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Porter’s Five Forces compromises of five driving forces which identify the profitability of a company. Porter  identifies profitability as the driving force for business competition as opposed to it being down to which company is the biggest based on sales and market share . The Five Forces consist of five sections of competition which need to be analysed, see Appendix A. These five forces are applied to Lush Cosmetics, an international cosmetics retailer founded in 1995 in England, to identify their profitability. Lush’s product ranges include Face, Bath/Shower, Body, Hair, Fragrances, Gift Sets and Spa Sessions. They pride themselves on the sustainability and their ethics. Lush has more than 650 stores in over forty countries worldwide and has construction facilities in the United Kingdom, Japan, Canada and South America . This essay will focus on Lush Cosmetics in the United Kingdom.
The first of the ‘Five Competitive Forces’ is the buyer. The buyer’s power comes from their want to pay less and gain more (Morrision, 2011).but there are two ways to look at where the buyers power comes from. Lush’s product is important to the customer meaning the customer is happy to spend more on a product. This also makes the buyer less sensitive to the price. Due to Lush’s high volume of customers, the buying power is low. When there are fewer customers involved in a company, the customer's behaviour is crucial, but as there are so many customers, Lush can afford to lose customers. On the other side of things, the general Lush buyer is causing a huge influence in the way of the packaging used. This is evident in Lush’s campaign to sell everything they can ‘naked’. This involves not put it in packaging where possible and just handing it out in paper bags. For items which need to be in packaging, such as lotions and liquids, Lush have been using 100% PCR bottles since 2008 to make them more sustainable (LUSH Cosmetics, 2017). Lush saw a market for environmentally friendly products and packaging and dived into what the buyer wanted.
Next, we have suppliers. The supplier’s power comes from the want to pay more and deliver less (Porter, 2008). Lush is different to other companies, with regards to the suppliers, as they handmake all their products in their Lush Factories across the United Kingdom. Each product type has its own factory. For example, Lush’s bath-bomb factory, or ‘Ballistics department’, is in Poole, Dorset. This gives the supplying factories a high level of power as they can withdraw products and hold them until the company pays more. There isn’t a lot of information on the suppliers of the raw materials Lush’s factories use to create the products making this force difficult to comment on.
The next force comes from the substitutes the company can face. These are not always the obvious competition but can be the most costly. Substitutes are the rivals who produce a different product or service which can replace your company’s products or service. For example, airlines will need to consider train lines as their substitute rivals. It is difficult to find substitute companies for Lush’s products as they don’t require a substitute. They are luxury products which some use as a treat rather than on a regular basis. Supermarkets and shops like Boots and Superdrug may be a substitute company as they stock products like shampoo, conditioner and body wash which a customer could use instead. Although, Lush’s fresh, organic ingredients allow for it to have a clear space in the market.
Another force businesses need to keep an eye on is the threat of new entrants. This covers new competition which joins the market creating new threats to a company’s profitability. The cosmetics market is a hard one to get into due to the vast amount of companies already involved. Economies of scale does help those already involved in lowering their costs making it even more difficult for new entrants to succeed (Sloman, et al., 2010, p. 181).
Finally, there is the biggest competition, a company’s existing rivals. This section lies in the middle of the force model and although they may seem obvious, intense competition can have a large affect a company’s profitability. Lush’s biggest rival in the United Kingdom is Body Shop. They are the only high street company to offer a similar product range. 
In conclusion, Lush Cosmetics has a healthy market of competition but due to their natuaral products and their handmade factories, they have created themselves a niche market to thrive in. Lush is in a strong competitve position with regard to its current rivals, threat of new entrants and its buyers. They still need to undertsand their comeptitiors in these areras but they don’t run a high risk. The high risk areas of competitiors for lush are the suppliers. This is due to the lack of information theier is on the suppliers leading to a lack of analysis on their strengths in the market. 
[bookmark: _GoBack]Although this analysis has been carried out, it doesn’t mean it’s the final time it will need to be done. Industries are forever evolving meaning this analysis needs to be applied constantly with the changes to stay up to date. This model can also be applied at different levels. Rather than for just within the United Kingdom, as done here, it can be applied to the company as a whole internationally or to an individual store.
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