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The investigation into Lush Retail Ltd is chosen due to its clear demonstration of principals of harmony in practice. Lush operates with a strong belief that business, communities and the natural world are interconnected, and this is reflected in the sourcing of ingredients, the way they design products and engages with social and environmental issues.
The core principle of harmony is the idea that everything is interconnected, business, communities and the natural world form part of a wider ecosystem, providing a holistic framework for understanding how business can operate responsibly. Harmony encourages companies to move beyond short term profit and design processes that work with the natural cycle rather than against them, (Zwiers, L., et al, 2025). Global challenges such as climate change, biodiversity loss, inequality and supply chain exploitation do not exist in isolation, (United Nations, 2023). The principles of harmony encourage businesses to understand these connections and restore balance rather than create more harm. Harmony also promotes fairness, diversity and co-operation which play essential roles in addressing global issues that cross borders and affect multiple stakeholders, (Buchholz, R.A. and Rosenthal, S.B. 2005). 
British beauty brand Lush cosmetics founded in 1995, is said to be a company built on ethical values, handmade products and environmental activism. Business Matters, (2024), highlights Lush’s strong commitment to ethical sourcing, with close relationships with farmers and cooperatives worldwide to ensure ingredients are produced fairly, sustainably and without animal testing. Environmental focus is to reduce waste while protecting the planet, while also having a strong culture of activism and empowerment. 
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Zhao, M. Y. (2026), suggests, that Principles in harmony a psychological idea central to wellbeing across cultures. However, the author argues that harmony is more than just getting along but a balance within us, between people and the environment.  Wang, F., et al, (2026), supports this theory, although it suggests the idea is still vague and difficult to measure in practice. They state further that a harmony index tool with two parts, the state index measuring the wellbeing of both nature and humans and the process index which measures human actions through conservation efforts, pollution, climate action and land use. Delle, F, et al, (2022), defines harmony principles as a moral and philosophical concept drawing on positions' harmony as a practical ethical framework that supports wellbeing, social stability and responsible action in a complex world.
Philosopher Confucius ideas of harmony lend itself to the understanding and support sustainable development in modern society. They taught that harmony is the ideal state for individuals, society and the natural world through proper behaviour and respectful relationships. While Mencius linked harmony to good governance arguing that rulers must support of the people and Xunzi emphasised social order, rules and fairness the foundation for harmony. Confucian harmony is not just about getting along with others but also includes ethical behaviour, social stability, respect for nature and a balanced relationship between humans and the environment. Ren, F., et al, (2022) argues that Confucian harmony aligns closely with modern sustainability due to the emphasis on long term thinking, balance between economic growth and environmental protection, fairness, social wellbeing, and responsible use of natural resources. Kuzior et al., (2021), aligns with the Harmony principles with its emphasis on the treatment of economic development as a balanced and interconnected system presenting true sustainability requires proportional growth, fairness and long-term relational wellbeing.
Dev, A. (2024), case studies of Indian corporate social responsibility links closely to the philosophical foundations of harmony, centring on the independence of social, environmental and economic systems. It’s suggested that Tata group, Infosys and ITC Limited demonstrate how interconnectedness in practice, weaving environmental stewardship, community development and ethical responsibility can be embedded into a business. Through initiatives such as Tata’s sustainable development programmes and Infosys’ green IT initiatives show dedication to ecological care, a fundamental harmony principle. Supporting the close link between corporate social responsibility and harmony, Schlotbohm, M. (2025), suggests that both theories can act as a practical mechanism in promoting this holistic balance by supporting community welfare, encouraging environmentally responsible behaviour and embedding ethical behaviour and values into corporate practice. 
Snell, R. S., et al, (2022), suggests that Confucian Junzi virtues a classical Chinese philosophy can help create harmony inside modern organisations. Through this article ideas are portrayed of a natural connection between these virtues and the United Nations sustainable goals. It’s suggested that the Junzi based leadership naturally strengthens sustainable development by promoting ethical governance, environmental responsibility, social wellbeing and long-term organisational harmony. 
(Basu, M., & Basu, A. 2025) argues that when companies integrate environmental goal into their corporate social responsibility there can be meaningful change, often involving collaboration with governments, communities and other organisation. Concluding that the harmonising of business with planetary health is essential for a sustainable future.
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[bookmark: _Int_wxuEjvzj]Lush cosmetics is in the beauty and personal care sector, operating in twenty countries over the United Kingdom, Europe and America, offering skin, bath, hair and cosmetics priding itself on products that respect the environment, do not harm animals and mostly contain natural ingredients, (Statista, 2025). In 2024 the UK beauty and personal care industry added £30.4 billion to the country’s economy a 9% increase from the previous year, (Cummings, E. 2025). Glassdoor, (2026) suggests that Lush employ fifteen thousand people across forty-seven countries.
Lush’s mission and values centre around strong ethical foundation that positions fairness, responsibility and environmental stewardship. According to Lush Ltd, (2020), “all business should be ethical, and all trade should be fair” which can be interpreted as their mission statement. Lushes' values include:
·  A commitment to using fresh ingredients and producing products in small batches.
· Products made by hand celebrating craft, skill and transparency.
· All products are vegetarian with many being vegan.
· A strong focus on reducing waste by offering packaging-free products.
· Sourcing ingredients responsibly, ensuring fairness, sustainability and respect for people and planet.
· A strict policy against animal testing and active campaigning for cruelty free cosmetics.
· Using human volunteers and no animal scientific methods to ensure product safety.
· Advocating for fair treatment, wellbeing and ethical employment practices.
Fortunati, S., et al, (2020), positions Lush as a leader in corporate social responsibility it's suggested that Lush has deep commitments to ethical sourcing, environmental sustainability, circular design, low impact manufacturing, social justice and transparent reporting. Varshney, D., & Ahmed, Y. A. M., (2023), supports the position of Lush as a global leader in corporate social responsibility although they suggest that not only are they committed it is at the core of their business model. 
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Fast moving consumer goods are associated with significant waste generation, Lush according to Cherrington, R. (2021), is addressing these challenges through innovation, rethinking product design and reduction of resource use. Central to this is the “Naked” product line, preventing the use of ninety million plastic bottles. According to We are Lush, (2026), that removing packaging has allowed the price to reflect the cost ingredients which are sourced ethically for quality.  Albertini, L, S, M, et al, (2024), supports the innovation of reducing plastic bottles reaching landfill, a clear indicator of a reduction of raw material consumption and waste generation. As recognition Lush won the Diamond Product Sustainability Award 2025 for pioneering solid, packaging free, low impact skincare products that reduce plastic waste, cut transport emissions and use of ethically sourced, regenerative ingredients, (Sustainability Award. 2025).
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[bookmark: _Int_xpNYZdfw]Hilary Jones, Lush’s ethics director released a public statement publicly defending Diversity, Equity and Inclusion in a time when many other companies were moving away from the stance. As a symbolic commitment to these values, they renamed three bath bombs initially in Ameria then world in these values. She went on to explain that when diversity, equity and inclusion language disappears minority groups may feel as through their existence is being erased, emphasising the diverse workforce at Lush makes a stronger, happier and more understanding team, (Yasuda, S, 2025). Amanda Lee Siepenock Fisher diversity equity and inclusion and belonging lead went on to state that “Diversity is part of the brands identity”. Sharma, J. (2025), suggests that Lush is actively expanding DEI through global strategy, inclusive hiring, accessibility partnerships and public advocacy, positioning it as a moral commitment and business strength.
McNally, E. J. (2024), portrays Lush as not having an internal wellbeing initiative, However, it's presented as an ethical organisation whose activism and values aim to enhance the wellbeing of society and the planet. Abazi, X., (2023), portrays a workplace culture as deeply ethical where employees are not just informed about brand value but actively live them.
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[bookmark: _Int_6omzIMMy]Holloway, S. (2024), positions Lush as a leading example of supply chain transparency, highlighting the brands clear uses clear, detailed communication to build trust and strengthen its ethical identity. The case analysis suggests the extensive product labelling helps Lush distinguish itself with openly disclosing ingredients origins and production processes. Reinforcing transparency, the use of digital story telling including videos around ingredient sourcing and ethical campaigns gains consumer trust, using openness helps Lush differentiate itself from the competitors. Wihlander, B. (2025), presents the fairtrade sourcing of cocoa due to its deeply ethical and long-term partnership that provides full traceability, stable income, community protection and regenerative support to farmers in a conflict zone. However, Lush does not carry a the fairtrade logo Lush (2026), claims that although raw materials are fairtrade the use of the logo is not readily used in beauty products. Holloway, S. (2024), case study on Lush highlights their ethical sourcing through supply chain transparency, third party certification, strong supplier relationships, and fair labour practices. 
SLush Fund is a central pillar of Lush’s ethical identity and sourcing philosophy through which it supports regenerative agriculture, strengthens relationships with small scale producers and embeds ethical practices into its supply chain. The SLush fund reinforces identity and values alongside the anti-animal testing stance, fresh ingredient's philosophy and environmental activism, (Hong, T. K. 2025). 
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Institute of Sustainability Studies., (2025), suggests that Lush have acted to reduce operating costs through strong and measurable climate aligned actions with investments in energy efficiency, renewable energy and carbon offset initiatives. Regenerative and fair sourcing and packaging reduction through the “naked” range are reported to emphasise contribution to climate-related risks of soil degradation, supply volatility, cost saving and framed as their fight for climate change. Lush, is argued to embed social impact into its everyday operation by using stores as platforms for activism and supporting grassroots campaigns. Contributions towards the economics is said to be achieved by turning sustainability into a strategic advantage through continuous innovation staying ahead of regulations and customer demand id deemed as reinforcing its long-term economic value.
The Lush in Number report, (Lush,2025), shows significant social investment with £4.7 million donated to grassroots organisations reinforcing the companies longstanding commitment to environmental, human rights and animal protection causes. In 2024, according to The Green Hub report, (Sustainability Magazine, 2024), provides evidence of circular economy practices with high reuse and recycling rates, community partnerships and in house repair systems saved Lush £432,000 in a single year.
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Procurement Magazine. (2024), suggests that Lush’s Green Hub delivers meaningful benefits to local communities through waste-processing innovation with public engagement and education. Five-hundred and fifty students from disadvantaged schools along with other external visitors were recorded using the Hub demonstrating a culturally sensitive approach that ensured sustainable learning was available to a diverse group. Dmitrieva, D. A., & Glukhova, O. V. (2023), suggests that linguistic strategies used in Lush’s PR campaign shows the use of urgent and motivational language is used to construct a public image of environmental responsibility indirectly supporting social inclusion and cultural engagement.   
Verification through Companies' House offers transparency of charitable spending with donations to Human Rights NGOs, environmental protection and animal welfare organisations verifying Lush’s social and environmental claims, (Lush Cosmetics Ltd, 2024).  Indigenous right organisations published a full report acknowledging Lush as “trailblazer in Indigenous philanthropy, (International Funders for Indigenous Peoples, 2018) additionally The Borgen Project confirmed that Lush has funded “humanitarian groups protecting human rights and environmental justice” with more than a $130 million donation in 2007, (The Borgen Project. 2023)
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[bookmark: _Int_dBzQ3Sml]Independent ethical rating platform Good On You rates Lush as good for environmental impact through alternative uses for microplastic glitter, donating unsold products to charity, using recycled packaging, renewable energy in supply chain and publication of a comprehensive policy of the use of palm oil sourcing, (Miles, A, 2025).  Which? Assessed Lush’s environmental performance on customer surveys which found 81% of customers rated Lush as sustainable for natural and nontoxic ingredients, recyclable and minimal packaging, cruelty free and refillable options linked to the black pots recycling system, (Howes, O, 2025). However, Which? Has also highlighted areas of criticism, the use of parabens in some products and palm oil derivatives remaining in certain products. Additionally, criticism on the brands reliance on synthetic not always biodegradable ingredients and some packaging components remain non-recyclable despite the strong circularity processes.  
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Ethical Consumer, (2026) reports that Lush has generally strong workers' rights policies requiring its suppliers to guarantee basic protections such as the right to unionise and freedom from discrimination. Decisive action in response to human rights abuses, removing mica from its products after evidence of child and forced labour in global supply chains all demonstrating a proactive approach to protecting works at all points of the supply chain.
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Alignment with several Harmony principles is demonstrated by Lush, commitment to reducing waste, its stance against animal testing and willingness to take ethical positions even at financial costs. These actions reflect the attempt to operate a relationship with the world rather than purely for shareholder's gain. Ethical identity sits alongside incomplete climate reporting, unclear supply chain emissions and ongoing issues with palm oil derivatives where its stated values and operational realities so not fully harmonise. Contridications highlight a broader challenge within harmony driven business with emphasising the difficulties of maintain social integrity within complex global supply chains.
This investigation shows that harmony in business is rarely absolute, instead it emerges that although Lush excel in some domains while is struggling in others. Activism, fair-labour and transparency illustrate how Lush has prioritise moral purpose yet the gaps in environmental reporting and supply chain oversights have revealed harmony as partially realised. Lush’s ethical intent is clear however it demonstrates that harmony requires continous and systemic alignment rather than one off initiatives.
Overall Lush shows harmony in business is an ongoing practice, one that demands coherence between their values, operations and impacts structural constraints need to be acknowledged and addressed to achieve a genuinely harmonious model. 
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