably employed. These females usually work for companies with a significant 
proportion of female employees. Female students represent Avon's secondary target 
audience. Sales representatives initiate and maintain communication with clients 
through telemarketing, in-person, instant messaging and Facebook product page. To 
maintain certain exclusivity of Avon’s products, customers can only make purchases 
from registered Avon Ladies and Avon Gentlemen. For the purpose of monetary 
compensation and to improve loyalty, Avon Ladies and Avon Gentlemen receive 
additional price discounts, motivational gifts, payment delay, free training and access 
to special events. Sales and Unit Leaders have part-time contracts with Avon and are 
entitled to a 17% commission, together with additional performance bonuses, 
motivational programs and between 25% and 35% price discount for personal 
purchases.  

Promotional activities are managed by a dedicated Avon Croatia’s employee who 
acts as a Senior PR & Advertising Specialist. This person develops communication 
strategies and plans, implements activities within the approved budget and focuses 
on the brand’s image and sales support. Communication with Avon’s clients is usually 
initiated by Sales Leaders. Messages are commonly communicated via e-mail and 
Facebook live video. Furthermore, Avon organizes conferences for sales 
representatives where new products are revealed, and best performing sales 
representatives are recognized and awarded. For the internal communication 
between the company and sales representatives, a closed Facebook group is being 
set up. Therefore, the group membership is limited to Avon Ladies and Avon 
Gentlemen. The main purpose of the group is for members to share best practices, 
recognize successful sales representatives, discuss product reviews and to provide 
advice and support to less experienced members. 
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Avon’s direct sales model in Croatia is traditionally based on the sales catalogue with 
both printed and online versions. In Croatia, Avon usually publishes a total of 17 
different catalogues annually, supporting the same number of three-week promotional 
campaigns. Interestingly, in the US, Avon publishes 26 catalogues that complement 
two-week promotional campaigns. Products are also offered through Avon Parties, 
which can be described as informal gatherings at sales representative’s home. 
Additionally, Avon also regularly organizes formal conferences and personal 
meetings with clients. Avon directly competes with other direct-selling companies, 
such as Oriflame and Farmasi, together with traditional drugstores, such as Müller, 
DM and Bipa.  

In recent years, Avon put certain emphasis on the development of digital sales 
channels. In 2018, Avon introduced an online catalogue that is accessible through 
desktop computers and mobile devices. Like in a typical webshop, the product can be 
selected and put into the shopping basket. Once a client finishes with purchase, the 
order is forwarded to the Avon Lady/Gentlemen, who is responsible for the delivery. 
Also, sales representatives with an online profile can post orders via Avon’s official 
website. Since 2019, Avon’s catalogues and products can be also accessed via a 
mobile app named Avon ON. Additionally, the app also provides make-up tutorials 
and offers social media integration. Besides Facebook, Avon uses Instagram and 
YouTube for brand communication activities. Like other cosmetic brands, Avon also 
nurtures relationships with different influencers in Croatia, such as Ella Dvornik and 
Lucija Lugomer. 

For years, Avon’s strategy in Croatia was mostly focused on the traditional approach 
in direct sales, utilizing communication in person and Avon parties. Due to the rapid 
digitalization of Croatian society and economy in the past decade, Avon also shifted 
some of its marketing and sales activities online. However, printed catalogue and in-
person sales activities remained as a predominant modus operandi. On the other 
hand, the Avon’s business model in the US is more focused on digital channels. The 
sales representatives are encouraged to sell through social media platforms, together 
with the creation of digital content on personal websites and blogs.  

COVID-19 impact on the Avon’s modus operandi in Croatia 

The COVID-19 pandemics caused a series of unprecedented developments on the 
global level. To contain the spread of the new virus, most governments had imposed 
country lockdowns, together with limitations and closings of personal services 
industry operations, stores and also many factories. Unfortunately, some of these 
closings may become permanent due to the inability of businesses to cover the 
ongoing expenses, such as salaries and rent (Fairlie, 2020), despite the monetary 
and fiscal measures rapidly implemented by governments to tackle with the 
developing global recession (Ozili and Arun, 2020). On the other hand, a lot of 
businesses manage to adapt to new conditions and pandemic challenges, mainly by 
developing online sales channels and by giving more emphasis on digital marketing 
activities. Apparently, the pandemic situation speed-up the digitalization process for 
some companies and industries. However, some critics argue that these business 
model adaptations have a temporary character and once the situation will become 
normal again, the companies will move back to the old business models 
(Seetharaman, 2020).  
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In 2020, the Croatian government implemented two lockdowns, with significant 
limitations for personal service industries and social gatherings, together with 
restrictions on all non-essential travel within the country and to the countries affected 
by COVID-19. Quite obviously, these measures made a high impact on regular 
business activities for many businesses, including Avon. Consequently, the Avon’s 
salesforce network lost one of its main sales tools. Organization of Avon parties and 
product presentations became virtually impossible. Therefore, the focus of Avon’s 
sales activities in Croatia had to deviate from the traditional model and embrace the 
new reality. As the response, Avon applied elements of the global digitalization 
strategy (Prance-Miles, 2020), providing sales representative with upgraded digital 
tools, such as the aforementioned Avon ON application, digital forms for the new 
client self-registration and personalized online product catalogues. Additionally, Avon 
set-up the Digital Innovation University, an internal two-month digital skills 
improvement educational module, with the focus on building individual businesses 
online and utilizing social media for sales purposes.  

Nevertheless, the pandemic made a certain positive impact on the Avon’s business in 
Croatia. Like in the rest of the world, Avon Croatia recorded an increased rate of 
sales representative sign-ups during the pandemic. People losing jobs and rising 
unemployment rate resulted in the additional number of job seekers among the 
Avon's target audience. Furthermore, "the new normal" also produces new business 
opportunities. The urge to contain the pandemic significantly increased demand for 
certain types of products, such as alcohol-based disinfectants and protective masks. 
During the initial phase of the pandemic, occasional shortages of these products 
were reported (Vrdoljak, 2020). However, Avon Croatia reacted very quickly and 
introduced hand sanitisers and protective masks within their online product range. 
Additionally, Avon Croatia demonstrated its social responsibility by supplying its 60+ 
sales representatives with the complimentary basic sets of cosmetic and hygienic 
products. 

Traditionally, the physical distribution of Avon’s products would almost completely rely 
on the Avon Lady and Avon Gentlemen network. Once the products are delivered to 
the sales representatives via postal service or by a courier company, they would 
deliver it to customers. In most cases, customers would pay for the products with 
cash to sales representatives. Since the pandemic limited social interactions and 
there was a general recommendation to reduce travel, Avon implemented direct 
deliveries to customers via the courier company. Since the courier company 
introduced contactless delivery system, the customers in many cases prefer this 
option over the traditional personal deliveries by Avon Ladies and/or Avon 
Gentlemen. Additionally, customers can also make payments for the ordered 
products via the internet banking system.  

The COVID-19 pandemic initiated further digitalization of AVON’s business model in 
Croatia comprises different digital tools and updated processes. Due to restrictions, 
Avon Croatia rapidly implemented the usage of video conferencing applications (e.g., 
Facebook Live, Zoom and Skype) for the communication with the sales network. 
Same applications are being used for the new catalogue presentations and sharing 
of good practices and product-related advice within the network. To fully utilize the 
power of social media channels, Avon Croatia intensified content publication and also 
started with the Facebook post promotions to reach a wider target audience.  
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Discussion and conclusion 

Following its standardized approach, Avon successfully implemented its direct selling 
business model in Croatia (P1). The size of the sales network and the substantial 
customer base confirm the positive outcome of the company's operations in Croatia. 
Following the global marketing strategy, the Croatian subsidiary also implemented 
certain digital tools, such as online orders and a mobile app. However, taking into 
consideration competitors, Avon was not among the pioneers of business model 
digitalization.     

Like many other companies, Avon Croatia digitalized its business model to address 
the COVID-19 related challenges (P2). The company’s marketing and sales activities 
moved online. On the other hand, customers modified their purchase behaviour 
which resulted in the growth of e-commerce in Croatia for 13.9% in the first half of 
2020 (HGK, 2020). The Croatian subsidiary of Avon quickly adapted to the "new 
normal" by moving most of its marketing and sales efforts to various online platforms. 
However, is Avon going to pursue the all-digital approach or move back to the 
traditional way? Most probably, once the pandemic will be behind us, Avon will 
resume the traditional business model with Avon parties and door-to-door sales. 
Furthermore, the emphasis will shift again to “high touch”. However, digital channels 
will remain as an element of the Avon’s business model because Avon’s customers 
will get used to it. Additionally, if Avon would like to be more successful with attracting 
younger generations, much more emphasis will have to be given to the digitalization 
of the business model. Avon’s future success will depend on the way how this very 
traditional company will utilize digital platforms. Avon will also have to reconsider its 
traditional sales tools, such as Avon parties, and search for online alternatives.  
The technological development and the catalytic impact of COVID-19 pandemic 
modified traditional models of direct selling and changed the nature of relationships 
among the parties within the direct selling model. Figure 3 represents an upgrade of 
the traditional model to fit the multi-level set-up of direct selling, which is a feature of 
the Avon’s model. Furthermore, there is an additional emphasis on two-way 
communication between the company and the network of sales representatives. 
Further digitalization of the model will result with more interaction between the parties 
since the two-way communication is going to fully utilize the convenience and speed 
of digital communication tools. 
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Figure 3: The updated view on relationships within the direct selling model 

References 

Ahearne, M. and Rapp, A. (2010) The Role of Technology at the Interface Between 
Salespeople and Consumers. Journal of Personal Selling and Sales Management, 
Vol. 30 (Spring), pp. 111–120. 

Avon (2019) Annual report 2018. Avon Products Inc., London. 

Avon (2020) History, available at: https://about.Avon.com/us-about/company/history 
[Accessed December 22, 2020]. 

Avon Allied Products (1950) Annual Report. Avon Allied Products, Inc., New York. 

Belch, G.E. and Belch, M.A. (2017) Advertising and Promotion Management: An 
Integrated Marketing Communications Perspectives (11th ed.). McGraw-Hill 
Education, New York. 

62

https://about.avon.com/us-about/company/history


Boyle, M. and Rosenblatt (2011) Avon Says It Probes Possible Corruption After Firing 
Four. Bloomberg, available at: https://www.bloomberg.com/news/articles/2011-05-04/
avon-says-it-fired-four-executives-in-china-over-bribes [Accessed December 22, 
2020]. 

Brodie, S. Stanworth, J. and Wotruba, T.R. (2002) Comparisons of salespeople in 
multilevel vs. single level direct selling organizations. The Journal of Personal Selling 
& Sales Management, Vol. 22 No 2, pp. 67-75. 

Brooker, K. (2001) It took a lady to save Avon. Fortune, Vol 144 No 7, pp. 202-208. 

Catanese, L. (2015) “Create a more radiant you”: The early years of Avon Cosmetics, 
available at: https://www.hagley.org/about-us/news/manuscripts-archives-create-
more-radiant-you-early-years-Avon-cosmetics [Accessed December 22, 2020]. 
C P C ( 2 0 2 0 ) C P H i s t o r i c a l T i m e l i n e , a v a i l a b l e a t : h t t p : / /
www.californiaperfumecompany.com/company/cal_historical_timeline.html [Accessed 
December 22, 2020]. 

Ehrenfreund, M. (2014) Avon splits with trade group, citing risk of pyramid schemes, 
available at: https://www.washingtonpost.com/news/wonk/wp/2014/09/16/Avon-splits-
with-trade-group-citing-risk-of-pyramid-schemes/?arc404=true [Accessed December 
28, 2020]. 

Fairlie, R.W. (2020) The impact of COVID-19 on small business owners: Evidence of 
early-stage losses from the April 2020 current population survey. Cambridge: 
National Bureau of Economic Research, working paper. 

Ferrell, L. and Ferrell, O.C. (2012) Redirecting direct selling: High-touch embraces 
high-tech. Business Horizons, Vol 55 No. 3, pp. 273-281. 

Ferrell, L., Gonzales-Padron, T.L. and Ferrell, O.C. (2010) An assessment of the use 
of technology in the direct selling industry. Journal of Personal Selling, Vol. 30 No. 2, 
pp. 157-165. 

Ferrell, L., Gonzales-Padron, T.L. and Ferrell, O.C. (2010) An Assessment of the Use 
of Technology in the Direct Selling Industry. Journal of Personal Selling & Sales 
Management, Vol. XXX No. 2 (spring 2010), pp. 157-165. 

FTC (2018) Business Guidance Concerning Multi-Level Marketing. Federal Trade 
Commission, available at: https://www.ftc.gov/tips-advice/business-center/guidance/
business-guidance-concerning-multi-level-marketing [Accessed December 22, 2020]. 

Harrison, D.E. and Hair, J.F. (2017) The Use of Technology in Direct-Selling 
Marketing Channels: Digital Avenues for Dynamic Growth. Journal of Marketing 
Channels, Vol. 24 No. 1-2, pp. 39-50. 

HGK (2020) Online trgovina porasla za 13,9 posto u prvoj polovici 2020 (Online sales 
in Croatia raised for 13.9% during the first half of 2020, in Croatian). Hrvatska 
gospodarska komora/Croatian Chamber of Economy Available at: https://www.hgk.hr/
online-trgovina-porasla-za-139-posto-u-prvoj-polovici-2020 [Accessed Dec 10, 2020]. 

63

https://www.bloomberg.com/news/articles/2011-05-04/avon-says-it-fired-four-executives-in-china-over-bribes
https://www.bloomberg.com/news/articles/2011-05-04/avon-says-it-fired-four-executives-in-china-over-bribes
https://www.bloomberg.com/news/articles/2011-05-04/avon-says-it-fired-four-executives-in-china-over-bribes
https://www.hagley.org/about-us/news/manuscripts-archives-create-more-radiant-you-early-years-avon-cosmetics
https://www.hagley.org/about-us/news/manuscripts-archives-create-more-radiant-you-early-years-avon-cosmetics
https://www.hagley.org/about-us/news/manuscripts-archives-create-more-radiant-you-early-years-avon-cosmetics
http://www.californiaperfumecompany.com/company/cal_historical_timeline.html
http://www.californiaperfumecompany.com/company/cal_historical_timeline.html
https://www.washingtonpost.com/news/wonk/wp/2014/09/16/avon-splits-with-trade-group-citing-risk-of-pyramid-schemes/?arc404=true
https://www.washingtonpost.com/news/wonk/wp/2014/09/16/avon-splits-with-trade-group-citing-risk-of-pyramid-schemes/?arc404=true
https://www.washingtonpost.com/news/wonk/wp/2014/09/16/avon-splits-with-trade-group-citing-risk-of-pyramid-schemes/?arc404=true
https://www.ftc.gov/tips-advice/business-center/guidance/business-guidance-concerning-multi-level-marketing
https://www.ftc.gov/tips-advice/business-center/guidance/business-guidance-concerning-multi-level-marketing
https://www.ftc.gov/tips-advice/business-center/guidance/business-guidance-concerning-multi-level-marketing
https://www.hgk.hr/online-trgovina-porasla-za-139-posto-u-prvoj-polovici-2020
https://www.hgk.hr/online-trgovina-porasla-za-139-posto-u-prvoj-polovici-2020


Hughes, T. and Reynolds, M. (2016) Social Selling: Techniques to Influence Buyers 
and Changemakers. Kogan Page, London. 

Huidson, A. (2020) The History of Avon Products, available at: https://www.leaf.tv/
articles/the-history-of-Avon-products/ [Accessed December 22, 2020]. 

Kadić-Maglajlić, S., Drašković, N., Lišanin Tomašević, M. (2019) Principi prodaje i 
pregovaranja (Principles of sales and negotiations, in Bosnian). Ekonomski fakultet 
Univerziteta u Sarajevu, Sarajevo.	

Khan, J., Na, Z. and Tao, M. (2019) Online Personal Selling, Need for Touch and e-
Loyalty. In: Kavoura A., Kefallonitis E., Giovanis A. (eds) Strategic Innovative 
Marketing and Tourism. Springer Proceedings in Business and Economics. Springer, 
Cham, pp. 851-857. 

Klepacki, L. (2005) Avon: Building The World’s Premier Company For Women. John 
Wiley & Sons, Hoboken. 

Kowitt, B. (2012) Avon: The rise and fall of a beauty icon. Fortune, Vol 165 No. 6, pp. 
106-114. 

MakeUpInBusiness (2016) Avon Online Stores – the launch! Available at: https://
www.makeupinbusiness.co.uk/avon-representative-opportunity/avon-online-stores-
the-launch/ [Accessed Dec 28, 2020]. 

Melovic, B., Pavicic, J., Gnjidic, V. and Draskovic, N. (2019) Strategijski marketing 
(Strategic marketing). Economic Faculty of University of Montenegro, Podgorica. 
Mikulandra, A. (2011) Avon – 125 uspješnih godina (Avon – 125 successful years, in 
Croatian), available at: https://www.femina.hr/clanak/index/r/8/c/1895/se/
biznis_Avon---125-uspjesnih-godina [Accessed December 22, 2020]. 

Moore, K. (2017) Digital Marketing in the 2000s: What Was It Like? 
Business2Community, available at: https://www.business2community.com/digital-
marketing/digital-marketing-2000s-like-01906323 [Accessed December 22, 2020]. 

Moore, J.N., Raymond, M.A. and Hopkins, C.D. (2015) Social Selling: A Comparison 
of Social Media Usage Across Process Stage, Markets and Sales Jobs Functions. 
Journal of Marketing Theory and Practice, Vol. 23 No. 1, pp. 1-20. 

Moran, G., Muzellec, L. and Nolan, E. (2014) Consumer Moments of Truth in the 
Digital Context: How "Search" and "E-Word of Mouth" Can Fuel Consumer Decision-
Making, Journal of Advertising Research, Vol. 54, No. 2, pp. 200-204. 

Newberry, C. (2019) Social Selling: What it is, Why You Should Care, and How to Do 
It Right. Hootsuite, available at: https://blog.hootsuite.com/what-is-social-selling/ 
[Accessed December 22, 2020]. 

Ozili, P. and Arun, T. (2020) Spillover of COVID-19: Impact on the Global Economy. 
MPRA Paper No. 99850. 

Pellet, J. (2000) Ding-dong Avon stalling? Chief Executive, No 156 (Jun), pp. 26-31. 

64

https://www.leaf.tv/articles/the-history-of-avon-products/
https://www.leaf.tv/articles/the-history-of-avon-products/
https://www.makeupinbusiness.co.uk/avon-representative-opportunity/avon-online-stores-the-launch/
https://www.makeupinbusiness.co.uk/avon-representative-opportunity/avon-online-stores-the-launch/
https://www.makeupinbusiness.co.uk/avon-representative-opportunity/avon-online-stores-the-launch/
https://www.femina.hr/clanak/index/r/8/c/1895/se/biznis_avon---125-uspjesnih-godina
https://www.femina.hr/clanak/index/r/8/c/1895/se/biznis_avon---125-uspjesnih-godina
https://www.femina.hr/clanak/index/r/8/c/1895/se/biznis_avon---125-uspjesnih-godina
https://www.business2community.com/digital-marketing/digital-marketing-2000s-like-01906323
https://www.business2community.com/digital-marketing/digital-marketing-2000s-like-01906323
https://www.business2community.com/digital-marketing/digital-marketing-2000s-like-01906323
https://blog.hootsuite.com/what-is-social-selling/


Prance-Miles, L. (2020) AVON reports 114% surge in representative sing ups amidst 
COVID-19 pandemic. Global Cosmet ic News, avai lable at : ht tps: / /
www.globalcosmeticsnews.com/Avon-reports-114-surge-in-representative-sign-ups-
amidst-covid-19-pandemic/ [Accessed December 22, 2020]. 

Reuters (2012) TIMELINE-Key dates in Avon's history. Available at: https://
www. reu te rs . com/a r t i c l e /avon / t ime l i ne -key -da tes - i n -avons -h i s to r y -
idUSL2E8E5CGB20120316 [Accessed December 22, 2020]. 

Seetharaman, P. (2020) Business model shifts: Impact of Covid-19. International 
Journal of Information Management, Vol. 54, Article 1021. 

Trefis Team (2019) A Closer Look At Avon's Global Operations, And What's In It For 
Natura. Forbes, available at: https://www.forbes.com/sites/greatspeculations/
2019/05/24/a-closer-look-at-avons-global-operations-and-whats-in-it-for-natura/?
sh=6df47c1219dd [Accessed: December 22, 2020]. 

Vrdoljak, J. (2020) Otežana je nabava, ali opskrba ljekarni i bolnica nije ugrožena. 
Privredni vjesnik, available at: http://www.privredni.hr/opstojnost-opskrbe-ljekarni-i-
zdravstvenih-ustanova-nije-ugrozena [Accessed: December 22, 2020]. 

Wait, M. (2019) The rivalry between online and direct selling – Is there a winner? Acta 
Commercii, Vol. 19 No. 1, pp. e1-e7. 

Yin, R.K. (2009) Case Study Research: Design and Methods, 4th ed. Sage 
Publications, Thousand Oaks. 

Zhou, T., Lu, Y. and Wang, B. (2009) The Relative Importance of Website Design 
Quality and Service Quality in Determining Consumers’ Online Repurchase Behavior. 
Information Systems Management, Vol. 26 No. 4, pp. 327-337. 

65

https://www.globalcosmeticsnews.com/avon-reports-114-surge-in-representative-sign-ups-amidst-covid-19-pandemic/
https://www.globalcosmeticsnews.com/avon-reports-114-surge-in-representative-sign-ups-amidst-covid-19-pandemic/
https://www.globalcosmeticsnews.com/avon-reports-114-surge-in-representative-sign-ups-amidst-covid-19-pandemic/
https://www.reuters.com/article/avon/timeline-key-dates-in-avons-history-idUSL2E8E5CGB20120316
https://www.reuters.com/article/avon/timeline-key-dates-in-avons-history-idUSL2E8E5CGB20120316
https://www.reuters.com/article/avon/timeline-key-dates-in-avons-history-idUSL2E8E5CGB20120316
https://www.forbes.com/sites/greatspeculations/2019/05/24/a-closer-look-at-avons-global-operations-and-whats-in-it-for-natura/?sh=6df47c1219dd
https://www.forbes.com/sites/greatspeculations/2019/05/24/a-closer-look-at-avons-global-operations-and-whats-in-it-for-natura/?sh=6df47c1219dd
https://www.forbes.com/sites/greatspeculations/2019/05/24/a-closer-look-at-avons-global-operations-and-whats-in-it-for-natura/?sh=6df47c1219dd
http://www.privredni.hr/opstojnost-opskrbe-ljekarni-i-zdravstvenih-ustanova-nije-ugrozena
http://www.privredni.hr/opstojnost-opskrbe-ljekarni-i-zdravstvenih-ustanova-nije-ugrozena
http://www.privredni.hr/opstojnost-opskrbe-ljekarni-i-zdravstvenih-ustanova-nije-ugrozena

