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GET SEXY LIPS

& FRESH BREATH

WITH E.LF’S STUDIO MINTY LIPGLOSS AND
BE ULTRA KISSABLE AS THE

“SEXIEST MOUTH IN AMERICA”!
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Base Major Contractor Small Decorator Firm
E=S: il FERELRE /NSRRI AE]
Size of firm 200+ 1-5
(e SIOP AN

Size of purchase

Industrial scale, larger pack size
professional

Domestic scale, smaller pack size

it BT - RO EEE BB
Specification Professional From client, usually a homeowner
FrE B2 LIEF T

Distribution channel
TriHRE

Direct from supplier

B ER e

Builders or decorators’ merchant
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Purchasing function

PRIEHIAE

Professional buyer direct to supplier
R R E s e

Owner / manager through merchant
/A A E R PR

Lead influence on purchase decision
s BB R ENRER

price and cost analysis
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Client specification and brand loyalty
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