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Strengths
1. Ethical and sustainable business policies with a promise of a strong brand image.
Sustained consumer base owing to premium quality products, non-tested on animals, and products that are not hazardous to the environment.
2. Established stores around the world that make them have many branches in many countries (Gelderman et al., 2021).
Weaknesses
1. A higher price structure compared to similar brands that are available in the ordinary market.
The different varieties that it takes to individual product lines can become limited and thus, stagnant.
2. High reliance on the physical stores infrastructure which can be expensive to run.

Opportunities
1. Higher awareness of ethical and sustainable products among the buyers (Tozanlı et al., 2020).
Marketing strategies are important when managing companies especially in their expansion into emerging markets and online sales platforms.
2. Social media promotions that integrate with influencers and programs to encourage green consumerism targeting young consumers.
Threats
1. Competition from similar luxury brands with comparable ethical positioning, and mainstream brands.
2. The adverse economic factors that influence the consumer purchasing power.
Shifts in the regulatory environment and disruptions affecting supply chains for the ingredients.

Retail Industry Challenges
Some of the challenges that retailing sector is encountering include growth of e- retailing, emergence of new customer expectations which entails one on one interaction as well as pressures towards Sustainability. There has been noticed decrease in the physical traffic to stores; on the other hand, requirement of improving and strong online selling capability is emergent issue, as well as cybersecurity measures (Goldman et al., 2021).
Recent Retail Changes
Retail is maturing with an elaborate focus on the omnichannel, bridging consumers’ digital and physical worlds. New consumer data-driven personalised service through data analytics and AI as well as DTC brands have become paths to shift consumer expectations and buying culture.

Benchmarks from Similar Retailers
Lush is a cosmetics company that has positioned itself around the ideas of handmade, natural cosmetics; the company contains a significant amount of space to provide for unique in-store experiences and engages its consumers through digital media as well (Tozanlı et al., 2020). Sephora shares more advanced technology strategies used for shopping personalisation and highly effective customer-loyalty rewards programs. Engagement with customers and attempts at demonstrating or ensuring ethical retailing are the strengths of both the brands, which place a great deal of importance over sustainability and social accountability.
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