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           NU Skin Enterprises, Inc.UK is a fast-growing connected opportunity platform-driven international integrated wellness and beauty company. It is listed as a private limited company with share capital. The firm enables people to look, feel, and live their best lives with solutions that blend the finest of technology, science, and the natural world (Zhang et al., 2023). The company is steered by the vision of becoming among the top businesses offering comprehensive solutions for beauty and fitness. It offers digital solutions to improve the customer experience while using its products. The business provides more than 200 items for the skin, hair, cosmetics, oral health, general diet, sports nutrition, weight loss, and botanicals. NU Skin Inc. plans to introduce the ageLoc LumiSpa iO product to expand its product line. It is a multipurpose beauty solution combining intelligent, unique equipment that leverages proprietary technology with potent ingredients (Noer & Wandebori, nd). It is powerful because its results are significant within a short period. These superpowers include its ability to connect to skin, gentleness on eyes, presence of intelligent device sensors, personalised routines, and micropulse oscillation technology. The introduction of this product is relevant to this post-Covid-19 period as many people opt for home care to reduce the risk of contagious infections.  





	[bookmark: _Toc133700483]INDUSTRY ANALYSIS – Porter’s five forces
          The Porter Five Forces is a comprehensive paradigm for strategic decision-making that moved strategic choice away from just studying the current competition (Ferdinand & Ciptono, 2022). The analysis is helpful to management for decision-making regarding the product. It is used to evaluate the competition within an industry to help firms establish competitive strategies against their competitors (Herdyanti & Monsoor, 2020)
[bookmark: _Toc133700484]The threat of new entry 
The beauty and cosmetic retail industry has many enterprises. Two significant barriers prevent the entry of businesses into the industry, that is, economies of scale and rights. The capital requirement to start the industry is also high, which makes it hard for small firms to enter, ad only those with the capacity can venture into the industry. Every company in the industry sells customised items, which makes it hard for companies without differentiated products. 
Therefore, because of cost advantage, Nu Skin Inc is advantaged in economies of scale. Besides, its effort in innovation and differentiation of products enable it to build its brand and retain its clients.

[bookmark: _Toc133700485]Threat of substitutes
The cosmetic industry has a variety of substitutes, including natural home remedies. People in the local areas who cannot access manufactured products are the highest consumers of substitute cosmetic products. For instance, the Nu Skin ageLoc LumiSpa can be substituted by using natural food ingredients and exercising. However, consumers in this industry are influenced by quality and cost. Where customers are willing to change from one brand to another, the threat is high (Herdyanti & Monsoor, 2020). In the case of Nu Skin, it could maintain high-quality products are affordable prices and master the trick of product differentiation.


[bookmark: _Toc133700486]Bargaining power of customers

The power of consumers is usually high when they are well informed about the product, there are many suppliers, and the switching cost is low. Moreover, the cosmetic industry provides consumers with readily available substitutes, which makes it easy for customers to turn away from costly sellers. Individuals are willing to try making their products at home. In the cosmetic industry in the UK, the cost of buyers switching from one seller to the other is low, which is a threat to Nu Skin Enterprises. Therefore, for Nu Skin to survive the bargaining power of consumers, they need to be constantly innovative, offer discounts, maintain high quality and have comprehensive customer coverage.

[bookmark: _Toc133700487]Bargaining power of suppliers

The cosmetic industry has many suppliers of raw materials for beauty products. Most of these products are also standardised in nature, which makes switching cost low. Thus, Nu Skin has the advantage of switching to favourable suppliers. When a supplier's bargaining power is weak, the firms in the industry are more advantaged (Ferdinand & Ciptono, 2022, p. 211). It can also have many suppliers from various locations to ensure they keep the inventory level stable. 
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VRIO ( value, rarity, imitability, and organisation) is a resource-focused evaluation tool. In this case, the firm's resources refer to all organisational processes, capabilities, assets, information, and any other item under its control and are used to enhance effectiveness and efficiency (Madsen, 2022). It is resourceful for any organisation to determine its internal advantages and strengths over competitors. 
	Name of competitor
	Differentiation

	Mary Kay

	V-  Yes-  Nu Skin can overcome Mary Kay's customer base by introducing the new product to consumers in the industry.
R- No. Mary Kay can use more valuable resources to produce a device similar to ageLoc LumiSpa for Nu Skin.
I- Yes. The competitor needs to gain skills used in the manufacture of the product.
O- Yes. Nu Skin has a well-structured supply chain to market the product and reach many consumers within the country.

	USANA Health Sciences

	V-  Yes, the product offers new features to clients that make it a preferable good.
R- Yes. The competitor needs to possess similar products and resources for making the product.
I- No, the feature of the product is differentiated from competitors' products.
O- Yes

	Rodan and Fields

	V-  Yes. The product will increase the customer base for Nu Skin and stay ahead of Rodan and Fields.
R- Yes- The competitor cannot access the rare resources used in producing the product.
I- No. Nu Skin ageLOC LumiSpa iO is skilfully developed, and Rodan and Fields may not imitate it.
O-Yes
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[bookmark: _Toc133700490]OPERATIONS
           Nu Skin Inc is a well-established firm with solid management to guide the business to success. Besides, the company has developed a process known as the 6s quality process that is sensitive to safety, quality and efficacy throughout the supply chain. This procedure entails a series of stringent, highly coordinated operations, many levels of scientific examination and a meticulous focus on detail. Nu Skin will work with professionals and suppliers to help select materials used in production. Once the materials are selected, the supplier will be evaluated to ensure sustainability and quality. The next step is to set specifications that will guide the succeeding production processes of the product. The product will then be tested to ensure it meets standards that satisfy customer needs. Following will be testing for safety by ensuring no health risks to clients. Lastly, Nu Skin will check the effectiveness of the product. 

[bookmark: _Toc133700491]How would you generate revenue for your business)? How would you prevent loss of revenue? 

The aim of introducing this product will be to satisfy customer wants and generate revenue. Revenue will be generated using various approaches, including selling products to existing and new customers, offering customer service and attaching pricing that generates revenues (Whalen, 2019). Revenue will also be generated through registering clients for a trial period, whereby they pay a trial fee and purchase after a specified period. 
 The company plan to prevent any losses that may paralyse the new business. The most important strategy will be quoting the correct prices on the product. The selling price should be affordable to customers and earn returns on investment. The plan is also to get well organised to ensure products always get to market on time. 
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	Name 
	Skills
	What do they bring to the firm

	Ryan Napierski – Senior management
	Leadership,  strategic thinking, emotional intelligence, public administration
	Good company reputation, strategic decision-making, employee motivation and training

	Tang, Connie Mang Yee - director
	Creativity, visionary leadership, creativity, empathy, and strong management.
	We are monitoring activities to achieve target goals and objectives, coordinating with shareholders, and resolving disputes.

	Lawrence Mark – CFO (Chief financial officer). 
	The CFO possesses skills such as analytical aptitude, analytical skills, strategic mindset, critical thinking, and visionary leadership (Dasakis, 2022)
	Financial forecasting and planning, making informed investment decisions, leveraging pricing of products.

	John Triston- Marketing manager
	Creativity, planning skills, research, understanding of sales process and partner management
	Establish a marketing plan, create a marketing budget, designing of marketing content and materials, guiding the sales team ( Kotabe & Helsen, 2022)







	[bookmark: _Toc133700493]MARKETING
A marketing strategy entails activities such as channels of distribution, place of sales, the type of product to sell to customers, and choosing customers (Halim et al., 2020). Nu Skin Enterprises guarantees that the marketing mix elements function seamlessly and complement each other in its marketing techniques (Noer & Wandebori, nd).
[bookmark: _Toc133700494]Product

Nu Skin Company is focused on introducing a new anti-ageing solution to its clients in the UK. The ageLOC LumiSpa iO is a device that allows customers to take care of their skin at the individual level. The product is designed to suit all skin types and uses technology that [image: ]provides satisfactory output to clients. ageLOC LumiSpa offers a solution to the growing customer demand for healthier, smooth skin. The anti-ageing product demand in the market continues to increase among people aged 25-35. The product is at the start stage, where it is introduced to the market. It is predicted to be in the growth stage soon because of the demand and maturity for a long time before it declines from the market. Many people have embraced technology in daily activities, and the use of ageLOC LumiSpa iO will offer satisfaction to clients. 

[bookmark: _Toc133700495]Price: 

The price of the ageLOC LumiSpa iO will be determined by the properties of each product. The price will range from $200.00 to $250.00. The difference in prices will depend on the cost of production, competitor’s pricing, device features and sizes, and customer segmentation. Market research revealed that consumers are willing to pay depending on the value they get from the product. The low prices will help penetrate the market, while high prices will reflect the highest quality and recover production costs. The company will offer discounts to retailers and vendors who make bulk purchases to create a broader market, earn more revenue quickly, and encourage vendor loyalty to curb competition. 

[bookmark: _Toc133700496]Promotional Mix: What techniques would be used in promoting your product? E,g customer touch points, CRM
Nu Skin Company intends to invest in advertising to promote the ageLOC LumiSpa iO product across the UK. The advertisement will utilise social media pages, the company website, signposts and personal selling (Halim et al., 2020). The business routinely advertises its offers and the benefits and features of its products on social media sites like Facebook and Instagram, where it has official pages and accounts. Nu Skin Enterprises contacts prospective clients directly to explain its product options and benefits, especially to its B2B clients. Personal selling will entail introducing the product to our usual clients through samples and demonstrations on the use of the product. 
[bookmark: _Toc133700497]Place (Distribution strategy)
The product will be availed to target customers through vendors and retailers and selling directly from NU Skin stores. Besides, the goods will be sold online, where customers make orders (Janjevic 7 Winkenbach, 2020, p173). The firm employs third-party transportation and operates its in-house transportation networks to ensure on-time order delivery. There are many reputable cosmetic wholesalers in the UK, such as Niki's Cosmetic LTd, Shure Cosmetics, and Cherry Cosmetics. The use of wholesalers will help reach a broader market. The UK also has several retail shops that sell beauty and cosmetic products nationwide to reach many consumers. 
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        The product investment will require funding that will be sourced from various sources. The most significant percentage will be sourced from company profits to expand the product niche for Nu Skin Company. When a company operates, it earns income that is used to meet expenses, and the amount left is known as RE (returns on earnings), which is then invested in new projects. It is easy to acquire the funding and does not require repayment (Gasanov et al., 2019). Furthermore, the company has an excellent financial base that supports investment into new projects. The investment will also source funds from equity capital. A firm can sell its shares to potential investors to raise capital to fund investment projects. 
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	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	$ 12,050
	$13,000
	$21,500
	$22,500
	$ 24,050
	$25, 600

	Fixed Costs
(List out your fixed costs)
 -Rent 
-Insurance
-Labour







	


$3500
$ 5000
$ 4000
	


$3500
$ 5000
$ 4000
	


$3500
$ 5000
$ 4000
	


$3500
$ 5000
$ 4000
	


$3500
$ 5000
$ 4000
	


$3500
$ 5000
$ 4000

	Variable Costs
-Transportation and shipping
-Marketing and advertising 
-Raw materials







	
$ 800

$ 450

$ 4000
	
$ 850

$300

$3500

	
$ 1000

$150

$ 5000
	
$ 1000

$ 150

$ 4050
	
$ 1050

$100

$ 4050 
	
$ 1050

$ 100

$ 5000

	Profit 
	(5700)
	(4150)
	2850
	3845
	6800
	6950






[bookmark: _Toc133700501]MARKET RESEARCH
 The United Kingdom cosmetic industry market is divided into various segments by characteristics such as distribution channel, product type and colour. The market is expected to grow in the coming years regardless of the effects of Brexit on the economy. Most cosmetics industries are working towards meeting the market demands of high-quality products, differentiation, and meeting demand (Haddarra et al., 2022, p. 262). The difference between high-end and mass-market goods grew even wider as the nation's interest in high-end goods increased, which helped the market. During the Covid-19 pandemic, the supply and demand chains experienced strains that regained normalcy post covid-19. However, there were notable changes in customer preference as they demanded more hygienic products. Moreover, the country's ageing population is driving up demand for beauty anti-ageing goods, and the introduction of cutting-edge products with environmentally friendly packaging is fueling the market's expansion.



[bookmark: _Toc133700502]REFERENCES

Dasakis, J. (2022). Financial Research Analyst IV--Office of the Chief Financial Officer.
Ferdinand, M., & Ciptono, W. S. 2022. Indonesia’s Cosmetics Industry Attractiveness, Competitiveness and Critical Success Factor Analysis. J. Manaj. Teor. Terap, 15, p 209-223.
Gasanov, O., Lisitskaya, T., Kovaleva, N., Maziy, V. and Mitina, I., 2019, December. Formation of funding sources for agribusiness organisations. In IOP Conference Series: Earth and Environmental Science (Vol. 403, No. 1, p. 012075). IOP Publishing.
Haddara, M., Hsieh, J., Fagerstrøm, A., Eriksson, N., & Sigurðsson, V. 2020. Exploring online customer reviews for new product development: Identifying reinforcers in the cosmetic industry. Managerial and Decision Economics, 41(2), p250-273.
HALIM, M. B. B. A., ISHAM, F. F. I. B. M., & AMIRUDDIN, N. N. B. 2020. THE IMPACT OF MARKETING MIX (4P’s) ON CONSUMER PURCHASE INTENTION OF COSMETICS PRODUCT.
Janjevic, M., & Winkenbach, M. 2020. We are characterising urban last-mile distribution strategies in mature and emerging e-commerce markets. Transportation Research Part A: Policy and Practice, 133,  p 164-196.
Kotabe, M. M., & Helsen, K. 2022. Global marketing management. John Wiley & Sons.
 Madsen, D. Ø. (2022). Value, Rarity, Imitability, Organisation (VRIO) Analysis. In Encyclopedia of Tourism Management and Marketing (pp. 668–671. Edward Elgar Publishing.
Noer, M. S. W. S., & Wandebori, H. n.d INTERNET MARKETING STRATEGY OF COMMERCIAL WEBSITE FOR NU SKIN DISTRIBUTOR.
ZXhang, Y. X., Haxo, Y. M., & Mat, Y. X. (2023). NUS Nu Skin Enterprises Inc. Common Stock (No. Stock Analysis). AC Investment Research.
image3.png




image1.png
' University of Wales ZCX)
Trinity Saint David 1822 - 2022




image2.png




