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The purpose of this essay is to understand the workplace culture and environment of the chosen organisation with the combination of the internal and external factors. Lush is a global retailer that sells handmade cosmetics and other beauty products stated Loeb (2017), founded in 1995 by Mark Constatine and Partners. Lush products are suitable for vegetarian’s and 80% for vegans, the company are strictly against animal testing and use produce purchased from local farms. According to Gunner Cooke (2018), Lush provide cultural approaches to expertly craft customer service such as, showing benefits by telling customers, making feedback easy and making customers feel special, this will be looked at with further details. 
The culture of the organisation displays the character and personality stated Chartered Management Institute (2015), if leaders have a good understanding of these cultures that are made up from values, belief and attitude, better strategy can be put in place to reach goals. Organisational values highlight the core ethics a company stand by explained Work Logic (2019), which guide employees to give best efforts and restrain from bad actions, a clear strong value create positive workplace behaviour and culture. 
Hiring the best people for an organisation is not enough to lead a company into a bright future stated Hsiung (2019) rather, what keeps an organisation in shape are the values, belief and attitudes. Organisation that understand the principles of the community can aid to create vision and direction for the employees and leaders. Individuals that have belief in those values will show through in the attitude which will also contribute towards the company goals.  
The importance  of workplace values include being accountable, take responsibility, attract other employees and customers, making a difference, reaching goals and measuring performance, meeting deadlines, being tolerant, maintain discipline, set the tone for company culture, respecting policies, rules and others (Wise Step 2019). According to Mind Tool (2019), to align values of the organisation with the employees, the company must recognise own core values. Steps can be taken during interview by asking questions focused on the company’s values. Role play can help create scenarios related to values to analyse actions and work history can highlight the previous values worker has been exposed to.
The pestle analysis is a framework that looks at the micro-environmental influences of a business which identifies key factors that can affect the business directly or indirectly, this model can aid with brainstorming different strategies (Perera 2017). Applying the pestle on Lush will give an insight on the external environmental issues. 
Political:
There are 600 Lush stores across 46 countries such as Japan and Russia as Lush is a UK based privately owned company, Lush must also comply with the legislation where the store is based. Although the government taxation and trading policies are different and may change in the future, Lush will have to adjust to these changes (Korostelev 2019). According to Copp (2017), Lush stores in the U.S revealed how the company will be monitoring Donald Trump’s new administration on the U.S market which can affect customers sentiments due to the political factor. 

Economic:
Lush is looking to expand outside of the UK due to the uncertainty of BREXIT stated Slawson (2017), the government has not planned a viable exit strategy leaving Lush with no clarity as 20% of the staff are not British Citizens. Lush has already given staff positions to work in Lush factory in Germany and will continue to look after and invest in staff in the current political climate. According to Prezi (2019), raw materials cost will increase as a result of rising price and staff cost leaving UK businesses making an operating loss. 
Social:
The men segment is more interested in purchasing Lush products explained Encarnacion (2015), as Lush has made consumers more aware of personal hygiene and the importance of health. The company offer products for men’s grooming and maintenance products for facial hair stated Lush (2019) making men care more acceptance. According to Laberge (2019), Lush also host different campaigns around the world to create change, recently the company campaigned against death penalty by providing petition, Lush also designed and sold specific bath bomb named “31 states” along with employees promoting customers to support this factor in store. According to Kleinman (2019), Lush will be closing many social media accounts as the company is tired of fighting with algorithms. Lush also don’t want customers to limit contact in one place rather have social placed back on the hands of communities. 
Technological:
Lush introduced a till system replacing the regular tills which is an Android powered tablet, this gives the ability for employees to walk around the store allowing customers to checkout without having to que, this innovation has increased profits by 20%. The company are also looking at customers accessing wish list providing a detailed receipt (Gilliland 2018). According to Vizard (2018), the till system focusses on digital ethics by concentrating on software, hardware and data management aligning it with the purpose of the brand. 
Legal:
Lush is prohibited to test products on animals stated Le Tinivez (2015), as according to Lush (2019), the legislation of fighting against animal cruelty in Britain was later passed onto Europe as the public became more aware of animal testing. 
Environment:
Although Lush policy is against animal testing Lodhi (2019) explained, some products still contain harmful preservatives such as, parabens and parfum as these substances can serve as a euphemism for myriad nasties. All products are not completely suitable foe vegans as some contain milk and beeswax, Lush also is not entirely package free as customers need to use tubs to purchase some products along with placing raw bath bombs in cellophane that then is placed in paper bags.   
A cultural web analysis is a paradigm consisting of six elements developed by Gerry Johnson and Kevan Scholes in 1992 explained Tools Hero (2019), which display the organisations culture. Each section displays how the organisation interacts and how work is done exposing the cultural structure along with relating with cultures that exist outside of the organisation, by analysing these factors an organisational culture is formed. This analysis shows the negative and positive impacts and gives strategies on how to work with other organisation cultures.
In applying the cultural web on Lush the stories expose how undercover police formed deceptive relationships with several members even fathering children to just mysteriously disappear stated Saner (2018), this happening led Lush to launch a campaign called spy cops putting slogans on shop windows saying ‘paid to lie’ and ‘police have crossed the line’. According to Hall (2018), the term spy cop is referred to the metropolitan police demonstration squad which is an undercover spy placed in many organisations taking part in a special task. Lush then felt being a global campaigning company it was important to bring awareness, the public reacted in an outburst and felt it was an attack towards police in general. However, according to BBC News (2018), a former animal rights activist and a victim of the spy cops who also had a baby with the undercover officer stated, how Lush was using the story of the scandal to sell Lush products, this was a marketing strategy rather than bringing justice and demanded an apology for the unethical behaviour. 
How lush is affected internally due to this story can be done by brainstorming using the Fishbone analysis, according to Rouse (2019), this is a framework developed by Kaoru Ishikawa. The diagram is in the shape of a fish skeleton, the smaller bones branching out identifies internal problems and the root causes. In analysing Lush, the fishbone head would be titled Lush Culture, the first bone branching out would be Lush story, the first point highlighted by Evans (2018) states how the spy cop campaign posters had to be removed due to the safety of staff. Employees had been intimidated by officers and feared for safety along with the company being criticised by the home secretary influencing the company’s cultural reputation. 
The second element of the cultural web is symbol, according to Beccarohlk (2016), the logo of the brand is black and white with the company’s name, Lush wants the attention to go on the bright and vibrant products exclusively and want the symbol to be perceived as high quality product, Lush is also following the competitor’s Sephora’s brand colour choice. However, Gibson (2016) explained, that Lush main trademark is the scent that greets people from outside. 
Looking at the third element of rituals and routines, Lush behaviour reflects within the policies as according to Lush (2019), Lush ensures sourcing the finest ingredients and natural raw materials. Lush follows the routine of not testing on animals and believes that products are for humans and should be tested only on humans. Lush has also taken a stance on fair trade and use farmers that are environmentally friendly along with trusting suppliers and providing good working conditions and fair pay, this highlights what ethical stance Lush has displayed. 
Using a bone branching of the Fishbone analysis under policies highlighting internal factors, according to Lodhi (2019), Lush may be using ethical stance, however, some products are found with harmful preservatives such as parabens and parfum, these chemicals can disrupt hormones causing breast cancer. The company may be against animal testing but still not suitable for vegans as milk and beeswax still present in products. 
The power structure of Lush displays the social power of the company as according to Saraogi (2019), Lush has decided to quit social media channels to connect with customers. Although social media is a great marketing tool, Lush felt this decision was vital to have real conversation and make noise using voices and was also tired of fighting with algorithms. However, Handy model of organisational culture developed by Charles Handy and Roger Harrison, consist of four cultures explained Business Ball (2019), these are Power, Role, Task and Support Culture. The power culture found comes under Handy’s task culture as Tutor2u (2018) explained in a video, a task culture forms when teams are formed that can address a problem and find solutions such as tackling with the social media issues and together deciding that voice is more important rather than digital contact. 
Lush’s organisational structure displays the power and influence as Lush (2019) stated, the company is based on partnership as Lush is privately owned with small shares. Lush gives management the power to make decisions that are implemented straight away as the company use a flat organisational structure. This structure lacks bureaucracy of a multi-layered company structure and is best implemented on small organisations. This culture comes under Handy’s power culture, Fashionista (2019) explained, customers are constantly demanding better and more products from Lush, the company seeks information from customers of what requirements there are for ingredients and ethical products are purchased so customers can trust Lush. Ultimately the influence come from the customers to produce goods.
The control system of Lush reveals how permanent staff receive voluntary living wage which increases 3,555 employees wage to £8.45 per hour from £7.40 stated Scott (2017). Voluntary living wage is paid by employers voluntarily which is calculated according to living cost and is available for retail and manufacturing staff, however, international employees pay rates will continue to be reviewed. Maternity will be enhanced by allowing six months of full pay and paternity for four weeks along with 20 hours of childcare funded for 46 weeks for returning staff. According to Indeed (2017), employees talked about how all staff were treated equally, many benefited from team challenges and prizes along with receiving free products to test, staff praised about training provided with good working hours and 50% staff discount.  
The control system also comes under Handy’s Power Culture as Tutor2u (2018) explained, the power of individuals within the organisation helped influence the decision of Lush offering these rights to give living wage to workers voluntarily. According to Scott (2017), this is accredited by Living Wage Foundation and helps to tackle the problem of living a life with dignity, Lush being a responsible business understands minimum wage is just not enough. 
The belief, values and attitude of workers align well with the organisation as Lush. (2019) stated, products do not have any animal fats as the company is against animal testing making items suitable for vegetarians and some products for vegans as Lush believe this is an unethical behaviour.
The company follow the belief of treating all staff fairly and respectfully stated Lush (2019), this is displayed in the attitude through the policies held which are, no staff will be employed at zero hour contract, staff are paid statuary minimum wage and there is no penalty for under 18 or 21 as all job role pays the same, neither is nationality, sex, age or religion effects wage. These beliefs attract workers to be part of an organisation that offer equality. 
The value aligns further with the ethical buying as according to Lush (2019), the company sources around its own community and when that’s not possible Lush then looks globally. Knowing were the products have come from and ensuring sustainability makes Lush a very concerned for the customers and workers welfare company which is a positive trait to have.
Another positive factor which not only aligns with values of the workers but also has a personal appeal, this is how Lush products are handcrafted as stated by Lush (2019), this also ensures the products are ethically sourced not to mention it makes it a fun process for the staff. Everything in the shop is original as the writing on the shop wall is also handwritten along with products signs, these kinds of originality match well with the workers values. 
In conclusion, it was discovered how Lush the cosmetic company does face political and economic issues that has effect on the culture as displayed on the PESTLE. According to Copp (2017), Lush is continuing to monitor Donald Trump’s administration to see how the sentiments of customers are affected. Slawson (2017) stated, Lush has given work positions to current employees in Germany factories due to the uncertainty of the BREXIT strategy.
A cultural web which according to Tools Hero (2019) displays the cultural structure with six elements. According to Saner (2018) within the story element it was found that Lush launched a campaign against spy cops which are undercover officers that had relationships with employees from different organisation for work purposes, this created a public outburst as people felt that all police were targeted.  BBC News (2018) found that one victim complained the story was used to boost profits and found this to be an unethical behaviour. To identify internal problems with this situation, the Fishbone developed by Kaoru Ishikawa as according to Rouse (2019), this framework is in the shape of a fish skeleton done by brainstorming and using each descending bone as the highlighted issue. Evans (2019) found, one of the internal problems on the bone to be that staff were being intimidated by officers leaving safety concerns for workers which is why the campaign closed soon after opening. 
In the control system Scott (2017) explained, how Lush employers are offering voluntary living wage to employees. Indeed (2017) revealed, how employees were praising the benefits of working in a company that pay well and offer free products, training and staff discounts. Handy’s model for organisational culture is a framework consist of four cultures explained Tutor2u (2018), the information found on the control system comes under Handy’s power culture as individuals in the business help to influence this decision allowing employees to live a life of dignity. 
When value, belief and attitude were aligned it was highlighted that workers had matched well as according to Lush (2019), the company is against animal testing and provide products suitable for vegetarian. Lush (2019) revealed how workers are treated and paid fairly which is an important aspect of values for workers. Lush also handcraft products ensuring ethically sourced ingredients explained Lush (2019), which also displays the aligned values, belief and attitude workers hold. 
It is recommended for Lush to keep up to companies values as according to Click (2015), campaigning can draw attention to the brand but to get the right kind of attention Lush must stay true to the values and ensure it aligns with the brands mission. Lush can also be more mindful of the audience along with being involved in making decisions as to many ideas can become messy. Lush should be prepared of knowing the risk and should get feedback to see response of the campaign. 
Lush is classed to be very ethical and sources products from the local community however, Dubs (2018) explained, cosmetic companies such as Lush should avoid the usage of parabens in products as this chemical is used to have a longer shelf life. In 2004 a British study found parabens in breast cancer tissues as this can penetrate through skin, this chemical is also harmful for the environment as a scientific study revealed parabens found in marine mammals which have gone through the sewage system. 
Although Lush has decided to leave social media to connect with customers face-to-face, Newberry (2018) explained, there are great benefits of using social media to engage with brands. Lush is recommended to re-consider quitting social sites as there are 3 billion people using social media globally and on Instagram alone 80% of people follow at least one business. This method is fast, inexpensive, can reach half of the population and can increase brand awareness. 
As recognised earlier Lush uses a flat organisational structure, although Jonathan (2019) stated, the benefits of a flat structure gives the employees a sense of responsibility and solve problems together however, it is recommended that Lush should consider using a tall organisational structure. This provides direction and guides employees to complete task; it helps staff to understand the roles giving workers a sense of job security.
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