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Executive Summary:
Within this report, research will be conducted to discover the importance of strategic management within an organisation and how it influences its internal and external factors. I earn to gain a clear understanding of strategic management, by implementing a number of theorists and strategic management tools within the report to create a critical analysis of a chosen organisation. A SWOT and PEST analysis will be conducted, along with a stakeholder analysis within the organisation.  Within this report, strategic management tools will be used that were founded by well-known theorists such as Mendelow (1981) Power and interest Model, and Bowmans (1997) Strategic Clock. 

























Introduction:
We have heard and used the word strategy countless times, and we have implemented strategies since the moment we were born, however strategy in nature, regards to an individual or organisations ability to deal with primordial objective of surviving. (Jofre, 2011).  According to (Johnson & Scholes, 2006), strategy determines the direction of an organisation over a long period of time, and it should determine how the organisation uses its available resources to meet the needs of the market and stakeholders. "Strategy is the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competences with the aim of fulfilling stakeholder expectations.” 
Strategy is a deliberate search for a plan of action that will aid the development of a business’s competitive advantage and compound it, and in order to provide a business with a strategy, business strategists must use their imagination and their ability to reason logically. According to (Henderson, 1989) imagination and logic go hand in hand to make strategy possible.  However, an emergent strategy in comparison to a deliberate strategy is defined as actions and reactions that arise over a period of time as organisations navigate within their environment and learn from difficulties.  Mintzberg believes, that organisations must be adaptable to their environment and be able to keep with the ever changing situations of the world. (Mintzberg, 1994 ).
“Emergent strategies may occupy one end of a deliberate–emergent continuum which represents different fundamental behaviours concerning the strategic process“  (Selvin & Covin, 2015).
LUSH Cosmetics is a well-known brand, founded in 1995 by Mark Constantine and Liz Weir , with its ambition to produce and sell handmade herbal cosmetic products such as soaps. However over the years, the brand has evolved and has created a number of other products as well as a good brand reputation. This has been achieved through the number of core values the organisation holds.  LUSH Cosmetics is best known for its value of not testing on animals, and people really admire this, especially with people becoming more environmentally aware in today’s society. (Teather, 2007). LUSH’s strategic planning is all concerned with the environmental impact that they are to have on the environment.
The various tools used within this report will help analyse the strategies that the organisation follow, by using a variety of tools, it will provide a better and broader understanding into the organisation. The objectives of this report is to determine the meaning of strategic management, what strategies LUSH have and how it supports their competitive market position, including their strengths and weaknesses and stakeholders. 








What is Strategic Management? 
According to (Leibold, Probst, & Gibbert, 2002) strategic management is the process that links an organisation and its environment as one. (Mintzberg, 2007) believes that strategic management is important within business, along with the ability to adapt strategies through the use of emergent strategies as the environment is forever changing and organisations must work continuously to keep up with the constant changes within the industry. Due to today’s global economy constantly changing, it is important for organisations to be prepared to adapt and understand that their strategic management approach must be proactive. (Wrigfors, 2008). 
Strategic management is known as a tool that is used by organisations to ensure that the organisation is able to achieve goals and targets that have been set. It ensures that the establishment has stable business that conforms to all vital factors within the business and are essential for effective management. (EntrepreneurHandbook, 2019) However, according to (Kenton, 2020), he has stated that strategic management is the management of an organisations resources and how the use them to achieve goals and targets. The tool of strategic management is used in various ways to, settings objectives, analysing competitors, the internal factor of the organisation and evaluating different strategies. (Mintzberg, 2016) believes that strategic planning is an oxymoron, as strategies aren’t formulated from a formally planned process, as the most interesting strategies emerge as smaller problems get solved and people learn things. In today’s environment, it is important to consider strategic management as it contributes and benefits to the internal and external factors of the business, including the various stakeholders. (LaMarco, 2018). It is also important for organisations to have the ability to be resilient and prosperous and implement these qualities into their strategic management.
(Holling, 1973) describes “Resilience” as the ability to “absorb, utilise or benefit from disturbances and changes” which correlates with what Mintzberg stated with the need for organisations to have the ability to adapt with the ever evolving world. Whereas (Psychotraumatol, 2014) describes resilience as the “process of adapting well in the face of adversity, trauma, tragedy, threats or even significant sources of stress”. The definition’s explain resilience as an ability that organisations should portray to be able to “bounce back” and recover from difficulties that are put in their way. Prosperity on the other hand, can have a number of meanings, however, speaking in business terms, prosperity is the organisations ability to be successful, to flourish and thrive within financial respects. (Dictionary, 2020).  Prosperity is a condition of being successful within the industry.  . 
Another important element within strategic management is ethics. After researching the definition of the term, (BBC, 2020) describes ethics as a “system of moral principles that affect how people make decisions and lead their lives. It is concerned with what is good for individuals and society, also known as a moral philosophy” Ethics is extremely important within strategic management as every strategic decision made has a moral consequence. The aim of business ethics is to provide people with the ability to overcome moral complications. Ethical decisions in business impact the workforce, organisational culture, sales and custom. Ethical strategies should be made considering the external factor of the PEST analysis which also impacts the organisations strengths and weaknesses. LUSH base their strategic decisions on environmental factors, therefore they ensure that they are completely ethical within their organisation. 



Organisation Overview: 
LUSH Cosmetics, or “LUSH” as its best-known, is an innovative, independently owned retailer that has gained success from creating fresh handmade cosmetics on a global scale. The business began in 1995 in Poole, UK, by Mark and Mo Constantine and Beauty Therapist Liz Weir. The business’s main ambition is to be ethical and environmentally friendly, and their handmade products are 100% vegetarian, 85% vegan and are completely against testing on animals which is part of their mission statement. (Trotter, 2017). LUSH is a global speciality in the beauty retailer, and apparently it is the place to be for millennials and Gen Z’s as its kind to the environment, and younger people today are more environmentally aware. The organisation has given £17 million to over 1400 charities to help aid the environment. (Loeb, 2017). LUSH is seen as a fast turnaround business, being a different model to other companies. They aim to have their products as fresh as possible so that customers have the best effective products. “We place emphasis on the things that matter most; the benefits the products will have for the customer”  (LUSH, 2020).
The organisations mission statement is to develop effective products by using fresh, organic natural fruit, vegetables, essential oils and safe synthetics without the use of harmful chemicals. (Becke, 2019). They also believe that their products are good value, whilst making a profit and ensuring that the customer is always right.  (LUSH, 2020).  The organisations mission also includes, not testing on animals, even refusing to buy material from producers that test on animals and instead LUSH test all of their products on humans. They also seek to minimize packaging to reduce waste and lower costs for the better, they have implemented policies within their organisation to aid package recycling. (Anon, 2020). 
Lush hold a retail strategy that focuses on turning the usual cosmetics buying process on the head. Instead of just browsing the products, LUSH stores hold a riot of colour and an array of scents, capturing the attention of their customers to smell and feel the variety products that they have within the store. (Trotter, 2017). In 2017, the retail strategy was to increase in-store experience for customers, by employing enthusiastic staff who hold and share the same values as LUSH. The in-store experience, allows customers to smell, feel and play with the innovative products and gain a clear understanding of knowledge from LUSH staff. 
Another strategy LUSH have is to ensure that they have a strong social presence, ensuring that they post on various platforms frequently regarding new and existing products, including their social corporate responsibility to keep their customers always informed. LUSH have seen bigger impact on their sales when they post about social discussions and getting people talking.  (Saltzman, 2017).
In 2017, LUSH also, had a new strategic initiative that included using instore technologies to enhance the customer experience. Their aim was to enhance customer experience by optimizing the matching of products with customers skin types.  This was done through skin imaging technology and allowing customers to have their skin analysed and then the technology recommends a product for the customer to use. LUSH capitalised on this technology as it allowed them to observe the latest trends within the beauty industry. Lush came to the realisation that there was a missing link between the customer experience being offered and the experience desired. (Aisha, 2017). 
LUSH holds a four pillar sustainable packaging strategy include, refuse, reduce, reuse and recycle. Refusing packaging means designing the packaging out of products. E.g. LUSH offer shampoo in a solid bar form where consumers just add water, therefore there is no need of bottle packaging. The company has never offered bottled hand soaps, only bars. Deeth states “Keeping it Naked has been a big thing for us, between 30% - 50% of our products are naked depending on where they are being sold” LUSH have worked hard to thin out their packaging, and another part of their reduce strategy is to design their packaging with the ends of life in mind to ensure easier recycling for the packaging.  LUSH uses 100% PCR materials for packaging such as black pots, which is part of their recycle strategy. They encourage customers to return the  black pots for recycling, and consumers receive a free face mask when they bring back 5 pots. The return rate is 18%. (Mohan, 2019). This strategy correlates with LUSH’s environmental policy. The organisation would love to be completely naked (no packaging at all), however it isn’t possible at the moment. They package naked products in brown paper bags which allows easy breakdown, however the recycling of the black pots, allows them to be reused numerous times. (LUSH, 2020). 
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A SWOT Analysis is a vital process within an organisation that guides a business to evaluate its internal and external environment through identifying Strengths, Weaknesses (Internal), Opportunities and Threats (External) . (Reading, 2019).  This model was developed by Humphrey within the 1960’-70’s, with its aim to ensure that businesses were achieving realistic goals and objectives through completing the model. (ProfessionalAcademy, 2020).  This tool has been to identify the internal factors and how it effects the strategical thinking of the organisation. 
Above,  is a SWOT analysis of LUSH, with a brief explanation of each point within the diagram. Explaining how each fragment of the diagram is important to the brand. Through analysis of LUSH’s strategic management, we can see that their brand is very strong and independent which is a huge strength for them, being a private retailer, they hold a unique place in the beauty industry, by being so environmentally friendly. However, their products can be quite expensive, which drives some customers to purchase cheaper products elsewhere within the industry, therefore not always making the correct ethical decision however the more convenient decision. LUSH has a great advantage with their brand being so ethical and ensuring that all products are handmade, which provides customers with a slightly more personal touch (it helps that they smell divine too). Nevertheless, it is a threat to the organisation that more organisations within the industry today are becoming more sustainable and more environmentally aware however at a slight cheaper price than LUSH. 





















LUSH P.E.S.T Analysis 
There are four areas within the PEST analysis, which are Political, Economic, Social and Technological factors. PEST is a strategic planning tool that organisations use to consider its external environment, encourages strategic thinking, identifies organisational threats from the different factors. (Haughey, 2020). Below is a diagram that shows the different factors within the organisation. The organisation takes into consideration each factor when making strategic decisions within the company e.g. by analysing social trends with consumers, LUSH were able to create their new initiative strategy by improving the customer experience instore. This strategy also correlates with their technological factor as they have implemented a technology within store to help identify a customers skin trouble and offer a product to combat the issue. 
The import and export regulation is extremely important within the organisation as LUSH use ingredients that are imported from third world countries such as Ghana and it is important that they follow the correct rules and regulations. 
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Bowman’s Strategic Clock: 
Bowman’s strategic clock is a tool that is used to show the market position of an organisation, allowing to analyse its position in relation to its competitors. According to Bowman (1997) , having a competitive advantage is more powerful as a distinctive element than a cost advantage, which concerns the strategic positioning of a product within the market. (Mulder, 2018).
There are 8 basic strategic positions within the model, and an organisation can alter their position on the model through altering their organisation strategy which could improve their competitive position in the market. A company aims to locate itself within position 1 – 5, if a company is positioned between 6 – 8, it is likely to be on the verge of collapsing. (Bowman & Faulkner, 1996). 
[image: ][image: Bowman's Strategic Clock (Strategic Positioning) | Business | tutor2u]Through analysis of LUSH, the diagram below shows were I would locate the company on BSC. This has been chosen due to the fact that the company has successfully implemented this strategy as they differentiate their products and brand by creating handmade and ethical products, using suppliers that don’t test on animals and they have a strong commitment to their social corporate responsibility. 






Stakeholder Analysis: 
(Mendelow, 1981) created the Power and Interest model in order to create a stakeholder analysis, allowing businesses to explore who their stakeholders are and their importance within the organisation. This tool is utilised by communicating effectively with the stakeholders and building relationships with people who have strong interest within the organisation. 
“The purpose of business is to create and keep a customer.” (Drucker, 2019). 
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(GoogleImages, 2020)

Above, I have created a power and interest model, placing various stakeholders within the model on where I would place them. The model is open for interpretation, however by understanding the various stakeholders within the organisation I believe they all belong on the above matrix. It is extremely important for customers and employee’s to be kept satisfied and informed, as I believe that they hold the most power when it comes to business. Without culture of people to work within a business and to use or buy the product/service the business wouldn’t be able to evolve and adapt. Drucker once stated “culture eats strategy for breakfast”. I believe competitors are to be monitored, to ensure that the organisation remains in an advantageous position within the market. Communities are to be managed closely, to ensure that LUSH are aware of what exactly is going on and to ensure that they raise funds for appropriate issues. Etc. 
Conclusion: 
Through analysis of the organisation, we know that LUSH is a very environmentally friendly brand, that ensures that all products are ethically made with their ingredients and their form of testing products. Their strategies have been successful so far, by analysing their recycling scheme and their retail strategy with improving customer experience. However, their recycling strategy of the black pots, show that there is an 18% return rate, this number could increase if the organisation was to encourage more information to consumers about their recycling strategy. The variety of strategic management tools within the report has allowed to gain a clear understanding of the organisations strategic management approach, however, there is no tool more superior to the other as they all have advantages and disadvantages, however by using a variety of tools it allows to gain a broader scope of the organisation. 
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