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Porters Five Forces:

Reviewing an organisation named Lush cosmetics, there will be an analysis made on how the Porters Five Forces will work for this company and the strategy incorporated. 
“Awareness of the five forces can help a company understand the structure of its industry and stake out a position that is more profitable and less vulnerable to attack”. (Porter, 2008)
Porters Five Forces was originally created by a gentleman named Michael E. Porter in the 1970’s. He designed the five forces to help new businesses that were thinking of moving into a certain industry. The five forces include:
· Industry Rivalry 
· Threat of substitutes
· Bargaining powers of buyers
· Threat of new entrants
· Bargaining power of suppliers
Lush Cosmetics are a company that provide products that range from soaps, bath bombs, creams, hair products and many more. They are a company that started back in 1977 but initially named themselves Lush Cosmetics in 1995 and this is when trade really started booming. They are a well-known brand with shops all over the world, so they are trading nationally and internationally. They are a company that believe in making a difference and incorporating values. An article that can relate to this is from the Business Harvard Review where they talk about a companies Vision. 
“Not merely to capitalize on a business opportunity. Instead of changing its core values, a great company will change its markets—seek out different customers—in order to remain true to its core values”. (Porras, 1996)
“Lush is distinct in all that they do. Most notable are the six core values that the brand is built around”. (Hansberger, 2016)
They are well known and distinctively recognised for the fact that they are fighting against animal testing, they are into ethical buying, they are 100% vegetarian, they do the freshest cosmetics, everything is handmade, and their packaging is naked. 
INDUSTRY RIVALRY: Most retailers would be their rivalry as they have cosmetics in most retails shops these days, for example most retailers are offering similar products, how Lush are different from the rest, as mentioned above they have values and are very true to what they believe and strive to achieve. It seems that Lush have a few competitors they include The Body Shop, Boots, local trading market stalls, high street stores, they offer and trade with similar products to Lush. You have many online stores that are selling these sorts of products too for example Ebay are the main ones online. Therefore, it seems that there is a moderate risk with industry rivalry, even though Lush have many rivalries they still stand out from the rest and have established a business with a brand that consumers are aware of.
“The level of industry demand is a second determinant of the intensity of rivalry among established companies”. (Charles W.L. Hill, 2008)


THREAT OF SUBSTITUTES: There are many substitutes for the products that Lush sell for example bath bombs, you could substitute with bath crèmes and bubble baths, although they are not the same product they do offer the same thing. With all their creams and make ups there is always substitutes with these in most high street retail stores. Anyone could grab products similar. The difference with Lush is that their products are very natural, and this is different to what most stores sell. Therefor the risk of substitution is low as their products are relatively different and its based on what customers want. 
THREAT OF NEW ENTRANTS: It would be high risk with the threat of new entrants as most individuals would be able to make bath bombs, the ingredients are available to buy online, and they are easily made.  Another high threat would be new companies trading with the same products and ethics as Lush.
BARGANING POWER OF SUPPLIERS: As Lush buy all their products from countries such as Turkey, Tunisia, Northern Laos, Ghana, Costa Rica, Dominican Republic and from the South Pacific, there is not much threat from suppliers as the countries are in need of business, the supplies are all-natural ingredients grown in the countries listed above. They range from 1/6th of the world’s harvest of Orange Flower absolute from small orange groves, 1/8th of the world’s Neroli oil, hand harvested from the Bitter Orange trees,1/10th the worlds crop of Turkish Rose absolute, gathered by the nomadic Roma people, Benzoin resin from the inaccessible climbs of Northern Laos; one of the poorest countries in South East, Fair trade Shea butter, 55 tonnes of organic, fair trade cocoa butter, 1/5th of the UK’s henna imports, a whopping 50 tonnes, one island in the South Pacific’s worth of sandalwood oil (to avoid kidnappers, mafia and smuggling  in India), 1/3rd of Hungary’s entire crop of their best blue chamomile oil, 150 bunches of flowers a week or about 8,000 bunches a year for use in their best products, 25 tonnes of organic fruit a year and 50 tonnes of fresh fruit and veg a year, both organic and conventional. This shows that they are dedicated to their suppliers and they have established good relationships with them, therefor the risk seems to be low and that the only issue that could arise is if the costs rose dramatically, if there were problems that disrupted the logistics from these countries. 
[bookmark: _GoBack]BARGANING POWER OF BUYERS: As Lush are fair with their prices and hold true to what they believe in, it would be hard to think that there would be much cause for concern with the buyers, it is a product that appeals to everyone and whilst it is not a necessity for these products, they are in demand from the consumer. Therefor it would be deemed low risk to the bargaining power of the buyers.
Establishing how the five forces incorporate into Lush Cosmetics, it could be said that it would be a good investment with mixed risks, but overall not a high risk, and that with all the established suppliers there would not be many difficulties in maintaining the business as it currently trades. The company are currently making a gross profit of £31.3 million pound. They are trading worldwide.  
“pre-tax profit of £31.3 million, now has 940 stores in 50 countries around the world”. (Mohdin, 2016)
The buyers are loyal and there are daily new customers when it comes to this brand and its products. Although there may be easy competition it doesn’t affect Lush in a huge capacity. Therefore, looking at the Porters Five Forces it has helped to understand the market and industry that Lush are trading in and helps to understand how this business has become a success.
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