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INTRODUCTION 

Whenever Evangelia (Angie) Onassis Parlionas - a New York-based, 20-something-year-old - 

goes out for the evening, her “must-haves” are identification, money, and lip gloss. Angie does 

not like to carry a pocketbook so she asks other people to hold her things. When she needs her lip 

gloss, she has to track down whoever is holding it. When the night is over, she sometimes forgets 

to retrieve her lip gloss - then it’s gone. Because Angie frequently lost her lip gloss on her nights 

out, she constantly had to replenish her supply. Angie kept thinking it would be nice if there was 

an easier way to carry and keep track of her lip gloss. The seed of a new product idea was 

germinating. 

 

BACKGROUND 

Angie’s fondness for lipstick dates back to when she was a young girl. She would not go 

anywhere without it. Whenever she got into trouble and her parents needed to punish her, all they 

had to do was take away her lipstick. That was enough to get her to fall into line. Her parents’ 

attention, of course, was not limited to Angie’s attraction for lipstick; more importantly, they 

helped foster her entrepreneurial aspirations beginning in her childhood and continuing 

throughout her adolescence. 
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Angie grew up in an entrepreneurial environment. Her father is a Greek immigrant and her 

mother is second generation. They have been involved in many ventures, including a restaurant, 

pizzeria, maintenance company, garage station, night club and, most recently, a commercial 

contracting company. Surrounded by this constant and stimulating entrepreneurial influence, 

Angie knows the benefits of a good opportunity, hard work, and a “can-do” attitude.  “I was 

raised in an extremely motivated environment. There is no such thing as sitting around at my 

house. Both of my parents are hard workers and willing to take risks to succeed.” 

 

In her early entrepreneurial stages, Angie created a web-based artist management company 

called DJ Bookings, Inc., which organized and coordinated promotional events and negotiated 

event bookings between artists and hiring parties. Although Angie had a strong desire to be an 

entrepreneur, she understood the value of an academic background. She earned two degrees from 

St. John’s University, her B.S. in Psychology in 2001 and her M.B.A, with a major in 

Management, in 2006.  

 

Angie felt all was going well with DJ Bookings during her start-up stage. However, during an 

Entrepreneurship course, she undertook the task of writing a business plan for the venture. The 

market research performed, the business model analysis, and the financial projections led her to 

realize that the concept had limited opportunity. So she scrapped the idea.   

 

Angie’s entrepreneurial aspirations remained strong, however, and her interest in inventions 

blossomed. Working for a sheet metal company, Angie had a boss, Robert Baschnagel III, who 

enjoyed the process of inventing.  As her boss’s ideas formulated, Angie helped bring them to 

life by assisting with patent applications and the like. She, then, connected her new interest in 

inventions with her lip gloss quandary.  Angie thought, “It would be cool if I could clip my lip 

gloss onto my belt. No bag is needed to carry it. Even better, a string of some sort could be 

attached so the lip gloss would retract back to its home on my belt.” And the YOYO Lip Gloss 

idea was born.   

 

The question then became: “How do I turn this idea into a business, and will it be profitable?” 
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GROUNDWORK: MARKET ENTRY 

Armed with experience and education, Angie set about turning her idea into reality. Before 

jumping into her new endeavor, however, Angie knew it was wise to create a business plan. Her 

first step was to determine if she could enter the cosmetics industry. A new entrant in this 

industry will face many challenges, such as gauging consumer preferences, competing with 

large, established players, conforming to government regulations and gaining necessary 

approvals, and protecting her unique product design. Facing competitors like Bonnie Bell’s Lip 

Smackers, Lancôme’s Juicy Tubes, and Mac’s Plush Glass, Angie knew it would be no easy feat. 

 

Angie employed online resources to assess the industry – including US Fed News and Packaged 

Facts. She determined that the U.S. Cosmetics industry is a $35 billion market. Retail 

cosmeceutical sales have grown over the past few years and were expected to continue to grow 

for the foreseeable future. Angie saw this market growth as an opportunity for her to carve some 

space in this industry. Her research also revealed that the cosmeceutical retail market is divided 

into two sectors: mass retail and prestige retail. The mass retail sector, which includes 

supermarkets and drug stores such as Wal-Mart and Rite Aid, accounts for 61% of sales, while 

the prestige retail sector accounts for 39%. Prestige cosmetics are typically sold through 

department stores like Bloomingdale’s and high-end specialty shops such as Sephora. As the 

cosmetics industry continues to grow and consumers are looking for high quality products at 

affordable prices, “masstige” products are breaking through as a third market sector. As the name 

implies, masstige products are a cross between mass retail and prestige products. They are mass 

retail goods with prestige characteristics. Angie was excited. This category represented her 

opportunity. She wanted to offer high quality lip gloss through mass retail channels. Angie, then, 

asked herself, “How does the lip gloss market fair against other cosmetics? While the cosmetics 

industry is growing, is there room for me to enter into the lip gloss market, specifically?” 

 

With women striving for the natural look and young girls yearning to wear make-up, lip gloss 

has been the solution. Lip gloss is easy to apply and makes young girls feel like they are wearing 

make-up. It makes them feel important, popular, and adult-like. It provides women with the bit 

of color they desire to accentuate their lips without the appearance of wearing heavy make-up.  

Angie found from her research that North America holds 26% of the global color cosmetic 
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market share with both Asia and Europe leading with 33% and 31% of the market, respectively.  

Considering trends in consumer tastes, the U.S. market share, and industry growth, Angie 

believes she can enter the cosmetic industry with her lip gloss idea. 

 

Now, she must decide who her target market will be. Upon which female segment should she 

focus?  Census Bureau research reveals that in 2002 teens, tweens, and young adults represented 

27% of the U.S. population, or a potential market of 77.8 million (including both males and 

females).  Teen Market Profile 2004 expects the market of 12 to 19 year-olds to reach 33.5 

million by 2010. The U.S. Census projects the female teen, tween, and young adult segments 

aged 8 to 24 will reach over 34 million by 2010, a 0.7% increase since 2006. Angie also 

discovered that a significant portion of parents’ discretionary income is spent on their children, 

and is expected to increase to $175.6 billion in 2008. 

 

Since the average teen has a significant influence over household discretionary income and has 

personal discretionary income, the female teen has become a significant force in the cosmetics 

industry. Angie set her sights on the female tween, teen, and young adult segments, deciding to 

soft position YOYO Lip Gloss. She desires to target the teen population directly while also 

attracting the younger tween segments that tend to purchase products intended for older use and 

products purchased by their siblings. Later, she reasoned, YOYO Lip Gloss will expand into the 

young adult market segment using a more sophisticated version of the product – perhaps one 

featuring a Swarovski Crystaled reel.  

 

MAPPING THE COMPETITIVE LANDSCAPE 

While there are approximately 115 significant marketers of cosmeceuticals in U.S. mass retail, 

there are about 500 active marketers in this segment. As a result, the cosmeceuticals industry is 

highly fragmented. Angie thought to herself, “I see the open door.”  

 

Digging deeper, she found that a few players, including L’Oreal, Revlon, Proctor & Gamble, and 

Bonnie Bell, dominate the lip make up segment of the industry, controlling over 79% of the U.S. 

market. Moreover, there are only 19 active marketers that capture a significant amount of retail 

sales; all other marketers account for only 1.1% of sales within the lip market segment.    
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Viewed through a similar lens, the global competitive landscape presents a different picture; 40% 

of the market is controlled by five main players. They are L’Oreal, Proctor & Gamble, Estee 

Lauder, Avon, and Shiseido. These major players gained their significant market share mainly 

through strategic acquisitions. Angie recognizes that competing with such companies as L’Oreal 

and Proctor & Gamble will not be easy, but she believes she will be able to enter the U.S. market 

successfully – at least on a small scale at the beginning. 

 

FORGING AHEAD: YOYO LIP GLOSS’ COMPETITIVE ADVANTAGE 

In 2004, Angie incorporated a company called Peppermints Salon, Inc. Peppermints Salon is 

engaged primarily in manufacturing and distributing cosmetics to wholesalers, retailers, and 

direct to consumers.  This company owns and operates YOYO Lip Gloss.   

 

The unique design behind YOYO Lip Gloss gives Angie a competitive advantage since no other 

lip gloss currently provides this product’s ease of use.  Initially, lip gloss served as a purely 

functional product. In recent years, however, the product has undergone aesthetic 

transformations, expanding it into the category of a fashion accessory. Sellers became aware of 

new consumer requirements for lip gloss and met these demands by changing the traditional 

shape of the tube and encasements, using obnoxious colors and wild flavors, and adding shine 

and glitter for appeal. However, current lip gloss sellers have not quite introduced a lip gloss that 

combines the aesthetic uniqueness along with fashion oriented characteristics that allow ease of 

use and accessibility. YOYO Lip Gloss does just that; it serves as a fashionable retractable lip 

gloss that sits at the hip for easy access. The string extends three-and-a-half feet and retracts back 

to the hip (See Exhibit A - What is YOYO Lip Gloss?).   

 

Targeting the female teen market, Angie decided the initial launch of her product will include 

five different reels and lip gloss colors each with a yummy, high sparkle flavor (See Exhibit B – 

Colors and Flavors). The different combinations are: 

  Raisin’ the Roof Red  

  Pistle Packing Pink  

  Benjamins Buttaluv Brown  
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  Krakalakin Clear, and  

  Rowdy-Rowdy Raspberry   

 

Adding to the ease of use, YOYO Lip Gloss will have interchangeable reels so that the clip and 

the tube of lip gloss can be mixed and matched (See Exhibit C – Interchangeable Reels). Each lip 

gloss flavor is represented by a unique character of a different cultural background. YOYO Lip 

Gloss decided to implement a multi-cultural approach in order to be sensitive to consumer needs 

and reach a wide range of the female teen population. The nationalities of the characters are not 

explicitly defined, allowing them to be broadly applied. They represent multiple nationalities 

including African American, Asian, Caucasian, European, and South American (See Exhibit D – 

YOYO Characters). 

 

Not only do the characters represent different nationalities, they are also featured performing 

sporting and other activities that include skateboarding, dj-ing, break dancing, softball, dancing, 

and cheerleading. This makes it possible for consumers to relate to the product by nationality or 

by activity. The lip gloss packaging consists of an image of the character with a personal note on 

the back of the package directed to the consumer; this further personifies the character and 

enables the consumer to associate with the image. The YOYO package has been designed to 

promote a relationship between its characters and consumers (See Exhibit E - We Get Personal). 

To expand on the consumer relationship with the character, each YOYO Lip Gloss package 

comes with a trading card sticker (See Exhibit F – YOYO Trading Cards). The trading cards 

contain a picture of the character, the character’s name, title, age, weight, place of birth, favorite 

move, and wise words.   

 

YOYO Lip Gloss has a unique selling proposition because, currently, there is no product on the 

market that offers a retractable lip gloss. Therefore, first mover advantage will be established.   

YOYO Lip Gloss also provides a quality formula comparable to high grade prestige items. The 

reel is made to withstand rough use, providing durability. Therefore, consumers can use the 

product while engaging in the activities of its characters (See Exhibit G – Quality Formula and 

Durability). YOYO Lip Gloss strongly enforces its brand by interacting and relating to its 

consumers through the use of characters, trading cards, and packaging. Providing detailed 
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information about the characters allows the consumer to identify with them easily. At least, this 

is Angie’s strategy. She wonders, “Does the inclusion of the characters and activities provide 

YOYO Lip Gloss with a real and lasting advantage? Will this help increase the sale of YOYO 

Lip Gloss to the target market?”   

 

YOYO Lip Gloss is an innovative product protected by intellectual property rights that pertain to 

the use of the product and its brand name. Existing lip gloss has been transformed; it is now a 

convenient fashion accessory that can be attached to belts, key chains, necklaces, bracelets, and 

cell phones. The transformation of lip gloss was also aided by the use of different colors, flavors, 

and customer kits. Angie intends to revolutionize the product.    

 

Still she ponders, “Will the target market be receptive to the YOYO Lip Gloss concept? And 

when the product hits the market will YOYO Lip Gloss gain enough market share to survive and 

achieve profitability?” 

 

CUTTING THE RED TAPE 

With her creative concept underway, Angie needed to protect her ideas and future product. She 

realized that she would have to file for a U.S. and foreign (PCT) patent. She knew the efforts 

required since she helped her previous employer with patents for his inventions. Angie started 

her search through the website of the U.S. Patent and Trademark Office where there are 

databases of existing patents. She soon realized that this was a tedious task, especially since 

many images functioned improperly and took long to download. To facilitate her search, Angie 

purchased a program called Patent Hunter. This program, which costs approximately $90, allows 

an individual to search U.S. and foreign patents with the use of keywords, patent numbers, and 

patent authors. The search will reveal a list of patent titles, which an individual can quickly and 

easily download in a PDF document for review. Angie says that this program is “worth every 

penny.” 

 

After significant research, Angie determined that her patent was not within these documents. 

Because lip gloss is an established product and the retractable device concept already exists, 

Angie knew she had to file a utility patent, which is issued to the function of an invention (not its 
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unique design). Although both parts of Angie’s design exist separately, they do not exist together 

on the same product. She contacted her lawyers and filed a basic form explaining her patent. Her 

filing included a simple drawing. Her lawyers created the patent and it was filed (See Exhibit H - 

YOYO Patent). Although Angie received her filing receipt in short order, the process was far 

from over. She still needed to file a PCT (Patent Cooperation Treaty) patent and receive 

approval.   

 

The PCT does not provide an international patent.  Rather, the purpose of the Patent Cooperation 

Treaty, she learned, is to “[simplify] the process of filing patent applications, [delay] the 

expenses associated with applying for patent protection in foreign countries, and [allow] the 

inventor more time to assess the commercial viability of his/her invention.”1 Angie describes it 

as “a patent that provides a worldwide blanket.” “Under the PCT, an inventor can file a single 

international patent application in one language with one patent office in order to simultaneously 

seek protection for an invention in the PCT member countries.”2 The initial PCT and U.S. patent 

costs were approximately $10,000. 

 

Even though her patents have been filed, the USPTO still needs to approve them. This process 

can be lengthy and requires good communication. When a patent is filed initially, lawyers 

include as many claims as possible and broadly define terms. Angie’s initial claims did not 

explicitly state that the retractable device was directly attached to the applicator system.  The 

patent examiner requested that she define her claims explicitly and describe that the applicator 

was, in fact, attached to the device. Angie, initially, left this claim broad to allow it to apply to 

alternate designs; perhaps the lip gloss could rest in a case and the case could be attached to the 

reel. Through the patent examination process, some or all of the claims are eliminated. This 

becomes somewhat of a negotiation process. Angie became dissatisfied with her initial legal 

representation because she felt they were not communicating adequately with her. As a result, 

she hired new representation. To highlight the value of networking to an entrepreneur, Angie’s 

new lawyer is her mother’s doctor’s brother. Angie feels her new lawyer communicates well. 

They have gone back-and-forth with the examiner concerning a set of exceptions, and 

                                                 
1 http://www.uspto.gov/web/offices/com/iip/patents.htm#PCTApplication 
2 http://www.uspto.gov/web/offices/com/iip/patents.htm#PCTApplication 
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discussions are now in their final stages. Both Angie’s lawyer and patent examiner have agreed 

to the amendments made. In addition to her PCT and U.S. patent, Angie has also trademarked the 

YOYO name within the cosmetic industry, trademarked her logo, and trademarked and 

copyrighted all her characters. 

 

The USPTO is not the only governmental agency with whom Angie needed to interface; she also 

needed to work with the Federal Drug Administration (FDA) regarding her lip gloss formula.  

The FDA regulates cosmetics through the Federal Food, Drug, and Cosmetic Act (FDC Act) and 

the Federal Fair Packaging and Labeling Act (FPLA), which were created to protect the public 

from health dangers and misleading practices. Because of the FDA’s objectives to protect and 

inform the public, it created meticulous labeling requirements. While the FDA does not approve 

lip gloss and its packaging prior to its market release (with the exception of color additives), it 

does pursue violators. It is up to each individual releasing a product to make sure he/she is within 

FDA guidelines. This can be a cumbersome task.   

 

Angie soon became aware that the assistance provided by the FDA was minimal. She had to 

contact the FDA office numerous times and describes the experience as “challenging, yet very 

educational – kind of a test of one’s perseverance.” As a result of the strict guidelines set forth by 

the FDA and limited assistance provided by their office, Angie enlisted the help of an 

independent agency called the Cosmetic, Toiletry and Fragrance Association (CTFA), which was 

created with the support of the FDA and the Consumer Federation of America (CFA). This 

organization publishes a book titled The International Cosmetic Ingredient Dictionary and 

Handbook, which provides a list of proper ingredient terminology  needed for labeling purposes, 

and the CTFA Labeling Manual, which explains FDA labeling requirements in an orderly and 

complete manner. Angie purchased both of these references. Due to the FDA guidelines and 

Angie’s desire to bring a quality product to market, she hired a U.S. chemist to develop the 

YOYO Lip Gloss formula.  

 

After all this effort and expense, Angie still wonders whether the patent, trademarks, and 

copyrights will be enough to protect her ideas and product? Will the larger companies in the 
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industry be able to circumvent these protections and produce a similar product? This remains a 

major concern as the venture moves forward. 

 

CROSSING THE PACIFIC: A TRIP TO CHINA 

After developing her concept and seeking legal protections, it was time for Angie to consider 

strategies to manufacture her product. Her first instincts were to have the lip gloss and reel made 

in her native U.S. As she researched and pursued U.S. manufacturing opportunities, she 

discovered that manufacturing her product would not be a simple task. The U.S. manufacturers 

that she contacted seemed to resist her product customization ideas. For example, they placed a 

limitation on the color of the reels and prevented her from altering the reel to fit her invention.  

Angie began to wonder if the people she was contacting were actual manufacturers. She 

suspected that they were U.S.-based representatives of foreign manufacturers – and that they 

preferred to sell her an existing product that they were sourcing from others.    

 

After receiving many roadblocks from U.S. manufacturers, Angie decided that attempting to 

make the reels in the U.S.  was fruitless.  She felt that U.S. manufacturers could not (or would 

not) work with her on the specific product design she wanted. They also made the ordering 

process difficult. Angie says that the U.S. manufacturers “were limiting and difficult to work 

with.”   

 

Now that Angie decided not to make the reels in the U.S., where was she going to manufacture 

them? She found it convenient to use Alibaba to locate and communicate with suppliers in 

China. “Alibaba.com Corporation is China's leading e-commerce company, operating the world's 

largest online marketplaces for both international and domestic China trade.”3   

 

Via Alibaba, Angie identified a reel manufacturer in Ningbo and a lip gloss manufacturer in 

Yiwu. She conducted some introductory meetings with them via email yet did not feel 

comfortable ordering from companies with whom she was not personally acquainted.    

 

                                                 
3 www.alibaba.com/aboutalibaba/index.html 
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In her contacts with some Chinese suppliers Angie heard about the Canton Fair.  Her Alibaba 

contacts indicated they would be attending. The Canton Fair is a very large tradeshow where 

Chinese manufacturers and international trade companies exhibit.  Angie decided it was time to 

make the trip to China to meet her manufacturers of choice and perhaps alternate manufacturers 

at the Canton Fair. Angie planned a trip to Guangzhou.  Arriving in China, she thought, “This is 

going to be an experience; I am meant to be here.”  

 

There were over 100,000 exhibitors at the Canton Fair featuring a wide variety of products - 

from hair ties to huge stone monuments. Angie, who was accompanied by her mother on this 

trip, visited dozens of exhibitors.   After the fair, Angie felt that China offered a tremendous 

opportunity to manufacture her product. Because she had originally researched manufacturing 

her product in the U.S., Angie noticed significant differences in U.S. and Chinese trade shows. 

Exhibitors in China were not hesitant to give pricing information on the spot, even for a custom 

item such as hers. Assisted by an interpreter, Angie was able to explain her idea and product and 

receive price quotes at the fair. Exhibitors seemed to be very interested in foreign attendees - and 

did not give much attention to locals. The exhibitors at the Canton Fair also dispelled any 

concern Angie had over who was going to be the actual manufacturer of her product. The 

Chinese exhibitors were, without doubt, the actual manufacturers, and they were willing to work 

with her to finalize her designs. Angie claims she “discovered a whole new world” in China. She 

says, “The Chinese are motivated, hard working people. You can see that they are eager to make 

deals and they want to succeed. They are also a pleasing culture and want to make their 

customers happy.” 

 

After the Canton Fair, Angie and her mother traveled to Zheijiag where they met with their 

manufacturers of choice. Their first stop was a cosmetic factory located in Yiwu. Next it was on 

to Ningbo to meet the reel manufacturers. These personal contacts and visits to their facilities 

affirmed Angie’s decision to manufacture in China.   

 

Angie describes China as her land of opportunity. The Chinese manufacturers provided her with 

the means to bring her product to market. Upon invitation to visit their manufacturing facilities, 

Angie was surprised to see that much of their equipment was hand-operated. She was expecting 
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more sophisticated technology. She was told that “they cannot automate their production because 

so many of their people will have no jobs.” Regardless of their production process, Angie was 

assured the job would be accomplished.   

 

With confidence and excitement, Angie completed her 10-day sojourn to China. She felt that she 

had attained the means to produce her product. “Since I returned from China, I look at life 

differently,” Angie says. “I feel like anything is possible. I have a better understanding of how 

things are made from scratch.” Angie could see her idea coming to life, moving from a drawing 

to a tangible product. 

 

HURDLES TO OVERCOME 

Angie found that her Chinese manufacturers offered very good prices compared to those she was 

quoted by American producers. In fact, her China experience gave her confidence that she could 

keep her prices fairly low in the U.S. market and still make a good margin that would help her 

meet her profit goals. Her “masstige” product strategy seemed feasible. 

 

However, she had not yet sailed into calm waters.  Manufacturing overseas exposed YOYO Lip 

Gloss to a new set of issues, such as communication and quality. Instead of dealing directly with 

China, Angie could have opted for a broker or a full-service U.S. outsourcing firm to assist her 

with product manufacturing. Many companies decide to use outsourcing firms to minimize their 

issues in dealing with Chinese organizations, but Angie never thought about using a broker.  Yet, 

in dealing with her Chinese manufacturers, she understands why many companies decide to hire 

a broker or an outsourcing firm for assistance.   

 

Communicating directly with Chinese manufacturers can be a task in itself. There are 

considerations of cultural, language, and time differences. Angie found out firsthand just how 

difficult it can be to deal directly with a company overseas. She learned it is imperative to 

understand every aspect of the company with which you are dealing. It is not as simple as 

picking a firm and hoping for the best. Chinese manufacturers are making Angie’s product from 

scratch. They are not modifying an existing product. Angie needed to be involved in every aspect 
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of the manufacturing process to ensure that her product was being made with the high quality she 

demands. 

 

Learning about manufacturing techniques presented quite a challenge. Since she had no 

experience in manufacturing products like her reel or her lip gloss container, Angie was not 

aware of the mold-making process or what materials were needed to mold her product.  Working 

closely with her manufacturers in China, she now understands the process of making a mold and 

is quite knowledgeable about 2-Ethylhexyl Palmitate, a skin conditioning agent used in cosmetic 

formulations. Angie found it necessary to stay in constant communication with her 

manufacturers because she discovered the conception of quality can be quite different in China. 

She needed to be assured that her manufacturers were abiding by U.S. laws and meeting the 

stringent demands of U.S. consumers.  

 

For example, Angie ran into a quality issue with the tube for her lip gloss. When she received her 

first samples, she noticed that the lip gloss tube was not top quality. Her manufacturers in China 

used a low gauge plastic, which made the lip gloss tube feel thin and look cheap.  Angie did not 

want to pass these impressions onto her customers. She contacted the manufacturers and new 

samples were made with better quality plastic.   

 

Angie also ran into quality issues with her reel. The original samples included a clip that was not 

sturdy enough for its intended use. And because Angie’s idea required durability (so that the 

product can be worn while engaging in the strenuous activities of her characters, like dancing 

and skateboarding) Angie knew that she could not approve the sample. Additionally, the yoyo 

retraction was not working as she had intended. This required her to go back to her 

manufacturers as well. These quality issues ultimately delayed the manufacturing and release of 

her first batch of products. 

 

After the manufacturers fixed the retractable reel and the lip gloss tube, Angie thought 

production could finally get underway. Unfortunately, she ran into another hurdle. She noticed 

that her sample lip glosses were unstable. That is, the original taste of the formulation changed 

over time. Angie contacted her manufacturer to discuss her finding. She was informed that the 
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lip gloss needed to set for one month. Angie very well could have continued with production, but 

she decided against that. She wanted to make sure the lip gloss flavor and texture retained its 

quality after the one month period. This further delayed Angie’s release of her first production 

batch. This delay is part of Angie’s learning curve. She was not aware that the lip gloss would 

change over time and that it required time to set. Had Angie known, she would have taken this 

time into consideration when planning her production process. 

 

Angie was also especially concerned with her lip gloss formula due to the strict FDA guidelines.  

She did not want to release a product to the market that was in violation of these rules. This 

presented another significant challenge. The names of ingredients in English and Chinese are 

different. She had to constantly monitor the ingredients of her lip gloss, making sure her 

manufacturer in China was following the formula developed by her U.S. chemist.  

 

Even though Angie encountered many hurdles in her production process, she was fortunate to 

have manufacturers who understood the importance of communication. Some communication 

barriers did exist because of the global environment, but both Angie and her manufacturers 

worked to minimize them and stay in constant communication. Angie would email her 

manufacturers at night and by the next morning she had her answers. Angie and the 

manufacturers worked to keep the lines of communication open and both remained focused on 

the goal, to make YOYO Lip Gloss a success.  In summary, Angie explains: 

 

Hiring a broker to conduct my business in China may have been less hassle than 

directly working with my manufacturers. However, since I completed the tasks 

myself, I now understand every aspect of my business. No one cares more about 

YOYO Lip Gloss than I do; I know that all tasks have been performed to my 

standards and all safety and quality precautions have been implemented.   

 

I have full control over my entire business and manufacturing processes; I do not 

have to depend on a broker to make my next move because I am aware of each 

production step and have close relationships with my suppliers.    
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Manufacturing in China has kept YOYO Lip Gloss’s costs low. Thus, I will be 

able to pass these savings onto the consumer, retailer, and salespersons so that all 

can benefit from this product. In addition, low manufacturing costs will enable 

YOYO Lip Gloss to fulfill a company goal – to establish the YOYO Foundation, 

which will use a portion of the profits to assist children in need, in the U.S., as 

well as abroad.   

 

As I look back, the only thing I would want to change is the knowledge that I 

have gained through this journey. I have learned so much. But that is part of the 

thrill - learning, growing, and changing. I enjoy figuring out how to complete new 

tasks and making old tasks easier to perform. If I had the knowledge I now have, 

it would have made life easier and the process much faster, but it is all part of the 

learning experience – it’s part of life.  

 

Now that Angie’s idea has taken form and YOYO Lip Gloss is in production, how will she get 

her product into the hands of her target market? 

 

REACHING THE CONSUMER AND BEYOND 

With production underway, Angie needs to implement her plans to market and sell her YOYO 

Lip Gloss. Angie used various outlets to gather information to assist with developing a marketing 

and advertising strategy. Among these sources were Teen Market Profile, Packaged Facts, and 

Media Post Communications. Angie learned that the three major ethnic teen populations are 

African Americans, Asians, and Latinos. Based on this information, the YOYO characters’ 

personas were created. Angie also determined that popular venues for female teen shoppers are 

shopping malls/centers and discount stores.  How will this information benefit YOYO Lip 

Gloss?  Angie wonders whether she should coordinate in-mall events to increase awareness of 

her product. She also must decide which promotional and advertising approaches will offer the 

greatest benefits to YOYO Lip Gloss. 

 

Angie plans to distribute her product through various channels including general merchandise 

stores as well as apparel and accessory stores. An independent sales force will be used to 
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promote YOYO Lip Gloss in these types of establishments. Consumers can also purchase YOYO 

Lip Gloss directly through the web.  

 

Angie is waiting for her first shipment of YOYO Lip Gloss to be loaded onto its shipping vessel 

before contacting potential distribution channels. This strategic decision was made due to 

industry giants Angie will be combating within the lip gloss sector and because she does not 

want to distribute a sub-par product or make a delivery commitment to her distribution channels 

that cannot be met. Angie wonders how this decision will impact sales of YOYO Lip Gloss. She 

could have marketed her product to her target stores before shipping the product to the U.S., but 

she felt that was too high risk a strategy. She sought the comfort of having a completed 

production quantity of high quality product in her possession before launching her sales efforts. 

Still, her decision to postpone her marketing efforts may leave her with unsold inventory, 

creating excess carrying costs and thus delaying the success of YOYO Lip Gloss. 

 

Once Angie distributes her initial product she needs to consider how she will grow her business. 

Is one product enough to remain competitive in the market? Angie is preparing to extend the 

YOYO Lip Gloss product line soon after its launch.  In Phase II, YOYO Replacement Tubes will 

be introduced enabling consumers to refill their lip gloss without repurchasing the entire YOYO 

package (See Exhibit I – YOYO Replacement Tubes). Angie believes that the YOYO 

replacement tubes will generate additional revenue for retailers and help establish customer 

loyalty.   

 

In Phase III, YOYO Light up reels as well as the next set of YOYO characters and colors will be 

introduced, followed by Phase IV, which will feature the YOYO Light Up Replacement Tubes. 

In Phase V, YOYO Lip Gloss will introduce the YOYO Wallet which will also serve as a case 

for the reels, tubes, and trading card stickers. In Phase VI, Angie’s product line extension plans 

include a modified YOYO Lip Gloss whose target market will be young adult females. This 

modified product will be a variation of her current lip gloss, and it will target prestige outlets 

such as Sephora.   
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Angie is also considering ideas such as theme packages which will help boost holiday sales and 

eventually a new product line. Developing a group of related products can help solidify Angie’s 

position in the market. She knows that she needs to introduce her product line extension at the 

right time to provide her company with more opportunity for growth. She needs to conserve her 

initial capital and be careful not to overextend herself. Right now, Angie remains focused on 

making the initial launch successful. 

 

Often Angie wonders, “What other product line extensions are possible?  What other markets 

can I attempt to penetrate?  What types of products should I introduce?  And when would be the 

best time to introduce related products and new product lines?”   

 

Currently, Angie’s parents are her sole financiers. She wonders if it would be beneficial for 

YOYO Lip Gloss to take on additional investors to help expand her product offerings and to help 

finance her distribution strategies.  If she does seek additional investors, who should she look for 

and what type of deal should she offer? 

 

I am fortunate to have a supportive family and a sound educational background. 

Both have prepared me for the tasks I now face. Wonderful teachers have truly 

inspired me, impacted my life, and contributed to my future success.   

 

This experience has been a journey. What once started out as a new concept salon, 

evident in the company’s name, Peppermints Salon, germinated into an idea that 

will shake up the teen cosmetic industry. 

 

I have learned that with current technology, the whole world is your market place. 

Anything is possible. From your home office in New York you can buy from 

China and sell in Mexico. You can have salespeople all over the world and unite 

them under one simple online system located on your desktop.   
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Manufacturing in China has enabled me to hold my costs down. By doing this, I 

can better contribute to the economic welfare of people who have interest in my 

company, including end consumers.  

 

I have learned that excellent supplier relations and open communications are 

essential to a healthy company.  If you understand every aspect of your business, 

you will be free to pick and choose your suppliers when necessary.  

 

In life, it is easy to be diverted.  It’s important to stick to your vision. When I 

began this project, I had two jobs, and was an MBA student at St. John’s. 

Between full time employment, school, many hours of homework, and a social 

life, it was easy to get side tracked.  

 

There were many setbacks due to the level of quality I sought. It would have been 

easy to accept a less-than-perfect formula, a low gauge plastic tube, a poor quality 

reel, and lower quality packaging. All these decisions set back my production 

schedule, but I insisted on a high level of quality for YOYO Lip Gloss.   

 

There is a lot to learn within this industry, and no one spells it out for you. There 

are many fine lines when it comes to the FDA’s packaging and formula 

guidelines, importing laws and regulations, and then implementing your own 

standards into your product.   

 

I am very excited about the future of YOYO Lip Gloss. Our next step will be to market 

the product effectively and build relationships with our future clients.  
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Appendix 

Exhibit A:  What is YOYO Lip Gloss? 
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Exhibit B:   YOYO Lip Gloss Colors and Flavors 
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Exhibit C:  Fun Interchangeable YOYO Reels 
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Exhibit D:  YOYO Characters 
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Exhibit E: We Get Personal  
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Exhibit F:  YOYO Trading Cards 
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Exhibit  G:   Quality Formula and Durability   

  
 



26 

Exhibit H:   YOYO Utility Patent  
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Exhibit I:   YOYO Replacement Tubes  

 


