‘‘If you are not involved today in creating tomorrow’s markets, or knowledgeable about what’s happening in these markets, you are unlikely to find yourself competing in them.”. With these words, K. Blanchard and T. Waghorn took the right truth. It is difficult to disagree with the fact that entering the market with a new product is associated with big risk. Therefore, it is worth conducting a proper analysis of the competition and the market before starting operations, because without such knowledge the companies usually fall down. Unfortunately, entrusting this activity to external companies sometimes involves huge costs. Can we avoid them? Yes. In 1979, Michael E. Porter developed a concept thanks to which every entrepreneur is able to carry out a precise analysis himself. This concept is called the Porter's 5 Forces analysis and focuses on 5 main factors such as competitive rivalry, threat of new entry, threat of substitution, suppliers power and buyers power. In this article, we will analyse the competitive environment of the LUSH Cosmetics brand, using Porter's 5 forces analysis.
	The cosmetic sector is growing rapidly and is highly appreciated. People in pursuit of the perfect appearance and condition are looking for innovative solutions and cosmetics. Recently, very popular is to create cosmetics naturally, because there is a belief that it is precisely the best way to bring the best results. Such cosmetics are provided by the international brand, LUSH Cosmetics, which uses only natural, organic ingredients for production.
	Competitive Rivalry. According to Porter's concept, the analysis of the environment should start with getting to know the current competitors. The LUSH brand does not have a large number of competitors. Nevertheless, the threat of competitive rivalry is relatively high, because the functions of cosmetics are similar to each other, regardless of whether they are made from natural ingredients or not. The main competitor of LUSH is The Body Shop, however, the lower prices and the equally high quality of LUSH products give them an advantage in acquiring customers. Another positive for LUSH is the low exit barriers from the market. Thanks to this, weaker companies disappear from the market without creating competition.
	Threat of New Entry. The cosmetics industry is very widely developed and new brands will appear on it. However, starting a cosmetic business requires a lot of capital, which is often impossible for new producers. In turn, customers who are faithful to the products, they are satisfied with, are reluctant to change the brand, and LUSH in this case can boast of a strong image, difficult to undermine. Difficulties in entering the market are also caused by government policies and regulations. Another barrier is also weak distribution networks, which contribute to the high cost of goods. Thanks to economies of scale, manufacturers can produce more product units at lower costs, which means that new competitors may not be able to cope with high production costs because they have less economies of scale. Some companies are also not ready to invest in advanced technologies, which prevents them from entering and efficiently competing on the market.
	Threat of Substitution. “All industries face the threat of substitution” (Porter, 2004). The products on the cosmetics market are diverse, which means that LUSH customers would find it difficult to find a good replacement from another brand. The bad point is the fact, that the customers using fruits or vegetables can also create products for their own needs at home as an alternative to buying ready-made products. This affect the LUSH brand. Therefore, the risk of substitution products is relatively high.
	Power of Suppliers. In order for the product to be manufactured, appropriate materials and services are needed. If we are dealing with a limited number of suppliers, then we say that their bargaining power is high, so they can impose high prices. In the case of LUSH, the strength of suppliers is on an average level. There are many suppliers who offer goods needed to produce products (vegetables, fruits, etc.), thanks to which the company can freely choose the best offer. However, the LUSH company makes sure that the products are produced from the highest quality ingredients, from organic crops, pay attention to ethical considerations when buying, which limits the number of suppliers that meet these requirements.	 Therefore, power of suppliers is also relatively high.
Power of Customers. It is known that a customer who is satisfied with the product is more flexible and he doesn’t see the problem to pay a higher price for it. Therefore, LUSH clients who attach importance to the quality of services and products offered don't try to negotiate them. In order to encourage customers to buy, LUSH also offers the opportunity to try the product in the store. The employee is able to answer customer's questions and adjust the product to his needs and requirements. Thanks to this experience, customers can convince themselves about the quality of products before buying them. There are also people who prefer traditional, universal cosmetics of well-known brands such as L'oreal, Mac, Rimmel, Neutrogena. Satisfied with existing products, they do not show a willingness to switch to "homemade" products offered by LUSH. This works in both ways. Therefore, the Power of Customers is relatively high.
	After analyzing the competitive environment of LUSH, it can be concluded that the company's position on the market is strong. The introduction of cosmetics based on natural ingredients can be called success, because now the interest in this field is growing. The downside is that each person is able to do the same or similar products at home, which in some way reduces the number of potential customers. However, the prices of LUSH products are not the highest and most people decide to buy a ready-made product to save time. Summing up the competition on the market, it can be concluded that barriers to entry and exit effectively hinder the emergence of competition. Based on the above analysis, the LUSH Company can be considered as good investments.
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