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[bookmark: _Toc149827422]INTRODUCTION.
This case study I will be doing a report on a cosmetic company called made by Michell. It is a SME company it first started off with 10 employees. Made by Michell has a very successful sustainable business, his business is growing from strength to strength, recently researching MBM has started opening offices around the UK he has an office in Manchester and now he is the throws of opening a new office in Scotland. He has started to employ more and more staff now that MBM’s capital is growing.(2016)
Michell has had the  experience and the knowledge of being a makeup artist and in 2020, starting up his own company coming up with a unique and affordable brand, the first brand that he came up with was the  famous “Blursh” product and this product had massively grown since then, Michell then decided to bring out more and more products for his brand in such a short space of time, due to Michell’s creative skills, and his marketing skills. This company made by Michell is going from strength to strength in such a short space of time, running the company mainly from ecommerce platforms such TikTok, Instagram and Facebook made by Michell are well known, and I would almost say famous on TikTok.  Michell last year has introduced a few, pop ups in stores. This report will also include by critically appraising made by Michell and their current strategic direction in the future, also an in depth PESTEL and a SWOT analysis on made by Michell and including a Stakeholders analysis to critically evaluate the expectations on the different stakeholders and their power, with internal and external stakeholder, and also the CHAIN ANALYSIS MODEL, this model is a strategic framework which helps any business analyse nine business activities that  are needed to be able to create an product and a service so you are able to deliver it to all of your customer’s. This goal helps you as a company grow and discover any gaps in the market that you can identify any new opportunities. 
Due to MBM are constantly launching new products and new and exciting gift boxes.  

      
[image: Image result for Made by Mitchell Logo][image: Nueva marca Made By Mitchell de MMMMitchell - Belleza para todos]

             Made by Michell current Strategic Direction.

Mitchell Haliday, CEO Made by Mitchell said: 
“Growing up I could only have dreamed of being stocked in such an iconic space as H beauty. I am so excited that after months of planning, the Mitchell Mart has finally come to life, giving fans of Made by Mitchell the chance to test and try their favourite products in store, receive tailored beauty advice and stock up on the favourite products. The TikTok community are very supportive, and I am excited to have the opportunity to meet as many of you as possible in-person and bring back the #BeautyTok community to life”.

Mitchell Halliday is one of many entrepreneurs that have come into the cosmetic industry, he has sustainingly grown his business week by week. Made by Mitchell has such a vast growing company. Mitchell Halliday (CEO,MBM),due to his imagination  and his great ideas Mitchell seen a gap in the cosmetic market, by studying and doing his research Mitchell successfully filled that gap. By designing cosmetic’s affordable for all types in the beauty industry. Mitchell started off with a product call “Blursh” which that product that can be used not just on the cheeks but used on the eyes and the lips, so by making such product that is so unique, gave made by Mitchell a fresh new product being launched in the market, due to its diversity.
 From starting in 2020 made by Mitchell aged only 24 when he first started out, he has had the ability and the drive to maintain and support continuously working hard and exceeding his goals over time. Starting with 10 employees the business is growing, two offices put in place one in Manchester and an office opening shortly in Scottland. Bencsik, A. (2016)
By Keeping up with sustainability policies enables you to look into the future and effects that your business will develop and how you can improve products, sales, and your initial goals. Sustainability is usually broken up into three concepts.
· Economic
· Environmental 
· Social
Made by Mitchells products embraces in his Environment by producing non animal cruelty product, that are not to be tested on animals (cruelty free products) with the current world we live in today these factors are such an important factor as you would guarantee that the market of his products if they were tested on animals MBM would not have such an epic business. And would see a huge fall in his market. 

Social - Patrick Nommenson, GM of UK e-commerce TikTok said. 
“TikTok is the ultimate destination for beauty fans and brands to come together and talk about their favourite products, from more established players to smaller SMEs like Made by Mitchell. Made by Mitchell has become one of those incredible success stories on TikTok – proof that leaning into trends, being authentic, and engaging in our community can make a real difference and help a business succeed both on and off our platform. Were thrilled to be a part of this next milestone, helping even more people experience Made by Mitchell in their first bricks and mortar pop-up in H beauty.” 


[bookmark: _Toc149827423]VISION – MISSION – GOALS

Creating the vision, mission and goals MBM has now achieved his goal, on the 31st of October Made by Mitchell will be opening his brand-new pop-up shop in Harrods Beauty, a dream he has always wanted to achieve since he started MBM in 2020, creating his extremely unique products. Customers can now walk into Harrods and pick and choose their items at hand as well as online, this will 100% take MBM into another direction for his business. ‌Pier Carlo Padoan (2010). Another milestone for Mitchell and another dream come true this business is growing from strength to strength. Mitchell Halliday is just one of a few entrepreneurs in Britain and with a growing SME’s as MBM is growing rather fast quickly Mitchell did all his research on his products on the product market to be able to produce such unique products and constantly adding new products to his business. 
[bookmark: _Toc149827424]SMART CHART 
By using specific goals and achievements MBM uses the SMART model to help grow and succeed in his business by attaining goals no matter how small or how big the company is as it breaks down all the parameters built in.


S - Specific – designing a new product on the market - new brand
M – Measurable – data - keeping track – quality and quantity
A - Achievable make sure your goals are realistic by safeguarding.
R – Relevant looking at the bigger picture why are you setting these goals
T – Timebound measures success, realistic of launching new products will it be 6/12 months or longer.


[bookmark: _Toc149827425]Chain Value
Every company/organisation has competitive edge but putting in place a highly effective strategy, so you can identify any competitive opportunities. You must be operational efficiency so you know how your business is running, this gives you a clear vision on how and where activities can be put into place for your organisation, and which helps to create more value for your customers. Lowing costs can be difficult if you are not aware of your business activities. Michael Porter’s value chain analysis model might help you with any solution. It overviews of the most important concepts using step-by-step you can use to conduct a value chain analysis. Levy, M. and Powell, P. (2004).
1, The value chain analysis is a model used to aid internal activities which impact your organisation to make your business more successful.
2, Can be used in all organisations no matter the size or number of employees you have, this gains a competitive advantage through any low-cost strategies.
3, Value chain shows you the pros and the cons activity, as a business this give you the knowledge on how your organisation is running, what competitors are out there any influences this tool is very effective, for any competitive advantages.
As Made by Michell is mainly an e-commerce organisation value chain it allows the customers to visit the website or any platform that made by Mitchell uses to buy products and have it arrived at their homes. The reason behind value chain is that is the value it provides for the consumers. Made by Mitchell makes his money, from the difference between costs of the value chain and the value they offer (profit). Fink, M. and Kraus, S. (2009).
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An example value chain diagram shows the concept. 

[bookmark: _Toc149827426]Pestel Report on Made by Michelle Cosmetics.

1. Political factors: Relates to government policies, regulations, political stability, and other political forces that has the impact on any organisation or business environment. 
2. Economic factors: Economic conditions and how it is affecting a business, or any organisation in operations, profitability, and growth. 
3. Sociocultural factors: Relate to social and cultural aspects that usually influence in preferences, lifestyles, and market trends.
4. Technological factors: Deal with developing new technologies, innovations, and trends that impacts any industry or organization. 
5.  Environmental factors: Relate to environmental concerns and that can affect an effect on their business this also includes in their decision-making.
6. Legal factors: Refer to the laws and the government in any organisations and businesses and industries. 
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Political
1. Regulatory Environment: In any cosmetic company is subjected to strong regulations regarding product safety, ingredients, and labelling, especially in regions like the EU and the US. Companies must make sure that its products meet these regulations to avoid legal complications and maintain its brand reputation.
2. Animal Testing: Most countries have this put in place these days especially in the European Union, having banned animal testing for cosmetics. While made by Mitchell say that they do not test on animals and are committed to ending any animal testing now and for the future. 
3. Intellectual Property Rights: Counterfeiting is a high risk in the cosmetics industry. Strict regulations need to be put into place, so that other companies cannot copy products or names.
4. Import/Export Restrictions: Some countries may impose restrictions on importing specific ingredients or finished products. These restrictions can impact MAC’s product range in certain markets and might require the reformulation of products to meet local standards.
5. Ethical Sourcing: As consumers become more conscious of ethical sources, pressure can be put onto companies to make sure that the right ingredients are sourced ethically without contributing to environmental degradation or human rights violations.
Economic
1. Global Economic Conditions: Economic downturns can reduce consumer spending on more of a luxury product or non-essential items, including high-end cosmetics. In contrast, economic booms as they can be paying more money or less money on products.

2. Consumer Purchasing Power: In regions with higher incomes, consumers might be more willing to spend more on cosmetics brands like Made by Michell. Conversely, in regions with lower price products might be seen this as a luxury product, potentially limiting their market size.
3. Retail Market Dynamics: Economic factors like the growth of e-commerce can change how consumers shop. Made by Michelle can adapt its distribution strategy based on these market dynamics, whether focusing more online sales rather than being placed in a store, this will keep the market higher, and cheaper to run lower overheads.
4. Raw Material Prices: Economic factors affecting the price of raw materials, oils, pigments, and other materials that are used in cosmetics, can directly impact production costs.
5. Economic Barriers to Entry: While these products are a good selling brand, entering any new markets or launching a new product might come with economic barriers, such as capital requirements, which can affect the pace of expansion.
6. Supply Chain Costs: Economic challenges, transportation costs, tariffs, and trade restrictions, can impact the effect and cost-effect of the supply chain.
Social -Cultural
1. Diverse Beauty Standards: With its popularity we must cater to beauty standards across different cultures and regions. What’s seen as trendy in one area might be different in another.
2. Inclusivity: In recent years, there’s been a push for more cosmetic products in the beauty industry. We have been at the forefront of this, offering various shades to cater to various skin tones. Customers now expect diversity in advertising campaigns and product lines.
3. Makeup Tutorials & Social Media Influence: With the rise of influencers and makeup tutorials on platforms like YouTube and Instagram Facebook, TikTok this significantly impacts on buying habits. We must collaborate with influencers or create content to remain relevant. (2019).
4. Health and Wellness: With an increasing focus on health and wellness, consumers are more discerning about the ingredients in their makeup. They might look for products with skincare benefits or those that don’t clog pores.

Technological
1. E-Commerce & Digital Sales: The growth of online shopping means the need to ensure its digitally strong, with a website, secure payment systems, and efficient delivery logistics.
2. Social Media & Digital Marketing: Platforms like Instagram, TikTok, and YouTube have become pivotal in the beauty industry. Made by Michelle needs to harness the potential of these platforms for advertising, collaborations with influencers, and engaging with customers.
3. Data Analytics: Analysing data that can gain insights into buying patterns, popular products, and trends. This allows for better management and targeted marketing campaigns.
4. Production Technology: Advances in production technology can lead to more efficient manufacturing processes, ensuring consistent product quality and allowing for the introduction of innovative products.
5. Artificial Intelligence (AI): AI can be utilized for personalized product recommendations based on a customer’s browsing history or previous purchases, enhancing the shopping experience.
Environmental
1. Sustainable Packaging: Being aware about environmental concerns, push for more brands to do more of eco-friendly packaging. Made by Michell must consider, recyclable, or reusable packaging options to reduce environmental impact.
2. Cruelty-free & Vegan Products:  Be more committed to producing cruelty-free products. Using more vegan and cruelty-free cosmetics. This is rising within all products of today.
3. Ethical Sourcing: Consumers are increasingly concerned about where the ingredients come from. sourcing materials and ensuring no exploitation in the supply chain is becoming a significant factor in the cosmetics industry.
4. Natural & Organic Ingredients: There’s a growing demand for products made with natural and organic ingredients. Offering these products gives you chance to grow as a company.
5. Collaborations & Partnerships: Made by Michell can collaborate with environmental organizations or initiatives that align with its brand values, further enhancing its reputation as an eco-conscious brand.
6. Product Disposal:  Need to consider the environmental impact on their products. Providing guidelines for the responsible disposal or recycling of products.
Legal
1. Regulations on Ingredient Usage: The cosmetics industry faces strict regulations regarding product ingredients. Some chemicals are prohibited in some countries and made by Mitchell needs to make sure that its products are safe to these regulations wherever they are sold.
2. Cruelty-Free Testing: While made by Michell prides itself on producing cruelty-free products, laws regarding animal testing vary by country. In some markets, animal testing is mandatory for foreign cosmetics. This creates a dilemma for Made by Michell in balancing its cruelty-free ethos with market access.
3. Labelling & Disclosure Requirements: Different countries have different requirements for labelling, especially concerning ingredient’s potential allergens, and origin. Made Michelle must stay compliant with these to avoid any future legal complications. Feys, B. (2019)
4. Intellectual Property Rights: Counterfeiting and brand imitations can be a huge problem in the cosmetics industry. Through patents, trademarks, and copyrights, made by Michell must protect its product formulations, brand name, logo, and other intellectual properties.
5. Advertising Standards: Fake advertisements can lead to legal consequences. Made by Michelle must ensure that its marketing campaigns are transparent and do not make unsupported claims about product efficacy or benefits.
6. Import & Export Regulations: As an internal brand made by Michelle must navigate different countries’ import and export regulations, ensuring that it meets all requirements, so they are available to meet their goals.
7. Product Recall Policies: If a product is found to not have met the set standards, made by Michell needs to have legal procedures in hand for any product recalls. (2019)
8. Health & Safety Regulations: In the cosmetics industry is you must be able to put any health and safety regulations into place to ensure that products are safe for human use. This includes making sure that manufacturing facilities meet hygiene standards and that products are tested for safety.

[bookmark: _Toc149827427]SWOT ANALYSIS 
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STRENGHS; are defined as what each business does best in its operations which can give it an upper hand over its competitors. The following are the strengths of Cosmetics: Reid, G. (2002).  (2020).

Strengths
· Association with the fashion business: The cosmetics major made by Michell was initially made for professional models where they could withstand the strong lights and glare of the ramp. Their first set of customers who are varied and a lot of customers are for make-up artists. Michell introduced the brand to key influencers of the of the cosmetic industry.
· Employees: The employees of makeup are selected that are experienced within the cosmetic field having the knowledge of the products and how to use them. The employees are primarily makeup artists or professionals who have had the experience in the makeup industry. Which makes them not just experts in them work but also customers or influencers.
· The wide range of Products: Made by Michell Cosmetics offer a wide range of cosmetics such as lipsticks, blush, rouge, eyeliner, mascara, foundation, concealers, eyeshadow etc. Mitchell has now launched new products such as cosmetics bags and cases for the MUA’s to use to trolley it around.
· Makeup for multiple segments: Made by Michell is for all ages. All races. All sexes. With the vibrant colours and bright hues made this brand appealing to a younger audience. Made by Michell does research on all its products to ensure that they are suitable for all types of skin tones, and which makes this kind of makeup cosmetics is suitable for women of all racial groups, ethnicities, and cultures as well as even men. (2020).
· Unique Blush: Made by Michells cosmetics they are well known for their blush which has been characteristically designed exclusively for the brand. Some of the unique features. The packaging of all made by Michell cosmetics in Bright green boxes with different designs for different products is also a characteristic feature of the brand. Rothaermel, F.(2021)
Weakness’s
Weaknesses are used to refer to areas where the business or the brand Weaknesses needs improvement.   
· Pricing: Made by Michell cosmetics are priced at one of the cheaper product lines so almost everyone can afford these products. The brand is very affordable to all customers.
· Suitable for All skin tones: Made by Michell cosmetics are based on research for all skin tones. The cosmetics are suitable for all customers.
Opportunities
Opportunities refer to those in the environment that surrounds the business on what it can capitalize to increase its returns. Some of these can include:
· Change in customer behaviours: Among the new generation’s, the number of women and young girls who use makeup on a regular basis has increased. With the growth of online shopping women are willing to experiment with new looks and buy new branded cosmetics. Which is a huge factor for cosmetic companies.
Threats
Threats are factors in the environment which can affect the growth of the business. Some of the threats include. Bencsik, A. (2016). 

· Competition: The main competitors would be cheaper products on the market, but not necessarily better products
· Organic makeup: By using more organic products as customers are concerned about the health risks in the usage of makeup with chemicals in them. This can affect the sale on cosmetics brands.
[bookmark: _Toc149827428]Stakeholders Analysis.
Stakeholders are individuals or groups who have any interests in stake within their organisation or a project. They can be directly or indirectly affected by, decisions, actions, or any outcomes associated with. Stakeholders usually have perspectives and diverse interests in a level of influence. Effectively managing stakeholders is crucial for success, managing projects, creating positive relationships, which will grow the organisation (Galaggher.2003).
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Internal Stakeholders: these groups, or individuals within the organisation who already have an interest directly, inn operations and outcome. These are usually employees, management, stakeholders, and board members within that organisation. These stakeholders are already involved with decision making and implementing process. 
External Stakeholders: These are individual individuals or groups out of the organisation, who have an impact on their activities. They can include outside customers, suppliers, investors, government agencies, local communities, and the public. External Agents are brilliant for bringing new ideas back into the business with fresh faces. Having their own objectives for the organisation. Hillebrand, J. (2010)


[bookmark: _Toc149827429] Ansoff Matrix. 

Ansoff Matrix Model that is used by MBM this model, the company visual way of looking at the levers, and management when considering growth and any opportunities.
By using the Ansoff Matrix model gives MBM the ability to see what actions and competitors are in the market creating new products, this gives MBM what product that is selling well and products that are doing not so well. This model gives you a vision of what exactly that is working well and what needs to be worked on for improvements.
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Sustainability For Made by Michell.

Market penetration.
MBM – We continue to design products that go with the environment in mind, we are more responsible, smarter packaging so we don’t have to compromise on our iconic aesthetics and performance. Our packaging is recyclable, will be refillable soon and reusable. MBM aim to increase on the amount of post-consumer recycled materials in there packaging in the future. MBM is cruelty free. We do not conduct any animal testing in the development, manufacturing, or marketing of their products. (2008).xyz…
Product Development.
MBM already a well-known product even though the business has only had been on the beauty platforms for three years Mitchell Halliday has already made a good name for his company. He launched a new product on the market called “BLURSH”, this product can be used multiple time for the cheeks, lips, and eyes. With a brand-new product on the market MBM is developing an established product which is doing very well establishing his company with a reasonable amount of cashflow14(2), pp.189–189.
Market Development
MBM’s market development was a strategic step to develop the existing market rather than looking at other markets Michell wanted to concentrate on what he knows best and expand. By pitching new products to increase his sales. Continuing designing and launching new brands, starting off with “BLURSH”, MBM now has many new products eye shadow pallets, lip liners, eye liners, make-up brushes, literally has now a full brand of make-up mirrors make-up bags, luggage cases the list in endless, he is launching new products every few months. Barney, J.B. and Hesterly, W.S. Butler, D. (2012).
Diversification
The diversification of MBM is that he is continually creating/ launching new products. Mitchell Halliday has gone from one product on the market to a whole range of beauty products. By Christmas he is launching a brand-new product, he has designed the new skin range, something that he has never done before and is out of his comfort zone which is usually make-up he had come up with a brilliant idea that will be blended in with his already known brand MBM make-up, brushes and bags and travel cases. He had a vision of what is needed in the market and designed it very cleverly.

[bookmark: _Toc149827430] Recommendations.

MBM sustainability.
Sustainability is to become more of a key priority for more and more brands across the beauty industry. To being able to grow your eco-conscious companies are looking more for different ways to emphasize greener initiatives, without compromising the quality of their products. Known products like L’oreal and Estee Lauder, for example have reached goals for carbon neutrality, while other companies are using biosynthetic ingredients, vegan collagen, and palm oil. Enterprises.GRIN Johnson, G. (2019)
Recycle
Based on the above report my recommendation would use more sustainable materials whilst making new products. Using more Biosynthetic products to reuseable packaging and more beauty and cosmetic brands are finding innovative ways to boost MBM to use to gain more sustainability initiatives for the future. There are also waterless products are rising in the cosmetic and beauty industry. Rakowski, N. (2007).

Re-fill’s.
Cosmetic companies now are using the new technique called re-fills! This enables you to use the same bottles you bought originally, you can now to go to a store and refill, this saves on costs and, the planet by been able to recycle with the original purchase bought. Now that MDM is launching his pop-up shop in Harrods Beauty this would be amazing for the business in the future. This can help with keeping all costs down for the customers and from the production side. Refilling compacts, lipsticks, and eyeshadow box

[bookmark: _Toc149827431] Conclusion


The conclusion behind this report and analysing all the possibilities that you don’t have to be a large company to succeed MBM has really conquered the world with his new beauty products that he has launched over the last three years, and he continues to thrive constantly launching new products not just in beauty but also, he launched travel suitcases and bags. It just shows you that a little bit of researching to dive into the market where you can see any gaps, to fill. I researched a lot during my report and even purchased some of MBM products to see what the hype was all about, and I was really impressed with the products that I bought and would 100% purchase more, they are unique, and the packaging and the care was second to none. By under pricing products in the beauty industry with still the same product value than the higher market products like MAC and DIOR, you are getting a unique product if not better and can buy MBM products without making a large hole in your bank account. These SMEs are our new businesses for the future. Using the Ansoff Model MBM has been able to see where exactly the company is able to move forward in the business.
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VISION
 MbM by making unique beauty products


GOALS                               To have his own pop-up shop in Harrods Beauty London  
 


MISSION                  Creating affordable products for MUA's with new unique products that can be used multible ways
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528 International T/a MBM Limited (Registered number: 12270082)

Notes to the Financial Statements - continued
for the Period 1 November 2021 to 31 March 2023

TANGIBLE FIXED ASSETS

Plant and
machinery
cte
£
cosT
At 1 November 2021 458
Additions 9,899
At 31 March 2023 10.357
DEPRECIATION
At 1 November 2021 92
Charge for period 2,071
At 31 March 2023 2,163
NET BOOK VALUI
At31 March 2023 8.194
At 31 October 2021 366
DEBTORS: AMOUNTS FALLING DUE WITHIN ONE YEAR
3132 311021
£ £
Trade debtors 187,770 -
Amounts owed by associates 118815 35,307
Other debtors 66,027

101,334

CREDITORS: AMOUNTS FALLING DUE WITHIN ONE YEAR

31323 311021

£ £
Trade creditors 116354 41,400
Amounts owed to associates 151,000 215,395
Taxation and social security 114,075 20,747

Other creditors §5.831

RELATED PARTY DISCLOSURES

Included in debtors is £118,815 (2021: £35,307) due from companies which share a director with 528 International T/A Made
by Mitchell Lid. Included in creditors is £151,000 (2021: £215,395) due to companies which share a director with 528
International T/A Made by Mitchell Ltd. These are interest frec and repayable on demand.
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