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Executive Summary 
Pai Skincare is an organic beauty care provider in the UK that started its journey in 2007 to meet the needs of sensitive skin clients. The organisation is popular for maintaining the consistency of high-quality products, but the customer engagement of the brand is not improving. The report has discussed the SWOT, PESTLE and PORTER's five forces analysis to measure the internal and external environment of the company. The study has also examined Mendelow’s Matrix and RACI model to identify the profit and interest holders for the brand. Strategic recommendations have been provided in the assignment, which are beneficial to develop the brand value in the UK and the global market. 
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[bookmark: _Toc211964559]Introduction 
Pai skincare is a UK-based SME that is ambitious to provide services for sensitive and acne-prone consumers. The brand products are full of organic and hypoallergenic ingredients that make skin healthier and fresher with care. The founder, Sarah Brown, has claimed that the organisation is committed to serving all the skincare services which she wanted as a customer. The company is certified by the COSMOS (Soil Association), which ensures that the brand is providing organic products. Use of any kind of non-organic ingredients within the skincare products is strictly prohibited by this brand to avoid toxicity and better biodegradability. The beauty brand also claimed that 98% of their resources are collected from natural sources to maintain their sustainability and vegan preferences (Paiskincare.ie, 2025a). The report aims to mention the organisation's goal of Pai Skincare and discuss the internal and external business analysis for the future growth of the brand. The study will include SWOT, PESTLE, Porter's 5 Forces, Ansoff Matrix, Mendelow's Matrix and RACI analysis to discuss the current business environment and provide effective recommendations to develop the organisation. 
[bookmark: _vrp0hatua6mz][bookmark: _Toc211964560]Organisational goal
The mission of Pai Skincare is to provide the right products for sensitive skin with natural, sustainable, and ethical ingredients which are beneficial for healthy pigmentation. The brand is committed to manufacturing and formulating the products in its home laboratory in London. According to the organisation, outsourcing the product is more advantageous, especially cheaper for the organisations (Paiskincare.com, 2025a). However, the brand prefers in-house formulating processes to provide high-quality skincare service to the clients. The objective of the beauty company is to maintain 100% quality in the product and meet the consumer demand at speed. Launching Pai Labs is favourable to track consumer expectations, create and provide those services in a short time. The brand is providing personalisation, convenience, and 15% off for the first order by subscribing to the company's newsletter. Although the brand is providing a huge contribution to the community people through 'buy one, donate one' approaches (Paiskincare.ie, 2025b). The hand sanitiser was innovated at the start of Covid-19, which was helpful to win The Sunday Times Style Beauty Award for its outstanding contribution. 
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	Strength
	Weakness

	· Pai Skincare has increased its employee count by 14% with 79 workforces (Growjo.com, 2025a). 
· Personal laboratory and an eligible chemist to manufacture the beauty products.
· The annual revenue of the firm is £13.37 million per year from £9.9 million of total funding (Growjo.com, 2025b). 
	· Limited brand recognition is affecting the profitability of the beauty company. 
· Only UK-centric approaches are restricting the brand from providing more customer service and increasing its engagement (Kim et al., 2021). 
· An inappropriate marketing strategy is responsible for low brand and product value.
· Limited technological advancement and online service platform. 

	Opportunity
	Threats

	· The growing demand for organic skincare products globally will be helpful in expanding the business globally.
· Beauty influencers' collaboration will be helpful to enhance the product value and boost the marketing strategies of the brand (Gyshela and Ganiarto, 2025).
· Improving the online service platform will be advantageous to provide a comfortable beauty shopping experience to the consumers. It will boost the customer engagement from outside of London and help to enhance the monetary profitability. 
	· The demand for eco-friendly skincare products is increasing. There are a lot of organic beauty product suppliers in the UK region with a strong customer base. Pai Skincare may face intense competition with renowned organic beauty suppliers such as Evolve Beauty, Beyond Organic, UpCircle and multiple (Octavia and Margaretha, 2024). 
· Changing demands of the consumers may create several challenges for the brand. 
· Uncertain economic downturns in the UK may distract UK citizens from spending money on purchasing Pai Skincare products. 
· Limited online service can be the reason for negative customer feedback on the social media platform, which will affect the brand's reputation. 


Table 1: SWOT analysis for Pai Skincare
[bookmark: _fb6owi4e7265][bookmark: _Toc211964562]PESTLE Analysis
	Factor
	Definition
	Impact

	Political
	Pai Skincare has the largest market in the French region, where it targeted 24% growth by £14 million of Series C investment in 2023. The governmental and political instability in the UK and the French region may create barriers for the profit margin of Pai Skincare. 
	Moderate

	Economical
	The current inflation rate in the UK is 4.1% according to the report of September 2025 (Ons.gov.uk, 2025). The inflation rate in France is 1.3% in FY2025 (Statista.com, 2025a). Increasing the inflation rate may distract the UK and French citizens from spending money on the skincare product. Furthermore, the sustainable products automatically charged an extra amount due to the expensive supply chain management. Economic uncertainty will affect the business due to the high cost of resources, manufacturing, packaging, and delivery costs. 
	High

	Social
	In April 2025, Pai Skincare launched a new campaign called ‘STAY SKIN SHARP’, for the active service of pre-teen ingredients (age 9-12), which is a vital initiative with Consultant Dermatologist and British Skin Foundation. According to a survey, 44% of tweens are facing itching, redness, and irritation in the skin after using a random skincare product (Cewuk.co.uk, 2025).
The former of the beauty brand also won The Sunday Times Style Beauty Award, for the amazing contribution of the 'buy one, donate one' campaign by launching hand sanitiser during the pandemic. 
	High

	Technological
	The biotechnological advancement of the firm is advantageous for formulating sensitive skincare products to meet consumer demand. 
The latest innovation of Pai body care, in green chemistry and natural ingredients, is committed to taking the brand formula to the next level (Paiskincare.com, 2025b). 
Hence, the technological advancement of the company is not appropriate to supply the beauty product on the online platform, which may reduce the consumer engagement for the firm. 
	Moderate 

	Legal
	According to UK legal aspects, the customers of Pai skincare have the right to cancel the products within 14 days without any justification (Paiskincare.com, 2025c). 
Furthermore, the brand is providing a warranty guarantee, money-back liabilities and various legal rules mentioned on the brand. Also, the firm has followed the Consumer Rights Act 2015 to maintain employee engagement and meet their satisfaction (Legislation.gov.uk, 2025). 
	Moderate

	Environmental
	The organic skincare brand is ambitious to maintain sustainability during the supply chain management and protect nature for future generations. The brand has eliminated leaflets and launched the reuse of material in over 80% packaging of retail packaging. Pai Skincare has also invested in bioplastic using sugarcane, which is a recyclable and sustainable source of packaging (Paiskincare.com, 2025d). 
The Pai recycling scheme can be applied at home by following some easy steps, where the brand will collect the packaging of the product after getting an email from the user.
	 High


Table 2: PESTLE analysis for Pai Skincare
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The Evolve Organic Beauty is one of the competitor brands for Pai Skincare that is ambitious to provide eco-friendly beauty services in the UK region. The employee strength of the firm is 35, and the total assets of the brand are £1.99 million (Open.endole.co.uk, 2025). Another competitor company is Beyond Organic, which has a 177 workforce, which is predicted to increase by 7% at FY2024. The annual revenue of the firm is £39.28 million per year (Growjo.com, 2025b). From the above discussion, it can be said that Pai Skincare is holding a strong place with its UK customer base and maintains its product value. The reputation of the brand is also increasing for its sustainability consciousness, eco-friendly packaging and maintaining community responsibilities. 
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Porter's five forces is the strategic framework that is crucial to analysing the competitive environment in the beauty care industry by five competitive forces called threats of new entrants, bargaining power of buyers, bargaining power of suppliers, threats of substitute brands and intensity of competitive rivalry. 
Threats of new entrants
The Pai Skincare itself is a newcomer, a small to medium enterprise in the beauty product industry. The firm is committed to providing organic beauty care products for sensitive skin clients and meeting their satisfaction. Not only Pai Skincare, but also a lot of organisations are ambitious to provide sustainable beauty products to the UK consumers. The demand for eco-friendly products is increasing day by day. The young consumers and the vegan-friendly clients are always seeking eco-friendly products to protect their skin. The United Kingdom is earning £220.9 million in revenue from the organic beauty market (Statista.com, 2025b). There is a huge threat of new and strong competitors entering the industry that can create barriers to achieving more consumer engagement and ensuring profit from the market. 
Bargaining power of buyers
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Figure 1: Price difference for sustainable and conventional products
(Source: Ecoswap.uk, 2025)
The beauty product of Pai Skincarte has started from a minimum of £20 to a maximum of £70 (Paiskincare.com, 2025e). Sustainable products are 85% more expensive than the regular products (Ecoswap.uk, 2025). The reason behind the excessive price difference between conventional and sustainable resources is that eco-friendly products do not allow any chemical involvement for fast growth. For example, Pai Skincare is manufacturing a skincare product with lemon extract and honey. The sustainable production will not allow chemical fertiliser usage for lemon farming or any non-sustainable approaches to collect pure honey. Sustainable farming takes a long time to grow the same amount of crops and restricts profitability. This is the reason why the farmers also asked for more charges for the sustainable product. Therefore, it can be said that, according to the cost of supply chain management for organic products, the pricing structure of Pai Skincare products is fair. The clients will not be able to purchase quality-based skincare products at this price. Also, as a moderately valued organisation, Pai Skincare needs to meet customer satisfaction with their pricing demand. In terms of that, it can be said that the bargaining power for customers is moderate. 
Bargaining power of suppliers
The supplier of the Pai skincare beauty brand is itself that manufactures organic products for the sensitive skin holder clients. The resource suppliers of the brand are the local farmers who are providing organic, healthy products at an affordable price that is beneficial for maintaining the profit margin for the company. The local farmers are not using any harmful chemicals that are dangerous to the skin. Without that, Pai Skincare is formulating skincare products with different types of rare herbal and plant products. They are collecting these products at a minimum cost that reduces the threats of suppliers for the beauty brand Pai Skincare. 
Threats of substitute brands
Bloomtown is a popular beauty care provider that manufactures products with natural ingredients and follows recyclable and biodegradable packaging. The leading product of the brand is a sugar scrub that is made with honeysuckle and blackberry, and the selling cost is £14. The other product pricing of the brand is starting from £3.75 to £59.50 (Thegoodtrade.com, 2025). The starting price of Bloomtown is more affordable than that of the Pai Skincare product. Pai Skincare is providing its service for £20, whereas the competitor charges only £3. As a newcomer, Pai should offer an affordable pricing strategy for its organic product to boost consumer engagement. Without that, over 1800 beauty and personal care brands are operating in the skincare industry in the UK, which are all substitutes for Pai Skincare (Mintel.com, 2025). The number of substitute organisations is growing day by day, based on the sustainable demand for beauty products. Already, the substitute threats are high, which will be increased in the future by allowing new entrants into the market. 
Competitive rivalry
The competitor firms of Pai Skincare are Evolve Beauty, Beyond Organic and UpCircle. The UpCircle beauty operated its regular activities with more than 25 employees and earned £5.23 million in revenue in the UK (Zoominfo.com, 2025). The competitor brands in the French market are Caudalie, Nuxe and A313, which are also providing organic beauty care services to the French consumers. Caudalie has £321.40 million of revenue in FY2023 with subbrands such as Vinosource, Vinoperfect, Eaux Fraîches and many more (Globalcosmeticsnews.com, 2025). The brand also has its expansion in the UK, USA, Italy, Asia and Germany. Therefore, it can be said that the competitor rivalry for Pai skincare is extreme in both the UK and French segmentation, which may create high challenges for Pai Skincare. 
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Mandelow’s Matrix is a marketing theory to measure the interest and power of individual stakeholders in four quadrants. 
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Figure 2: Quadrant of Mendelow’s Matrix
(Source: Farshid, Goharrostami and Ramezani Nejad, 2022) 
The stakeholders are the key players for Pai Skincare who have a high interest and high power to manage the organisational activities within the firm. The consumers are the primary stakeholders of the brand who are interested in purchasing organic products from Pai Skincare, and their satisfaction is advantageous to earn a huge profit chain from the brand. The other stakeholders are the partners of the brand who have low interest and high power to regulate the activities of the brand (Farshid, Goharrostami and Ramezani Nejad, 2022). The partners and investors are providing money to boost the entire production management of the organisation to achieve more success for the firm. However, they have less interest in profitability because it is not just a single earning source for the investors and partners. They are also concerned about their other alternative services. Hence, the employees are the vital stakeholders of the firm who have a high interest but low power to maintain the brand activities. The workforce needs to follow the decision of the senior management of the Pai Skincare organisation. This is the single earning source for the staff of the organisation, but they have limited right to share critical thinking and problem-solving ideas to boost the brand value and reputation. The last quadrants are the low interest, low power, who are the suppliers of Pai Skincare. The other suppliers for Pai Skincare are the retail brands in the UK who deliver Pai Skincare products from their outlets, such as Amazon, Tesco and others. The farmers are charged a specific amount of money for delivering raw material to the brand laboratory (Fedorenko, Kuzmynchuk and Kutsenko, 2025). Other suppliers, such as Amazon, will not be affected by the growth of Pai Skincare because they have a lot of alternative options to deliver organic beauty products from the offline store of Pai Skincare. 
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	Responsible
	· Sales managers are responsible for controlling the sales processes of Pai Skincare.
· A product designer is responsible for designing new products according to the market demands within the industry.
· The customer service team will interact with the consumers and clients for the pre-sales and post-sales stages.

	Accountable
	· HRM of the company will ensure that all staff are appropriately trained to execute their allocated job duties.
· Supply chain managers will oversee the current inventory management duties and manufacturing processes to produce appropriate amounts of products to meet the sales objectives.
· Marketers will research the industry and competitors for a better price allocation and product development process. 

	Consulted
	· The beauty advisor within the company will communicate the product criteria to the product engineers.
· The merchandising team within Pai Skincare will be consulted for better packaging and distribution of the products in the UK local stores.

	Informed
	· The customers of the brand are currently informed through their official websites, social media pages and other online accounts.
· Every employee within the brand is communicated with through the appropriate use of Gmail and Microsoft Outlook.


Table 3: RACI Matrix
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Recommandations 
The Pai Skincare organisation may boost the organisational development by following strategic recommendations that are favourable to increase the profit margin and value of the brand. The organisation needs to focus on the pricing strategy for the organic beauty care product. The targeted consumers of organic markets are the young generation in the UK who are not eligible to earn a huge amount of money and spend it on the skincare product. Therefore, it proves that the consumer demand is an affordable pricing strategy for the organic beauty product. The substitute beauty care brand in the UK already provides beauty products at an affordable price, which will attract clients to purchase eco-friendly products from those organisations. Pai Skincare needs to maintain the high-quality service for sensitive skin while providing affordable pricing to attract the targeted consumer towards the firm. The organisation needed to expand their product into multiple segments to capture the international market. The company should communicate with the local community of these regions to reduce the cost of supply chain management and boost the profitability of the brand. For instance, the brand needs to use social media platforms more actively to address the current beauty consumers' pain points within the UK. The brand should host an online survey using social media platforms, where they will be able to actively know about the current shortcomings in their products and modify them accordingly. Subsequently, this type of social media survey may also help the company with new product development within the market and identify the most trending make-up colours, shading materials to develop their product ranges. 
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Conclusion 
The findings of the report are that Pai Skincare is a small to medium beauty enterprise in the UK that wants to expand its business in the global market. The firm is ambitious to maintain high-quality services for the organic beauty product. However, the UK-centric approach of the brand is restricting them from developing the brand value and earning more financial profit from the existing market. The brand is charging a high cost for the skincare product, which is not appropriate to meet consumer satisfaction. In addition, the brand is also poor at marketing strategy, which is reducing the brand value in the UK market. An appropriate promotional strategy will be helpful to develop the brand and product value for Pai skincare. The economic and political instability in the UK and the French nation may create barriers to the growth of Pai Skincare. Consistency of high-quality products, an affordable pricing strategy, sustainable packaging, proper promotion, attractive discounts and offerings will be beneficial to get a new consumer base for Pai Skincare and expand it in the international market. 
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