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1.0 EXECUTIVE SUMMARY 
“According researchers, strategy concerns the setting of long-term goals for a business (Johnson Whittington, scholes Angwin and Regner, 2014). For high effectiveness, the company needs to capture the corporate ambitions, resources and purpose to achieve these goals (Lynch, 2009). However, any successful strategy should reflect environment within which the firm operates. This provides guidance to the workers of such an organisation. Beauty Base’s aspiration is to be a leader in the cosmetics industry by selling quality fragrances at affordable prices. Therefore, this report deals with analysis of the strategic movement of Beauty base Ltd. The purpose is to evaluate the strategic challenges caused by the digital age and how to address such challenges through the implementation of new business objectives, Industry analysis, external and internal analysis and competitiveness strategy of the Beauty Base Ltd”. 
2.0 INTRODUCTION
“In recent years, the worldwide markets size for these Cosmetics products is estimated in billions of dollars. According to markets experts, despite the huge influence of global economic recession, the industry still showed stable continuous growth in certain regions with emerging markets. Beauty products’ companies are going through a process of expanding their barriers to reach new markets beyond their states”. 
“Beauty Base Ltd is a private owned family run retailer of Fragrance and beauty products established in the year 1975. As a London (UK) specialist retailer, Beauty Base operates through several high-streets premium stores. The business is traditionally based upon the needs of the customers and is amongst the first fragrances retailers to develop the specialised self- service, “Open sell Concept” worldwide. They offer a range of beauty products from both their highly prestigious physical stores and with their online store beauty base.com.  The company aim is to become a leader and big beauty firm in the beauty industry by analysing their implemented strategies and markets challenges showing how new strategic branches can make possible growth through expanding”. 
“The report looks strategically at the macro and micro environment on which Beauty Base work is based, utilizing the PORTER’S and PESTLE models. The company’s vital ability and assessment of the methodology for future development. Furthermore, that is prescribed for feasibility, suitability and acceptability via the implementation of new corporate strategies and markets strategies to successfully reach their goals”. 
3.0 Digital Age Strategic Challenges of Beauty Ltd
“Since the beginning of their operation, like any other company trading in the beauty products industry, Beauty base Ltd provides access to fragrances that enhance well-being, mobilizing its innovative strength and its markets expansion nationally and abroad. But in their recent years of operation, the company is confronted with dynamic niche brands, therefore they are planning strategies that will enable them to introduce acquisition activity with beauty tech start-ups to renew its innovation strategy and portfolio according to researchers. These are their exact challenges, which are a source of inspiration and creativity for the company”. 
4.0  Business Objectives, Value, Vision and Mission
“Beauty Base Ltd being one of the traditionally based cosmetics and beauty products providers in UK, with national interest, possess its own corporate objectives which are set out in the statement of their vision, brand value and mission including their strategic plans.”
Value:
“The company is expanding nationally by moving in cities across the UK for deodorants and their fragrances, which as been a great success. Their keys objectives are to increase their customers base in a near future. In addition, their strategy and the way they conduct the business is made around their values: “quality, value, innovation, trust, service”.
Vision:
 “To ensure that Beauty Base Ltd is among the most powerful companies of the 21st century and to make it a company where all employees thrive both professionally and personally as well as attract and retain the talented employees.”
Mission:
“To offer to all men and women the best cosmetics and beauty products as well as gift sets from designer labels and innovation in terms of quality, safety and efficacy accessible to their client base. To standardize their cosmetics and make them different and the first choice for the customers.”  
4.1 Assessment: Strategic Purpose of Beauty Base
“Beauty Base believes in the values of quality and trust. Majority of customers expect their products to be of good quality, only then they believe that they are getting value for their money. A company which provides quality products can win the trust of buyers. Quality is a tool to beat competition. Therefore, Beauty Base Ltd believes in the right values that would help in the growth of its business”. 
“The company shows a right strategy for growth by entering new markets with innovative, quality products. The stated mission of Beauty Base is to deliver sustainable value to stakeholders and provide high quality, own brand beauty products to customers. Owners of a company invest money in the business with the expectation that they would also earn profits. Further, the demand for beauty products by people is expected to continue for all times to come”.
“Beauty Base’s investment in research and innovation will be the highest in the industry, as the company is planning to invest in digital innovation. Investments in research and innovation, especially digital innovations, should drive revenues for Beauty Base in the long term, as beauty purchases are now increasingly being influenced by digital channels. A recent Euromonitor International beauty survey revealed a strong digital influence on the purchase of colour cosmetics in 2015”.
4.2  Relationship between Strategic Statements and Objectives of Beauty Base
“The business-level strategies like any other cosmetics products distributors that Beauty Base implements are as follows: To exercise a broad differentiation business-level strategy allowing them to possess a competitive advantage in the industry. The ability to implement a low-cost structure through its National production facilities and product proliferation, to implement an online storefront and a broad differentiation. Beauty Base does this by offering its products through two different distribution channels which are based on specific consumer needs”. 
5.0 Industry Analysis
“Generally, retail stores including exclusive brands outlets and specialty stores amongst others and supermarkets are the major distribution channels for the cosmetics and beauty products with online channels gaining popularity among consumers”.
“The global cosmetic industry will generate over $429.8 billion by 2022 registering a CAGR of 4.3% during the forecast time 2016-2022 according the markets experts.  The beauty market is also increasing consumers knowledge, there has been increase in innovation of different cosmetic products across the world. These products aim at improving the physical and mental state of humans in general. Due to growth in innovation and supply, demand for cosmetic products has also gradually increased (Winter, 2005: 5-7)”. 
“They are also aware of the importance of first impression both at the workplace and in society in general (Bruno et. al., 2010: 56-59)”.
“A shift of preference towards natural and organic beauty products, particularly in European countries and in the United States fosters the growth of the cosmetics markets. Rising demand for organic beauty products creates potential opportunities for manufacturers to innovate and natural, herbal and develop new products in accordance to consumer preferences. There is a considerable rise in disposable incomes over the past decade. The growth in changing lifestyles, global economies, sun care products and rising demands of skin care products due to varying climatic conditions encourages the growth of the market for cosmetics”. 
 “The global cosmetic industry generates over $160 billion, which shows the importance of the industry (Begoun, 2003: 23-24)”. 
“These are already established global cosmetic brands which have market goodwill and loyalty and capturing a fair market share demands aggressive advertising and innovating unique products. Further analysis of the cosmetic industry with respect to the Porter Five forces will be undertaken below”.
“This is a practical framework that measures the competitiveness of a business. Porter’s five forces for a business consists of following component:”
· Threat of substitutes. 
“A company’s bargaining power is weakened if customers can switch to another company that sells similar products with easy costs”.
· Bargaining power of suppliers. 
“These forces analyse how much power and control the suppliers raise prices that lower a company’s profits. An increasing number of suppliers weakens the bargaining power of suppliers”.
· Threat of new entrants. 
“Because a profitable industry that yields high returns attracts new firms to join, and new entrants lower the profitability of the business”.
· Bargaining power of customers. 

“These forces analyse how customers affect the price and quality of the products. The bargaining power of customers is weakened when there are fewer competing firms available”.

· Rivalry among existing competitors

“Rivalry competition is intense when there are just a few businesses equally selling a product or service. Competing with industry rivalries lead to more money invested in advertising and potentially a price war”.
“Porter’s five forces practically measures a company’s competitiveness or bargaining power. It can be applied to the cosmetic retail industry”. 
6.0 External Analysis
6.1 Porter’s Five Forces for Beauty Base Ltd
“According to Porter’s Five Forces Analysis, the position of a company in an industry is also determined by the degree of competitive rivalry existing in that industry (Business News Daily.com, 2016).  Beauty Base Ltd is primarily engaged in selling fragrances and beauty products. In United Kingdom and around the globe, the market for such products is dominated by big retail companies. The company has built a large customer base through its innovative products, store ambience. Large Cosmetics firms engage in heavy advertising, huge costs of entry for unique cosmetics products development and research as well as funds for resources. The competition among them is big which makes the industry less attractive for new entrants”. 
“Beauty products market in the UK is dominated by large companies such as Avon, Mac, Loreal and the big retailers. These companies enjoy economies of scale and have patent rights for their products. It is very difficult for new companies to enter the cosmetics industry”. 
“In Europe and the United Kingdom, there are powerful companies dominating the beauty, fragrances and cosmetics industry and the position of the suppliers is weak”. 
“There are large number of customers for Cosmetics in the UK. The costs of shifting from one seller to another are very low. Then there is also threat of substitution for firms as the buyers can shift to buying low quality fragrances at lower prices from small sellers”. 
“But the conditions in skin cares, perfumes, fragrances for the industry in United Kingdom can change. Even the smaller sellers have become more aware of latest technology and innovation. These companies can compete by providing innovative beauty products with unique brands. There are many products from designer labels in these companies which give them more access to funding now a day”.  						
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“According to the (Business directory, 2015), information derived from the analysis can be used to determine the attractiveness of an industry in terms of future profitability, a decision as to which industry to enter or divest from.” 
“The framework to analyse the level of competitive activities was introduced by Michael Porter in 1979, in all industries that is appropriately relates to strategic development in the organization. The Porter’s five forces include threat to substitute, bargaining supplier power bargaining power of consumer, the threat of entry, products and competition in the industry.” 
Threat of substitute Products
“The threat of substitute products is high because of many competitors that they are confronted with.  As when manufacturers decide to sell their products at a high price or if the products are low quality, consumers can choose to purchase substitute beauty products from the competitors, if the products are cheaper and not available in Beauty Base Ltd”. 
Bargaining Supplier Power
“At Beauty Base, supplier barging power is low, because buyer have many choices, especially with increasing use of internet and techniques such as market manipulation through hoarding and restraining supplies. Buyers can compare prices from various suppliers which is easier, thereby can switch from one supplier to another. Suppliers power is reduce based on quality price and delivery terms”.
The threat of Entry
“The market entry for Beauty Base is medium due to many factors, such as high costs of entry. As traditional barrier, high cost of building on big physical storefront has reduced with the growth of e-commerce and replaced with the use of an online shop via internet. Also, cosmetics businesses can compete in a virtual environment with a tradition physical storefront. The costs of research and development of unique cosmetics products and resources as well as the actual manufacturing costs. The huge competition present in the industry discourages entry into the market, powerful competitors such as Avon, Mac, Revlon and many more have a large market share and There are also many small competitors around who also have a small market share and reduce the overall profitability on the company”. 
Bargaining Customer Power
“Generally, in the cosmetics industry, customer power is high, because they have many retailers to choose from, ranging from body lotion, shower gels, hair and nails products, perfumes, fragrances and others beauty products.  Beauty Base’s bargaining power of buyers is very high.  Ultimately buyers can demand better service and cheaper price; this can reduce profit to the company”. 
Competitive Rivalry
“The Cosmetics industry is appealing for all social backgrounds and people of all age groups. Many fragrances and beauty products tailored to meet the needs of different market segments exist around the globe. Therefore, the rivalry among the existing players in the industry is intense.  Beauty Base faces high competitive rivalry, because there is threat of substitute products, buyer and supplier in the market to control. The threat of the competition is due to other organization venturing into the market with similar quality good which is up to date and affordable, this decreases prices and lower the overall profits for the company by focusing on more designer labels with up to date supplies offering similar priced of cosmetics products”. 
6.2 Analysis of macro environment and Pestle of Beauty Base
“The macro environment of the Beauty Base is comprised of Global, legal forces, political, fluctuations in taxes affect the amount of disposable incomes of the people. Further, the government of a country can bring a law which regulates component of Beauty products.. After the evaluation of the currency exchange rates, UK’s interest rates and the Brexit. The funding is that economy is uncertain now, but the beauty industry keeps growing”. 
“The political environment facing the Beauty Base also affects its operations (West, Ford and Ibrahim, 2015). The challenge is that Beauty Base faces is to conform all its operations and follow all the UK government policies regarding taxes would affect the company’s growth”. 
“There are also social factors like changing tastes and preferences of people which affect business. People in different geographical areas use different kinds of beauty products. Meeting expectation of people from varied backgrounds can be a great challenge (Kotler and Keller, 2012). Because the modern standard of living to evaluate and the level of knowledge increase and people are more focused on their appearance that increase quality and effectiveness of cosmetics and beauty products”.   
 “Individuals are now ready to experiment with the type of fragrances they wear or use. Beauty Base has developed over the years a team of talented employees who prepare innovative labels for fragrances and make classic brands with innovative designs and materials (Lidia Varbanova, 2013). “The company has developed a culture of innovation in the enterprise which other firms fail to match. Further the company provides a unique customer experience. More over the company enjoys economies of scale. Its goodwill has allowed it to enter new markets”.
PESTLE 
“These is the forces that identify opportunity and the threat poses to the organization, strategic manager uses it to scan the external macro environment in which the firm operates, so they will be able to know where the environment is head, whether favourable or not, thereby this will help secure right fit between the environment and the business unit. Thorough analysis of PESTLE will identify threat and weakness confronting the firm”.
Political Environment
“The UK is faced with the challenges of the exit from European Community, the economy of the country is unclear in recent years till Britain invoke article 50, but with the current free trade agreements, this has been helping British companies like Beauty Base to take advantage of importing beauty products from other EU countries. In addition, the political stability in sustained companies like Beauty Base to carry on trading”. 
Economic Environment
“The economy factors affect the UK in the way such as Inflation, Taxes, unemployment and consumers spending as well as buyer’s behaviour are also affected. Despite, the Cosmetics sector is very sensitive for taxes and interest rates, the retail industry is booming again after recent economic slump. Competitors in the cosmetics markets do import their goods from other countries to cut cost, while Beauty Base taking advantage of this by sourcing it products within UK”.  
Social Environment
“With so many choices, Consumer’s trend and changes in life style, is very vital with cosmetics companies. However, Beauty Base, could take the advantages and opportunity when it comes to new markets nationally and internationally”.  
Technological Environment
“At Beauty base, communication with consumers is important and media also play a vital role with new labels designers and manufacturers in different countries.  For them to follow the trend and improve on the products distribution, Beauty Base need to take advantage of social media, and mostly online or e-commerce, with unlimited opportunities, that’s online shopping, where customer have choices, that increases sales of the cosmetics companies like Beauty Base”.
Legal Environment
“With the huge competitive market that Beauty Base faces, the legislation which sometimes influence and limit most organization and individual in the society, the company has been able to adhere to its promise by providing high quality products, as well as exhale in dealing with legislation of health and safety both in terms of consumer rights and production of own natural, renewable resources for making fragrances”. 
Environmental Forces
“Cosmetics industry uses a lot of labels to manufacture their beauty products, environment factors apply several universal environmental safety Laws that must be abide by the country of operations standards. Beauty Base is aware of natural habitat and the environmental effect therefore they apply environment sustainable strategies, so they have awareness on legal effect on health and safety rules”. 
6.3 SWOT Analysis for Beauty Base
“SWOT Analysis is understanding and evaluate the strengths, weaknesses and identifying threats to the company and opportunities at work”. 
SWOT
Strengths 
“Beauty Base is targeting at skincare and fragrances discerning consumers. The company appreciates strong brand loyalty among domestic cosmetics and fragrances market. Beauty Base built its brand credibility as an honest and trustworthy fragrances brand. They are stronger than other leading competitors in the same segment based on their solid traditional philosophy and research backgrounds. They distribute high quality products and effective domestics stores”. 
Weaknesses
“Beauty Base is confronted with new retailers which bring innovation, new ways of doing things and put pressure on the company through lower pricing strategies, reduce costs and providing new propositions to the customers. The company is only based in the UK. No international presence and no high profits”. 
Opportunities 
“There is possibility for Beauty Base to expand their business international. They need more domestic stores to leverage the national image, reason for their strength”. 
“There is an establishment in London and its surroundings and a greater possibility to create new markets”. 
THREAT
“The main threat for the company is the huge competition that exist in the cosmetics industry in general. Beauty Base have to manage all these challenges and put in place effective barriers to safeguard its brands image”. 
SWOT MATRIX FOR BEAUTY BASE LTD
WEAKNESSES 
· HIGH ADVERTISING COSTS
· UNKOWN ON GLOBAL MARKETS
· NO PROFITS
· NO DIFFERENTIATION IN MOISTURISERS AND CLEANSERS
STRENGHTS
· HIGH QUALITY PRODUCTS
· EFFECTIVE DOMESTIC DISTRIBUTION
· EXPERIENCED IN FRAGRANCES AND COSMETICS
· OWN ONLINE AND PHYSICAL STORES
· INNOVATIVE APPROACH




TSWOT

			THREATS 

· EXPENSIVE PRODUCTS RANGE
· BIG COMPETITORS
· BRAND OFFERING FRAGRANCES AT LOW PRICES
OPPORTUNITIES 

· NATIONAL OWN STORES
· LEVERAGING NATIOANL IMAGE
· DOMESTICS PRODUCTS




7.0 Internal Analysis
The Mendelow matrix is composed of four divisions, such as High power, High Interest, High Power, Low Interest, Low Power, Low Interest and Low Power, High Interest. 
7.1 Mendelows Stakeholder Analysis
Mendelow Matrix
	LEVEL OF INTEREST	
HIGH		LOW
						KEY PLAYERS
· STAKEHOLDERS PARTICIPANTS
· STAKEHOLDERS
· DIRECTORS
· UPPER TIER SPONSORS AND PARTNERS
· BRITISH AIRWAY
KEEP SATISFIED
· STAKEHOLDER ENGAGEMENT
· STAKEHOLDERS
· MET UNIVERSITY
· SOUTHEASTERN TRAIN



LEVEL OF POWER
KEEP INFORMED
· STAKEHOLDERS ENGAGEMENT
· STAKEHOLDERS
· SUPPORTERS
· BANKS
· HRMC
· UK GOVERNMENT
· 
MINIMAL EFFORT
· NO NEED TO ENGAGE PARTICIPANTS
· STAKEHOLDERS
· CUSTOMERS
· SUPPLIERS
· COMPETITORS
· PREMIER LEAGUE



						










[bookmark: _GoBack]8.0 Conclusion 
“Consequently, it is important to have a strong strategic management and understand how the environment can affect every organization from the most insignificant activity that causes huge changes that may involve any of the decisions making of the organisation.” “The heads of “departments must have a vision of the future of the company to bring success to the organization and build a strong strategic management in place to enable the company to enter new markets. Beauty Base has developed a strong manpower to make innovative beauty products in the professional manner (Mathis et al. 2014)”. 
9.0 Recommendation
 “The company must make full use of its unique internal environment and culture to develop more such employees who can create products that meet the aspirations of buyers. A company with better products always has an advantage”. 
“The company has to offer discounts to its customers to beat the competition. The firm is not able to charge more for its products, but it can find ways to cut its costs through better processes, technology, etc (Shavarini, 2013)”.  
“Beauty Base to get rid of the trickle technology and develop a more direct approach should have a direct approach to make innovations more available to lower income consumers and broaden the segmentation of the population. The direct approach will increase the percentage of consumer products sold, which better represents the consumer products sector and demonstrates an increase in growth. Beauty Base should also develop a new business strategy that will give them more of a competitive advantage against powerful cosmetics companies”. 
“Generally, a sustainable competitive advantage is very vital for a firm growth. According to (Duane & Hoskission, 2008). The developed areas of expertise are mainly focused towards the addition of value to products. Therefore, the company should enhance strategic business model to achieve the vision, mission statement, by focusing on customer and offer high quality product of prices that affordable.  In addition, Business Strategy Diversification is one of the great successes in Beauty Base business strategy. But it must shift the company focus on improving current branches across the country. The focus on innovation should be the critical success factor”. 
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