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Workplace Culture and its impact on Organisational Efficiency

Language- 
Language is used to develop and understand in order to work together in an organisation (Brown, p.16) it is used to communicate with their internal and external audience, it is a primary way organisation interact with other organisations. How language used is important as through language LUSH can understand how their employees think and feel about work activities and can have the ability to express ambiguous situations and problem where everyone can understand. The language used at LUSH can send vital messages to their subordinates and encourages employees to think and act in a particular way, it helps staff to understand what is required and expected, what the norms and values of the organisation and how to comply with them (Brown, p. 295). The language used by Lush plays an important role in the way they perceive and communicate with the world and the message they want to spread about animal cruelty (Mullins, 2013, p. 210). LUSH use words like …
Naked- As the company stands for ethical, vegetarian and fresh they use sustainable products, so customers know what to expect when purchasing from LUSH. Most of their products on the shelves are naked without any sort of packaging they use this style to eliminate unnecessary waste and stay true to their sustainable efforts (Simmons, 2017) (Ellis, 2009), however they do use some plastic, they also use Paper bags and materials to wrap some of their products which is environment friendly (Andrade 2012), they believe keeping things simple and eliminating wasteful packaging they provide their commitment to both sustainability and environment responsibility and ensures customers pay for the ingredients and not the distractions on the outside. 
Natural- LUSH uses and promises that their products are from natural ingredients for its products to be in line with its ethical standards, LUSH have stopped using certain ingredient e.g. free-range eggs as LUSH’S ethical director Hillary Jones explains it goes against company’s core belief (independent, 2019)
 
Fresh & Handmade- Fresh is at the core of who they are, they use fresh ingredients, fresh inventions, fresh campaigns. Lush products are made by hand, fresh every day, their products are 100% vegetarian and 80% vegan. Lush believes that fresh and natural have an honest meaning beyond marketing. (LUSH 2002/2019) 
#lush community- LUSH involves the community with campaigns to make a bold statement about their values and beliefs (Kahraman 2016) and buy from small- scale producer groups to give them the opportunity to drive positive change and form relationship with people all over the world, the team travel worldwide to see if there is fair working conditions for the growers and producers and they believe what they buy should have a positive impact on the community from which they are harvested (LUSH, 2002/2019)

Cruelty free- LUSH refrains from any animal testing and advocates for animal right by not buying their products from suppliers who test on animals, they believe in making effective products from fresh organic fruit and vegetables and finest essential oils as they believe this will attract more customers, every year LUSH gives prize award to initiatives working to end the use of animals in toxicology testing for consumer products and ingredients  (LUSH 2002/2019) (Ram, R 2015)


Symbols  
According to an influential sociologist Durkheim (Brown, 1998, p.4) symbols is an important means of understanding social reality, symbols in an organisation reflects the underlying aspects of culture and represents the organisations values. Symbol reveals the unconscious feelings and images that are inherent in the organisation, symbol is used at LUSH to build the company brand while organising and defining the workplace. At LUSH their symbols have a major influence on the day to day operations and the way their employees interact and carry out their duties, symbols used in LUSH is a device which helps to comprehend the organisation in terms of specific vocabulary (Brown, 1998, p.10). 
Visual- Logo- ‘fresh and handmade’ LUSH logo is simple yet very informative and powerful. The symbol unifies and represents their brand, their logo always appears with the tag line “Fresh handmade cosmetics”, the design and bright colours inside coveys the values of creativity and imagination to LUSH and people working in it (Kahraman 2016).

Look of the store- 
LUSH symbol is the way the store is laid out with natural colourful interior and wooden shelves, the chalk board style has become one of their top signature brand signifiers. They believe the minimalistic and simple inertia allow the strong smelling, colourful, naked products to be the main attraction (LUSH 2019)
Uniform- Staff uniform is a symbol which helps to create a special identity for the team that work for LUSH (Mullins, 2013, p. 299), they wear apron which help customers feel that the staff are ready to give the service the customer wants.
Social media- As LUSH do not advertise they rely on word of mouth marketing, previously social media became important to them and they believed it was a way to connect with their customers, LUSH have had their own blog where they shared their products, values and how they contribute to make the world a more ethical place. As marketing professional Harry Blamire once stated:
What you get out of social media is equal to what you put into it and because our business is built largely on word of mouth, and we don’t use advertising the use of Facebook and twitter has been vital to us. People in our industry who do not get on board with social media are at risk of getting left behind (Kahraman 2016)  

Power Structure of lush- Power structure is the influence between an individual within any selected group of people which captures the way in which the power is distributed between such groups some powers may be based on management position and seniority (Mullins, 2016, p 544) (The Audiopedia 2018)
At LUSH they give their staff the freedom to access leaders in the company, virtually everyone can have a conversation with the CEO Andrew Gerrie or the founder and MD Mark Constantine as they are actively involved in the workplace. The board of directors make the final decisions for the company, however employees at Lush can have influence over the final decision if it involves them, this allows employees feel motivated and a sense of belong in the company (Dean, LUSH UK Customer Care, 2019).
Also, at LUSH everyone in the company and customers have the influence on the decisions as more research suggests ethical issues are more important to consumers when they are shopping. The Consumers have more power over what is produced and how it is sold e.g. plastic packaging hence LUSH gives them the option of naked packaging. 
The directors at LUSH make decisions based on ethics, the needs of the business, customers and staff feedback. Lush is a very transparent company nothing is hidden from customers and staff (Dean, LUSH UK Customer Care, 2019)
Ethical- Through their product packaging and marketing and how LUSH sources their material and behaviour of employees became one of their propositions to customers. Their sign itself tells their customers that they are an ethical organisation, they concentrate more on the contents and spend less on packaging, they understand they don’t offer best prices but their behaviour of being ethical is a selling point for the consumers/customers (LUSH 2005/2019).
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