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Social and economic

statistics for India in 2007

Population (million)
and China in 1995,
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According to Rhonda Shasteen, chief marketing
officer at Mary Kay, Inc., “For Mary Kay to be suc-
cessful in India, the company had to build a brand
build a sales force, and build an effective supply chair;
to service the sales force.”

Building a Brand

Mary Kay, Inc. executives believed that brand build-
ing in India needed to involve media advertising; lit-
erature describing the Mary Kay culture, the Mary
Kay story, and the company’s image; and educational
material for Mary Kay independent sales representa-
tives. In addition, Mary Kay, Inc. became the cosmet-
ics partner of the Miss India Worldwide Pageant
2008. At this event, Mary Kay Miss Beautiful Skin
2008 was crowned.

Brand building in India also involved product mix
and pricing. Four guidelines were followed:

1. Keep the offering simple and skin care focused
for the new Indian sales force and for a new op-
eration.

2. Open with accessibly priced basic skin care
products in relation to the competition in order
to establish Mary Kay product quality and
value.

3. Avoid opening with products that would phase
out shortly after launch. .

4. Address the key product categories of Skin
Care, Body Care, and Color based on current
market information.

Brand pricing focused on offering accessibly
priced basic skin care to the average middle-class In-
dian consumer between the ages of 25 and 5.4. This
strategy, called “mass-tige pricing,” resulted in prod-
uct price points that were above mass bu} below_ pre"s.
tige competitive product prices. Fullgwmg an mméxl
emphasis on offering high-quality, high-value prod—
ucts, Mary Kay introduced more te_chnologxcally_ a 4
vanced products that commanded higher price points.
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Direct selling sales percent of total
cosmetics/skin care sales

1136 1198

52%, 33%, 15% 43%, 39%, 18%
29.2% 29.0%

990 332

313 728

$950 $399

3.3% 30%

For example, the company introduced the Mary Kay
MelaCEP Whitening System, consisting of seven
products, which was specifically formulated for Asian
skin in March 2009. This system was “priced on the
lower price end of the prestige category with a great
value for money equation,” said Hina Nagarajan,
country manager for Mary Kay India.

Building a Sales Force

According to Adkins-Green, “Mary Kay’s most pow-
erful marketing vehicle is the direct selling organiza-
tion,” which is a key component of the brand’s
marketing strategy. Mary Kay relied on its Global
Leadership Development Program directors and Na-
tional Sales directors and the Mary Kay Sales Educa-
tion staff from the United States and Canada for the
initial recruitment and training of independent sales
representatives in India. New independent sales repre-
sentatives received 2 to 3 days of intensive training
and rter Kit that included not only products, but
also information pertaining to product demonstra-
tions, sales presentations, professional demeanor, the
company’s histery and culture, and team building.

“Culture training is very important to Mary Kay
(independent sales representatives) because they are
going to be the messengers of Mary Kay,” said Hina
Nagarajan. “As a direct-selling company that offers
products sold person-to-person, we recognize that
there’s a personal relationship between consultant and
client with every sale,” added Rhonda Shasteen. By
late 2009, there were some 4,000 independent sales
representatives in India present in some 200 cities
mostly in the northern, western, and northeastern re-
gions of the country.

Creating a Supply Chain

Mary Kay, India, imported products into India from
China, Korca, and the United States. Products were
shipped to regional distribution centers in Delhi and
Mumbai, India, where Mary Kay Beauty Centers
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